











this area in the UK as are US agencies such as Varick Media (http://www.varickmm.com/). TagMan provides the
ability for all agencies to take a step towards a data-driven business.

How did TagMan begin? Any future product lines you can share - such as video?

TagMan founder Paul Cook's previous business, Redeye, had been doing engagement mapping/attribution for
years within its media mix product. For his next project, Paul started an ad server, Positive Feedback, with
incredibly advanced reporting. But, alongside this, he'd long seen the problems that the proliferation of tracking
tags, as well as the technology behind them, was causing (and would cause) the sector. So TagMan was
conceived as an informative content management system for tags.

The next release of TagMan will feature game-changing features, not limited to: full attribution management (so
you can assign a proportion of sales commission to each channel), the ability to tell whether a display ad was
actually viewed (or remained under the fold, for example) and a suite of features that assist businesses that require
"Real Time" features such as real-time datafeeds, which are currently delivered nightly.

What is your view on ad exchanges? Good for TagMan?

Symbiotic to our business. Even basic targeting, like re-messaging, can easily improve results by 10 times so ad
exchanges will allow advertisers to improve ROI from display. CPMs willlhave gone down initially, they'll rise in the
medium term as the ROI rises. TagMan helps advertisers and agencies get better value out of the exchanges by
allowing them to collect crucial data on users and re-target them when they're exposed to exchange-bought
inventory. So, yes, we love them.

Also, exchanges emphasize the point about how the large media agency proposition has to change from being
about their buying power to their ability to harvest and act upon user data.

In your opinion, relative to the size of the market, why are there so many ad networks in the online ad
space in the UK? Are publishers more willing to sell their inventory through ad networks, for example?

On one side, publishers in the UK have probably been a little slower to understand the way their content strategy
needed to change to deliver ad inventory agencies were willing to pay for - hence they have always had lots of
inventory spare to drop into the networks. And, second, the barriers to entry are lower in the UK, allowing lots of
entrepreneurial folk to launch 'networks' quickly and make a living out of it. The fact that Right Media, initially, only
sold to ad networks has also probably got something to do with it. But, if you really look at the numbers, as in the
USA — there are only a handful of serious networks that have exclusive relationships.

Are there any tags that your system cannot handle - or are prohibited to handle due to other companies'
contractual requirements?

We have yet to find a tag that does not plug-in seamlessly; technically or contractually. The ability to place unique
‘conditions’ on the tags also means you can have complete control on who, where, what and how long — a tag gets
placed.

In regards to your case study on the duplication of payment to affiliates by advertisers, how is Tag Man
helping "de-dup" the process?

This study (available on our site here) was crucial. The entire industry knew duplication, where more than one
channel claims the same sale and thus has to be paid commission, was a major problem but, in many ways, it was
a state secret. We were delighted that so many people took part and were so frank with their responses. In
essence, we found that - on average - 13% of all CPA commission payments were thought to be duplicated. For
major e-commerce advertisers like Thomas Cook, we've found duplication rates of 20%-30%. TagMan solves the
problem simply by housing the tags that track which channel delivered a conversion in one place - that way you
can see exactly who delivered what click (or view) and who, therefore, should get the commission. It of course
raises all kinds of complex questions over who should be attributed commission for a sale but TagMan will show
you all the ads any user has been exposed to and the actions they took across natural and paid campaigns
allowing advertisers to make an informed judgment.
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Follow TagMan (@tagman_news) and AdExchanger.com (@adexchanger) on Twitter.

September 3, 2009 — 8:03 am

Back Office

INVISION CEO Watkins Says Advanced Television
Advertising Tools Becoming A Necessity

Christine Watkins is CEO of INVISION INC., a provider of advertising sales management systems to the broadcast
and cable network industries.

http://www.invisioninc.comThe advertiser is looking for better attribution models across all forms of
advertising these days including TV. Please discuss INVISION's transition from a primary focus on tools
for traditional television ad sales to an expansion into advanced televisioin advertising brought on by the
digital channel.

CW: It simply comes down to listening to our customers (network ad sales teams) who are listening to their
customers (advertisers and agencies). The television advertising marketplace is facing unprecedented pressure to
evolve as advertisers and agencies demand levels of flexibility and accountability on par with internet advertising.
In response to these buyer demands, television ad sellers

and ad delivery technology vendors are rapidly

implementing advanced television advertising capabilities

such as interactivity and addressability. ¢ 4

If ad delivery technology vendors are already offering ’ INVI S | O N IN C .
your customers advanced television advertising )

capabilities, why does INVISION need to get involved !

now? v’

Though dynamic (internet-like) ad servers might be the
sexier organisms in the advanced television advertising
ecosystem, business will not get done at any level of scale
without highly flexible ad sales management tools such as
our DealMaker. We learned this harsh lesson with internet
advertising in the late 1990’s when the spreadsheets and
bailing wire being used for ad operations tasks began to
collapse under the weight of the sales being enabled by DoubleClick, NetGravity and other early internet ad
servers.

Couldn’t the existing television sales systems, such as DealMaker, or internet-only equivalents (Operative,
Solbright Google/DoubleClick’s DART Sales Manager, etc.) handle the current “weight” of advanced
television advertising activity?

| think there are some lessons to learn from earlier emerging advertising platforms such as mobile and cable video-
on-demand (VOD). Every new platform goes through a phase where its scalability is limited by consumer adoption
(increased consumer usage drives inventory capacity). Thus, the ability to bundle the emerging platform with your
primary advertising products becomes a key evolutionary step in getting the new platform to state where it can be
profitable on a standalone basis. For addressable and interactive television advertising, | believe it will be
traditional television, not internet advertising, that serves as the bundled “big brother.” However, though
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DealMaker is an extremely scalable product, we know that we are going to have to make deep functional
alterations to handle advanced television ad deals.

Why alter your existing product? Wouldn't it be easier to build a standalone version of DealMaker just for
advanced television advertising?

A standalone system will not break down the barriers that could easily stunt the growth of addressable and
interactive television advertising. First off, this creates a personal return-on-investment roadblock for the television
salespeople whom we will be relying on to accelerate advanced television advertising. During the “bundling
phase” that | describe above, addressable and interactive advertising will typically be tiny portions of overall
television deals. Thus, they will also drive relatively tiny fractions of the commissions being earned by the
respective salespeople. By requiring a distinct set of tools and processes for the execution of the non-traditional
deal elements, we are increasing labor in return for stunted compensation. If | were a salesperson in such a
scenario, | would press the buyer to shift deal dollars to the traditional (easy) side. Additionally, a distinct set of
sales tools for emerging elements becomes a barrier that ends up feeding the salesperson anxiety already
inherent with any new product.

Wouldn't increased commission rates on advanced television advertising deals address the “return”
problem you outline?

It sure helps, and | am a huge proponent of this approach with any emerging ad product being introduced to a
traditional sales team. However, as addressable and interactive advertising do reach scale, this solution becomes
economically unreasonable. Simultaneously, the advanced portion of your business has now graduated above
“rounding error” status. You've reached a point where it is more important than ever to manage all of your
television ad business, traditional and non-traditional, within a single set of sales management tools. A simple
example is revenue reporting. If you need to pull data from distinct databases and then merge them into a
spreadsheet simply to monitor the pace of your business across platforms, you are going to hit problems with
information accessibility and accuracy. When the advanced ad dollars were insignificant, so was this issue but not
anymore. Factor in the basic economies of scale of having traditional and advanced capabilities in all of your sales
tools and processes, and it becomes apparent that the standalone solution is inadequate during the emerging,
maturing and matured phases of addressable and interactive advertising.

What is INVISION working on beyond addressable and interactive advertising?

From an ad operations perspective, interactive and addressable television advertising can be viewed as hybrids of
traditional television and internet advertising. Thus, our work upgrading DealMaker for advanced television will
serve as a base for eventually enabling full digital and cross-platform capabilities. Prioritized by how the respective
ad opportunities are of importance to our customers and prospects, we should be well positioned to tackle all of the
following:

e Television Video-on-Demand (VOD) — cable, satellite or telcos
* Broadband Video

* Internet Display

* Mobile (Apps, WAP & Video)

e Digital Video Recorders (DVR)

* Interactive Television (iTV)

e Electronic/Interactive Programming Guides (EPGs/IPGS)

Follow AdExchanger.com (@adexchanger) on Twitter.

October 13, 2009 — 6:21 am
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Venture Capital

2010 Brings Improvement, M&A Says Index Ventures’ Dom
Vidal

4 Email This Post

Dom Vidal is a partner at Index Ventures, which backs - among others - OpenX, Criteo and Adconion, an ad
network.

AdExchanger.com: What sets Index Ventures apart from
other venture firms?

DV: At Index, we invest in technology and life science :[ nd eX

companies from early through to the growth stage of their
development. We're global in our outlook and investment
philosophy, and this geographic diversity is one thing that
makes us different. Many other VCs only invest in companies
that are 'in their own backyards," but we work with
entrepreneurs and businesses spread around the world in .
addition to our many portfolio investments across Europe,
over 25% of our portfolio is US based and 10% in Israel. The
real value of this is that it puts us in a great position to help

our companies expand geographically when they are ready. @ @
We also have a great group of partners who bring very 1T »”' 0
different areas of expertise to the table people who are \. ‘.g—e ¥ |
leaders in their fields and know about a huge variety of il 4
sectors including consumer internet, IT infrastructure, ‘ _)
enterprise software, semiconductors, clean tech and \ y P
communications. ‘

What are a few critical skills you like to see in an early
stage start-up's CEO?

| generally focus on our growth fund, so | tend to look at later stage companies that have established themselves
as leaders in their field and need help taking their business to the next level. But regardless of the stage of the
company, the things we look for in CEOs and entrepreneurs are consistent. In a nutshell, we're looking for great
leaders; people with a lot of ambition who think big and are able to motivate others to do the same. This type of
person is able to recruit the best talent in the industry to join his or her company, which is vitally important, and
also able to help the team they assemble navigate through the ups and downs that any business will face over the
course of its lifetime. Great leaders have a vision that they are able to clearly articulate and convince other people
to buy into.

What's your view on demand-side platforms (DSPs)? Just another ad network? Or possible a new, huge
opportunity?

Personally, I'm a little dubious about the real potential for demand-side platforms. | do think that there is room for a

demand-based company today, because the way ad networks are currently set up leaves room for someone to
better organize the inventory. This isn't as relevant for bigger publishers who don't need anyone to aggregate
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demand, but does play a role with the smaller, long tail publishers. So there is space for these types of companies,
but | would not bet on it being a huge market. Over time, | think the industry will make fundamental, structural
changes to become more optimized and efficient, and this will get rid of the need for extra players.

There has been recent criticism about how the venture capital community can unnecessarily involve itself
in the day-to-day, operational aspects of their investments - when they often don't have ops experience.
How do you respond?

Regardless of a VC's level of operational experience, I've been in the ad industry for 10 years for example, the
goal with portfolio companies should always be to concentrate on the areas where you can add the most value.
I've found that VC firms can be most helpful with recruiting top talent to portfolio companies and opening doors to
help the company make business deals or form partnerships. We shouldn't be trying to take over the day to day
management of a company - that's what the CEO is for. But, based on our extended networks, we are in a great
position to help our portfolio companies with introductions to key team members or a partner that could end up
having a huge impact on the business.

What's going to happen to ad networks that are arbitraging and just living off of arbitrage? Is there still a
future for them?

| see this as an issue with the entire value chain not just the ad networks. The question should not be how a
company can get a slice of the pie, which is what a lot of people are focused on now, but how they can make the
entire pie bigger. The businesses that I've seen that are able to add significant value to the industry, publishers and
advertisers, are based on truly different technology, and | think this is the key. New technology can fundamentally
impact how something in the value chain works, adding 20-50% more value, which is a real step change. We've
seen this with some of our portfolio companies, like Criteo and OpenX.

Businesses that are trying to take their own little piece of the pie are going to have a difficult time. The industry is
going to see a huge wave of consolidation and the ones who have the best technology, which are adding real
value, will win. There are too many people in the middle right now. This also sets up a great opportunity for new
leaders to emerge. If new companies are able to go public and assert their position in the industry, they will be the
ones to drive this consolidation not just Google, Yahoo and MSN. | see a lot of this movement happening in the
next two years and think it will lead to less fragmentation overall.

How is the funding climate looking today? Are you seeing improvement?

On the funding side, there is still money available for great businesses. On the company side, however, the difficult
market has put pressure on businesses that might otherwise have done well. These companies will have a hard
time raising money. When the overall industry is expected to decline for the first time ever, there are fewer success
stories. But the good news is that it becomes more obvious who the winners will be - there isn't as much
unnecessary noise. In this climate, you have to truly be doing something different to be successful it can't just be
more of the same.

Do you have any other thoughts about the industry?
We're expecting a relatively better year in 2010, but think that it's going to remain a very challenging environment.
The strong will survive, but | would expect to see some of the mid-level players get weeded out.

We've also seen Google step up this year in areas outside of search. They are doing a great job using technology
to track money from the network and add real value. This is going to force other players in the industry to try and
keep pace. You really have to think about how to bring more technology into your network if you want to try and
compete with Google.

Follow Index Ventures (@IndexVentures) and AdExchanger.com (@adexchanger) on Twitter.

December 16, 2009 — 1:08 pm
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More Ad Networks Coming, Not Less — Says Jeremy Liew
of Lightspeed Venture Partners

Jeremy Liew is Managing Director at Lightspeed Venture Partners, a global venture capital firm, and frequently
writes on the LSVP blog.

AdExchanger.com: In your April 6 LSVP blog post, you say
there will be more ad networks not less. Why?

VENTURE PARTNERS

JL: There are four elements that you need to be able to run a successful ad network:

1. Access to inventory - which has become commoditized by the ad exchanges.

2. Good data for targeting - which is becoming commoditized through companies such as Lookery and Blue
Kai

3. Good targeting algorithms - which is often over-rated - more data usually beats a better algorithm.

4. Access to advertisers/sales execution - which has become the gating issue, and there are lots of good
sales people who have a spike with advertisers in a geography, demographic or vertical area who can now
set up shop on their own.

Through your entrepreneurial lens, who and/or what models in the advertising tech world is taking
advantage of this valley in the economy right now? Any predictions on ad tech models that get funding in
the next year or two?

If | knew, I'd be an entrepreneur, not a VC! VCs are better editors than authors. Hopefully | will recognize that great
idea when they come pitch me.

Early strength with ad exchanges has been in performance display advertising / direct response. Do you
see brand advertisers participating in the exchange in the future?

Yes. Brand advertising hasn't been as measurable as performance advertising, so it has largely required a leap of
faith. But as the metrics improve, we'll likely see brand advertisers also making the jump.

Large, "premium" publishers are trying to steady their falling CPMs by cutting out their former network
partners. Are large publishers getting it right with this walled garden strategy? Any better ideas?

One of the ways that publishers can maintain their premium has been to do more integrated campaigns and this
intrinsically works better when you're vertically integrated versus when sales is disaggregated from the rest of the
publisher. | think that this will continue to be a viable strategy.

How must the media buying agency model evolve in the increasingly, digitally optimized world of online
advertising?

Some agencies are already trying to create their own exchanges (WPP etc). They control the advertisers dollars,
so they really are in the drivers seat.

Will Google own the display ad exchange model eventually? And, assuming privacy can be overcome, do
you see search retargeting as a driver in this ownership?

It isn't clear that Google will win the exchange model. It isn't clear who will. We're still in the early stages. Search
retargeting is one driver of value, but as data gets commodized (see Q1 above) it won't be the only way to drive
value. Direct sales execution will be of key importance and that hasn't been an area that Google has historically
excelled in.
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Follow Jeremy Liew (@jeremysliew) and AdExchanger.com (@adexchanger.com) on Twitter.

April 21, 2009 — 7:01 am
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Jeff Crowe Of Norwest Venture Partners On The Digital
Media Buying Space

Jeff Crowe is Managing Partner of Norwest Venture Partners.

AdExchanger.com: With investments in Brand.net and Turn, obviously Norwest Venture Partners (NVP)
appears bullish on the digital media buying space. What drove NVP to invest in each of these companies?

JC: Overall, we have been bullish on the digital advertising space for several years and continue to look for
investment opportunities in that arena. Regarding Turn specifically, we saw an opportunity to invest in a great team
and powerful technology platform for advertisers. Over time, we

believe that significant value accrues to companies in the online

advertising space who have deep technology capability, and that

is certainly playing out for Turn now, with their leading demand

side platform. Regarding Brand.net, we invested in a team with NORWEST VENTURE PARTNERS"®
deep domain expertise and ability to execute. Moreover, we
believe that brand advertisers today want digital advertising
solutions that make it easy for them to buy online media that
meets their quality, reach and frequency requirements, and
Brand.net's offerings meet those needs uniquely well. Both Turn
and Brand.net have seen sharp growth in 2009, even in the midst
of a sluggish year for online advertising.

)

Has your prior experience as President and COO of DoveBid,
Inc., a business auction firm, given you insights into how the
auction model may become an important part of
advertising?

DoveBid was one of the first companies back in 2000 to offer
real-time, online bidding for used assets and excess inventory.
Real time bidding back then quickly resulted in higher pricing for
sellers because more buyers were easily able to target their
purchases more effectively. Moreover, the flow and liquidity in the
markets grew significantly, benefitting all players. The parallels
from those days to what we are seeing now with the introduction
of real time bidding in today’s advertising exchanges world are striking. | believe that we will see similar increases
in volume, liquidity and pricing for online advertising with the increasing adoption of RTB.

What are the attributes of a good start-up company board?

A start-up board should be able to help the management team with strategy, business development, recruiting and
fund raising. A good board will have the operating experience, strategic perspective, personal networks and
access to funds to help in the appropriate fashion. It will also have the right combination of patience and high
expectations to help the management team navigate the ups and downs of start-up life.

What types of investments is Norwest Venture Partners looking to make today?

We are investing actively across all investment stages across multiple geographies, from Series A start-ups to later
stage growth equity companies in the U.S., India, China and Israel. Over the last 12 months we have invested
anywhere from $1M to $50M in companies. In the U.S. we are looking at investments across the spectrum of
information technology including digital media, consumer internet, business and consumer services, enterprise
software and infrastructure. We continue to look at opportunities in the digital media space.
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What's the biggest mistake that entrepreneurs make when dealing with the VC community?

Most often we do not invest in a start-up because we believe that the product / market combination will not yield a
big enough outcome — either the product offering is not differentiated enough or the market opportunity is too
small.

What do you enjoy about being a VC? Any downsides?

It is fascinating to continually meet sharp, motivated entrepreneurs who are pursuing new ideas. The intellectual
stimulation of being a venture capitalist cannot be beat. | also really enjoy working with the management teams of
our portfolio companies to grow their businesses. The downside for me is having to say no to many of the
entrepreneurs who come to us looking for funding — having co-founded a company myself and raised venture
capital back in the ‘90s, | can relate to their position.

Do you expect M&A or even the IPO market to pick up in the coming year? What's your view on 2010?

With the rise of the stock market over the last 6 months, M&A and even IPO activity are now picking up for
technology and media companies. Just last week, one of our portfolio companies, Lifesize Communications,
announced its pending sale to Logitech at a very nice return for employees and investors. We believe that the U.S.
and world economy will improve somewhat in 2010, and we expect enhanced growth opportunities for our
companies. But we don't try to predict future moves in the stock market and therefore don’t know whether M&A
and IPO activity will continue to heat up or will slow down next year. So we are always counseling our portfolio
companies not to expect an exit in any specific time frame, but to manage their businesses for the long term.

How does the "Alley versus the Valley" look to you today? Noticing any trends?

We continue to look for investment opportunities in both the Valley and the Alley. Obviously the flow of companies
is greater in Silicon Valley, but we see very interesting media and advertising businesses in NYC. Innovation is
flouring in both locales.

Follow Norwest Venture Partners (@NorwestVP) and AdExchanger.com (@adexchanger)on Twitter.

November 18, 2009 — 6:32 am
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Yield Optimization

Optimizing AdMeld Style With Co-Founder Ben Barokas

Ben Barokas is co-founder and chief revenue officer at New

York City-based AdMeld. AD

AdExchanger.com: How many participating publishers
does AdMeld have?

Ben: AdMeld has about 50 publisher customers, including The

Huffington Post and WorldNow. The rest are comprised of a ‘llf l,l' ()l"l‘l )lll\l‘l([\

variety of big names which we can't talk about publicly just yet, > 5 i
but hope to announce soon. You can read more about l l{"l‘ ll,l;
Huffington Post here: http://www.admeld.com/news.html.

What is your target publisher market? Can any publisher participate?

AdMeld exclusively serves large, premium publishers. Our system produces optimal results for publishers with at
least 50 million remnant impressions a month—though most of our customers have many more than that.

Do you consider your company's model full-service or self-service?
We are a full-service company.
What are the advantages of a yield optimization company?

There are three main advantages to using AdMeld. First, we increase publishers’ revenue from remnant
inventory—typically by 30% to 300% for AdMeld customers. Second, we save publishers’ time and resources by
providing consolidated network reporting and delivering a single network revenue check each month. Third, we
protect publishers’ brands with services and tools that minimize channel conflict, inappropriate ads, etc.

What are the advantages of your company's offerings among all the yield optimization companies?

AdMeld is the only ad network optimization company that's exclusively focused on serving large, premium
publishers. This shows itself in our technology, which was built to optimize ads in real time on heavy traffic, high
frequency sites; our team, which is comprised entirely of publishing veterans; and our service ethic, which is white
glove, 24/7. Large publishers trust us because we deliver results and we understand their challenges first-hand.

Explain your company's revenue model.
We collect a 10-15% fee on the gross revenue our customers generate through our platform.
Can advertisers or ad networks buy through your company?

Yes, ad networks can purchase inventory from our clients through our platform. Advertisers have also expressed
interest in this capability as well.
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If not, will either of these two be able to purchase through your company someday?

As we said above, currently networks can purchase through our platform. When it comes to advertisers, we’'ll
explore that direction if our publishers want us to, but we don’t plan on getting out ahead of our customers with that
type of functionality.

What kinds of inventory are you "optimizing"? Static display, text? Rich media? Video?
Currently we're “optimizing” display ads.
How do you see advertising exchanges impacting your business now and in the future?

We’'re big believers in decreasing friction in the marketplace and giving publishers lots of options—that’'s why we
integrate with all the exchanges.

Can your yield optimization service be integrated with other ad management platforms?
Absolutely—AdMeld is compatible with every major ad management platform. We're agnostic in that way.
Where do you see your company's product line evolving in the next 18-24 months?

We've got a lot of exciting things in the works, including a bunch of enhancements to our optimization engine and
tools to give our publishers even more clarity into their inventory. That's our primary focus today and in the future—
allowing publishers to maximize their ad revenues while minimizing the operational risks and complexities.

Follow AdMeld (@admeld) and AdExchanger.com (@adexchanger) on Twitter.

April 8, 2009 — 7:58 am
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Improve Digital Driving Publisher Yield In Ad Network
Saturated European Market

Janneke Niessen is CEO of Improve Digital, a publisher yield optimization firm based in the United Kingdom.

AdExchanger.com: How did Improve
Digital begin?

Publishers are facing a shift in the online
advertising ecosystem where performance
campaigns, ad networks and exchanges are
playing a more and more dominant role. In
2007, over 40 percent of the UK online
advertising budget was spent through ad
networks and exchanges - few people would
argue with us if we stated that this number is
higher today. Having worked for many large
publishers in yield management and with
extensive experience in ad operations, we
were looking for an efficient way for
publishers to manage these multiple revenue
sources and create their optimal
monetization mix. PubMatic’s ad revenue
optimization technology combined with
Improve Digital’'s premium yield optimization
technology (in beta) provides the answer,
lifting revenues between 60 percent and 300
percent.

O IMPROVE DIGITAL

Today, 90 percent of our customers are in

the premium segment, and include the

largest newspaper and magazine publishers of the world. Our goals are closely aligned with those of publishers:
increasing revenues from premium sales, ad networks, exchanges and performance campaigns while protecting
the publisher’'s brand and reducing efforts. Our typical client is looking to balance increasing revenues from
discretionary inventory in harmony with growing revenues from their direct premium sales strategy.

What were the challenges in starting the business?

As we were the first to offer ad network optimization in Europe, our initial role was one of educating the market.
However, publishers quickly recognized the benefits it offered them and embraced the concept, and ad networks
optimization is now is an established practice.

So do you resell PubMatic's yield optimization services? How does that relationship work? Seems to make
sense that Improve Digital would be bought by PubMatic in the future.

Improve Digital represents PubMatic’s ad revenue optimization platform exclusively in Europe, and has its own
premium yield optimization technology in beta. The two technologies complement each other, enabling Improve
Digital to offer premium publishers a full yield optimization solution. The two companies have a strong partnership,
enabling them to work closely as a global team. Europe is a complex and fragmented market that requires in-depth
local understanding of each region and this is a key element that Improve Digital brings to the table. At this point
our focus is to extend our successful company into more markets .

Q AdExchanger.com 356



What's your company's target market? Is it geographical?

Our target market are the premium publishers. In Europe, 90 percent of our publishers are premium ones that are
seeking to monetize unsold ad space and balance this with their premium direct sales strategies. When it comes to
ad network optimization, PubMatic and Improve Digital operate as one global company servicing the top publishers
around the globe. Publishers benefit from local sales and service staff in Palo Alto, New York, London,
Amsterdam, Hamburg, Paris, and India. Our service team speaks over ten languages and we monetize ad space
in over 275 different countries. For our premium yield optimization technology, we do not work with resellers and
focus instead on providing our services directly and expanding our geographical reach.

Do you have any sense about the differences between U.S. and European publishers? Is the ad network
more palatable to larger European pubs, for example?

The biggest challenge of working in Europe is probably that the markets are so diverse and the audience is highly
fragmented. In each region different players are important and the attitude towards networks and exchanges varies
enormously. In general the fragmentation of Europe has led to fewer ad networks of a certain volume in each
market than there is in the US, however Europe is catching up rapidly. The differences in Europe are cultural, and
servicing the resulting needs goes way beyond speaking the local language. Global or pan-European publishers
might have central management, but the crux of their success lies with their regional offices, each of whom works
with local partners to meet the needs specific to their local market. Each geographic region, each publisher, each
website and each placement requires a different mix of networks. Only best-of-breed automated optimization
combined with local service and market knowledge can make that happen. That's why we’re very excited about
our unique strategy with PubMatic, where we combine the leading global technology platform with the best of local
sales and service across Europe. No other solution provider can match that. As an example, PubMatic recently
rolled out a global currency release that allows it to integrate into ad networks that report in any currency
worldwide, convert that currency on the fly for optimization purposes, and then customize reporting to whatever
currency the publisher prefers.

Does the yield optimization model eventually turn into an ad exchange? How do you see the model
evolving?

We work with over 350 relevant networks and thousands of publishers, so we're already among the largest global
advertising platforms in the world. However, our key mission is to help publisher's monetize their inventory by
maximizing their yield and revenues. This makes us the number one partner for premium publishers in the
industry. Exchanges are trading platforms, but publishers require significant service to help them with creative
controls, brand management, billing, reconciliations with networks, etc. PubMatic provides world-class service and
technology.

What's your value proposition for ad networks? Why wouldn’t ad networks go direct to the publishers?

We are able to connect networks instantly to a large pool of premium publishers in multiple markets in an efficient
way. Our dynamic default technology ensures that networks no longer receive impressions they cannot, or do not
want to monetize, resulting in higher CPM'’s and happier publishers and networks.

How do you see the demand-side buying platforms affecting Improve Digital? At some point do you see
agency buying platforms buying directly from Improve Digital?

The publisher decides which networks / platforms are able to buy their inventory. Our platform is agnostic in this
sense and is able to connect to any platform or network. Sometimes connecting to these platforms can be highly
beneficial, but at other times it is not, and that is a decision that in the end only the publisher can make. The

objective is to create efficiencies for both the network and the publishers, and growing revenues for both parties.

What's your view on ad exchanges? What's the European perception? Are there still challenges around
"brand safety" for example?

Q AdExchanger.com 357



Brand safety is a huge issue in Europe and something that we help publishers to protect. With open exchanges it
can sometimes be more challenging, but with our creative control technology, it is easy to manage — and eliminate
- bad creatives. We recently launched a white paper to share our experience with the industry, and offer the do’s
and don'ts to protect brand image.

Are you using PubMatic’s real-time bidding (RTB) offering on behalf of clients? Will RTB play an important
role in Improve Digital’s future? Why or why not?

Real time bidding plays a key role in enabling a more efficient and dynamic advertising market and increases the
revenues for both networks and publishers, but the decision to enable this always lies with the publisher.

For us real time bidding plays an important role in the future as there are great benefits for all parties involved —
better ad quality for users, which improves the overall user experience, higher ROl for advertisers making them
increase the budgets, and increased revenues and higher CPM'’s for publishers.

Where's the larger part of additional revenue for publishers when working with a yield optimization
company: workflow consolidation or getting paid the highest price possible by a collection of ad
networks?

We bring publishers more money, because our real time self-learning technology is able to match the right view
with the right network and campaign in a much more efficient way than any other system. Every 15 milliseconds
the mix of ad networks is adjusted for that exact moment and placement. It will adjust for spikes and ebbs during
the day or the week and it also finds the ideal network mix per placement. As a result, we see increases in revenue
of between 60 percent and 300 percent. Straight-forward, central, multi-currency reporting and automated
integration with over 350 local and international networks also generates an increase in revenues and saves
publishers time and effort. The efficiencies in managing all parties involved also allows publishers to increase their
focus on their premium sales.

Follow Janneke Niessen (@janneke_improve) and AdExchanger.com (@adexchanger) on Twitter.

October 2, 2009 — 6:40 am
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Pubmatic’s Rajeev Goel Talks Yield Optimization

4 Email This Post

v
Rajeev Goel is CEO and Co-Founder of yield optimizer,
Pubmatic based in Palo Alto, California. u a l C
AdExchanger.com: How many participating publishers
does Pubmatic have?

Rajeev: We have over 5,500 large and medium publishers ‘lli l;l’ (’l)'l‘l )lll\l‘l().\

using PubMatic including eBay, Kiplinger , Inc./Fast Company, > p .
Sugar Network, United Press International, and many more. l l{"l llzl‘x

What is your target publisher market? Can any publisher
participate?

We work with mostly large publishers in high value verticals. We recently launched PubMatic Premier, which brings
a new level of technology and service to large media companies with over $5 million in online revenue.

We also do let smaller publishers use our self-service platform to help them manage their pre-established networks
because it provides value to them and it gives us a huge amount of rich data that we use to enhance our
technology and publisher revenue lift.

Do you consider your company's model full-service or self-service?

We re a full-service company, and full-service is where we provide the biggest benefit to pubs. Our PubMatic
Premier offering gives large pubs a dedicated team of six people that learns the specific needs of that publisher
and provides a range of support. There is a Strategic Partnership Manager, who is the main day-to-day point of
contact that leads an experienced team to focus on performance, ad network relationships, yield, analytics and
24/7 technical solutions support.

What are the advantages of a yield optimization company?

In general, publishers are struggling with managing the fragmented demand for their non-premium inventory. They
spend a significant amount of time managing ad networks and other non-premium relationships, disproportionate
to the revenue they generate from these relationships. PubMatic turns this reality on its head on behalf of
publishers, by solving a few key challenges very well that lead to 30% - 70% higher publisher revenue and
significant ad operations benefits:

1) We help publishers navigate the massive number of ad networks out there. Publishers get pitched by ad
networks non-stop, and it is sometimes difficult for them to distinguish between a good sales pitch and
what is really best for them. So a very large part of our service is providing our ad network expertise so we
can provide them with the optimal mix of

networks that is going to perform the best for them — and that means for both revenue and that fits their
creative needs best.

2) Once we get them set up with the right networks, our ad price prediction engine determines how each
ad network is pricing the publisher s inventory in real time. We examine every impression uniquely and

route it to the ad network that can best monetize the impression. By looking at dozens of parameters and
predicting pricing in real time, we are able to drive significantly higher revenue for the publisher.

Q AdExchanger.com 359



3) In addition to the revenue-generating technology, we provide publishers with a variety of services to
simplify ad operations. We provide consolidated revenue reports, consolidated billing, and ad quality
controls to protect the publisher s brand. All of these services allow the publisher to allocate their ad
operations resources to higher value premium

inventory.

What are the advantages of your company's offerings among all the yield optimization companies?

| outlined it pretty well above and | don t want to get too much into the marketing pitch here because the readers
of this site know this space on a much greater level than the general public. | will admit that there are similarities in
service between PubMatic, Rubicon Project and AdMeld (not really YieldEx as you sometimes mention), but | fully
believe that our technology is superior.

We re transparent about our technology and we publish whitepapers to show people our technology is not just
marketing — it works, and it allows us to provide ongoing, scalable revenue lift. It would be extremely difficult for
another company to catch up to us on this level because with machine learning it continues to improve based on
the data it collects, and we also continue to put a great deal of resources into advancing it. We were the first
company in this space by almost a year, and in that time we built the largest engineering team focused on this
problem (over 30 people), so we have a massive advantage to technology and see that as a key differentiator.

We have another white paper coming out in the next two weeks on our solution that maps the relationship between
frequency and eCPM for a particular ad network and then automatically allocates impressions for the most yield.
| Il give you an advanced copy.

Explain your company's revenue model.

We charge publishers a percentage of the revenue that we optimize and manage on their behalf.

Can advertisers or ad networks buy through your company?

We do not work directly with advertisers, but our AdFlex solution allows ad networks to buy directly through us very
easily. We offer ad networks flexible inventory on demand, in a way that meets their media buying needs and
provides publishers with added revenue lift. Earlier this year, we extended AdFlex with an open API that makes it
even easier for ad networks to buy, with a wealth of customized targeting options. AdFlex has been a very big

success for both the ad networks that need to fulfill campaigns and publishers who love it because of the revenue
lift they receive.

If not, will either of these two be able to purchase through your company someday?

Well, like any smart company, we hope to always be evolving in order to meet the needs of the market and our
clients. Right now, we re entirely focused on perfecting what we re already doing.

What kinds of inventory are you "optimizing"? Static display, text? Rich media? Video?
We optimize all types of display ads - whether its text, banner, rich media, or ads in video players.
How do you see advertising exchanges impacting your business now and in the future?

Exchanges provide publishers with another option for monetizing their ad

inventory. We re excited about connecting with ad exchanges to offer this to our publisher clients. In fact, we have
already partnered with one of the largest ad exchanges, Right Media, to offer the wealth of networks on that
exchange to our publishers.

Can your yield optimization service be integrated with other ad management platforms?
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We have integrated with other ad management platforms. For example, we have

open APIs for integrating with ad networks and buy-side dashboards. We have

integrated with various exchanges, as previously mentioned. We have XMLenabled our publisher reports, so they
can be readily integrated into publishers portals and other ad management platforms.

Where do you see your company's product line evolving in the next 18-
24 months?

We are focused in a few key areas:

1. Continuing to drive the industry s best technology with respect to optimizing a publisher s inventory for
maximum revenue lift.

2. Additional services for publishers, to make managing their non-premium inventory increasingly easier.

3. Expanding our portfolio of ad network offerings — going beyond the few hundred that we already offer to
provide even more ad networks.

Follow Pubmatic (@ pubmatic) and AdExchanger.com (@adexchanger) on Twitter.

April 7, 2009 — 7:49 am
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Hundreds of Data Points Available With PubMatic’s Real-
Time Bidding Says CEO Goel

L:] Email This Post

Rajeev Goel is CEO of PubMatic.

AdExchanger.com: What will demand side s
optimization provide for the advertiser/agency? u a I C
Can you quantify performance improvements an

advertiser might see in comparison to futures or
reserved bidding/buying?

Real time demand side optimization will provide Real_Ti me B | d d | n g Q&A

advertisers and agencies with the ability to better

target individual web users with the most relevant and

timely ads while at the same time increasing

advertiser ROI. With real time bidding, the advertiser can finally target an ad for a web user on an individual basis,
rather than grouping individuals and making an “average” decision across all of them.

Note that there are great benefits for all parties involved — better ad quality for users, which improves the overall
user experience, and higher ROI for advertisers, which means they will be willing to spend more money advertising
online. For this reason, it's extremely important that publishers move forward with working with real time bidding
solutions, and PubMatic has seamlessly enabled its marquee publisher partners to do exactly that with its
pioneering solution launched in January 2009. Our publishers don't have to make any investment to support this
important capability — we provide it to them as a benefit of their working with PubMatic.

Are there any publisher benefits? For example, could real time bidding turn remnant into premium
inventory?

There are tremendous publisher benefits. In addition to the improved user experience | mentioned earlier,
publishers will see increased revenue per ad (higher eCPM). Each ad buyer has access to proprietary data about
the web site and the user on the web site, and real time bidding allows the buyer to pay up to the full value of that
impression. At PubMatic, we've seen publisher eCPMs increase by anywhere from 10% to 40% when they
participate in PubMatic’s real time bidding program. As more and more advertisers buy on a real time basis, |
expect this benefit to expand significantly. This is the main reason why it's extremely important for publishers,
when evaluating optimization solutions, to look for one with the ability to provide them with real time bidding
capabilities. If they don'’t, they are compromising their visitors’ web experience and leaving money on the table.

How long before real time bidding and spot market "buys" achieve scale in the online display ad
marketplace?

The reality is that real time bidding has already achieved scale. There are hundreds of millions if not billions of
impressions per day already being monetized in this fashion.

Will futures/reserved buying "go away" someday with the exception of sales through a publisher's direct
sales team?

No, futures / reserved buying will likely never go away. You can look at other media to see this — in TV there are
the “up fronts” which are reserved buying, but then TV time gets transacted throughout the year. Reserved buying
and real time buying serve different advertiser needs, so we will have both for a long time to come.
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How many customers are currently using your RTB offering and when will it become widely available?

PubMatic is the industry leader in RTB for publishers. No other company in the space has this capability. We have
thousands of publishers utilizing it already, and it's widely available across the PubMatic platform. It's a reality at
PubMatic and delivering significant publisher benefits — both in terms of increased monetization of 10 30% but
also improved web user experience.

What are the challenges for PubMatic in offering RTB?

Offering RTB requires significant technology capabilities and investment. We literally share hundreds of data points
on a per impression basis with numerous buying partners. This requires a significant understanding of a
publisher’s business rules, investment in data center capabilities to allow for real time communication, extremely
high uptime for server processing, and a very advanced optimization platform to manage real time and non real
time buyers alike. Because of the advanced requirements and heavy investment, it doesn’t make sense for 99% of
publishers to do this on their own. They must partner with PubMatic to do this, as no other publisher optimization
provider provides this service.

Does PubMatic provide its own trading platform/interface so that clients may access PubMatic's RTB?

We work directly with hundreds of ad networks and exchanges, including most of the top 50 in the US and nearly
every exchange. They all have the ability to access our real time bidding interface to get access to some of the
best inventor on the web across our premium publishers.

Does PubMatic's RTB work with any ad server?

RTB works with any ad server. Every partner who we have talked to about RTB has been able to connect with us
to make this a reality.

Is any additional infrastructure implementation for PubMatic's RTB required such as co location or
cloud?

We have very strict guidelines on transaction time, in order to make sure that the web surfer’'s experience is not
compromised in any way. Because of this, we do have to figure out how to work with our ad network and exchange
partners to manage the speed of the decision making process. This usually requires that our equipment and the ad
network or exchange'’s equipment be physically located within specific geographic distances.

Are your publishers' URLs exposed in the RTB process? Is there potential for channel conflict with your
publishers?

Naturally, buyers of media want to know that they are buying media that is safe for their advertisers. That requires
a certain level of transparency on behalf of the publisher. We give publishers the ability to control the level of
transparency that they want. Ultimately, the publisher needs to feel that the transparency allows them to get
maximum value for their media while at the same time being congruent with their direct sales efforts. As |
mentioned earlier, futures/reserved buying and real time bidding are two very different products from the buyer’'s
perspective, so there is very little chance for channel conflict to occur.

Are all of your publishers part of the program or is there an opt out?
Publisher control is paramount at PubMatic, as the publisher is our ultimate customer. As a result, we allow
publishers to opt in or opt out of real time bidding.

Follow Pubmatic (@ pubmatic) and AdExchanger.com (@adexchanger) on Twitter.

May 12, 2009 — 7:11 am
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Rubicon Project On Mediaweek Article

This post follows up on an article this week by MediaWeek's Mike Shields in regards to concerns publishers have
about agency demand-side platforms (DSPs). Read the article. In the article, Shields said that Rubicon Project met
with some of these publishers. A Rubicon Project spokesperson provided the following responses.

AdExchanger.com: Did Rubicon Project meet with "about a dozen of the Web's biggest publishers" last
week?

RP: No - the overall number was far greater, but in general, yes. And since the Mediaweek article, still more major
publishers have been reaching out to us to find ways to solve some of the pressing problems they are facing. We
are always meeting with our publishers to discuss how they can regain control over pricing and effectively leverage
available channels. As for any one specific meeting - too soon to say.

Do large web publishers fear agency demand-side platforms?

Historically, technology and/or platforms that have been designed specifically for the demand side have been
wonderful for buyers, but have driven a loss of control and leverage for publishers. That's the root of publishers'
fear about these platforms, which Mike Shields documents clearly in his interview quotes from Kyoo Kim of
MSNBC, for example. Publishers are expressing this concern to us - privately and publicly - more than ever lately.

December 2, 2009 — 1:32 am
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YieldBuild CEO Edmondson Says Microsoft PubCenter
And Google AdSense Making Beautiful Music Together

Paul Edmondson is CEO of YieldBuild, a yield optimization company.

b o
AdExchanger.com: Please describe the momentum you're seeing Yleld BUI ld

at YieldBuild. For example, how many participating publishers are
a part of your optimization offering these days?

We're really happy with our growing publisher base. While we want to
respect our publishers' privacy, we can say that we have thousands of
publishers, from very large social network and content sites to small
blogs.

What is your target publisher market? Can any publisher
participate?

Any site that meets our supported ad networks' guidelines can begin

optimizing their ads the first day with YieldBuild. Since we have special strength in optimizing contextual ads, our
sweet spot is with content-rich sites that get a good portion of their traffic from search. However, a lot of direct-
traffic sites have also seen impressive revenue gains using YieldBuild.

Do you consider your company's model full-service or self-service?

We operate completely under a self-service model. A publisher can provision an account and begin optimization in
less than a half hour.

How does Microsoft AdCenter's Publisher text ad network compare to Google's AdSense? Data points
would be payout, contextual match, customization capabilities, etc.

Microsoft pubCenter (adCenter Publisher) is an excellent adjunct alongside AdSense, where it complements
Google's offering beautifully. YieldBuild features category-aware ad allocation, granting pubCenter, for example,
more prominent ad exposure than AdSense in categories where it consistently outperforms Google. Contextual
matching has been strong, although Microsoft still doesn't have the same breadth of advertiser inventory as
Google. We've seen, however, RPC (revenue per click) often making up for lower CTR due to less-targeted
contextual matching. Really, though, it's publisher-specific, and it's better to have YieldBuild test and make the
determination of what network goes where.

I should add here that pubCenter is one source of contextual ads as part of our Premium Text Ad Program, which
includes other high-quality text ad sources as well.

Other than Google and Microsoft's networks, how many networks and platforms are you optimizing on
behalf of publishers?

In the contextual sphere, we also support Yahoo Publisher Network and Chitika, and among display networks we
support Advertising.com, ValueClick Media, Tribal Fusion, and BlueLithium. We also offer a primarily-display
International Ad Program that helps publishers monetize non-US traffic.

What are the advantages of your company's offerings among all the yield optimization companies?

We do a couple of things that are unique.
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First, YieldBuild performs sophisticated format optimization for text-based ads, intelligently honing in on the format
variants unique to text ads (things like background color, border style, font color and style, etc) that make a

difference in performance. We use our own proprietary optimization intelligence to narrow in on the format options
that are likely to do well, and then we test the possible permutations to arrive at a set of layouts that perform best.

Second, we allow publishers to maintain a direct relationship with the ad networks we support. So, for reporting
and payment purposes, your account is still active. Naturally, we offer a really fantastic consolidated analytics suite
that allows you to see your performance across all networks, too.

Please explain your company's revenue model.

We operate on an impressions-based fee (3%). This means that 3% of the time ads are served through us, we use
our ad network account IDs, while 97% of the time, we use the publishers'. This avoids the need for invoicing and
payment for our fee.

Can advertisers or ad networks buy through your company? If not, will either of these two be able to
purchase through your company someday?

Advertisers interested in reaching our large publisher base can work through any one of the ad networks we
support. Larger advertisers can contact us about participating in either our Premium Text Ad Program or our
International Ad Program if they'd like to reach our publishers' audiences directly.

What kinds of inventory are you "optimizing" besides text? Static display, Rich media, Video? Any
upcoming plans for other formats?

We support a number of display networks, although our optimization options are relatively limited (we can only
alter the position and size of the ad unit). We don't support optimization of other formats yet, and although we have
no current plans to support them, we might in the future. Our primary interest now is to reach publishers running
text-based ads, since that's our sweet spot and we have demonstrated strong performance improvements for
them.

How do you see advertising exchanges impacting your business now and in the future?

Exchanges are a large, and growing, part of the online ad picture. Their ability to allow advertisers to manage their
inventory requirements efficiently is unrivaled. We currently work indirectly with the Right Media Exchange and
imagine that we will continue to work with the largest exchanges in the future.

Any plans to take advantage of real-time bidding (RTB) and demand-side optimization tools?

We've seen some companies making early forays into RTB in this space, and while it sounds like a nice idea, we'd
like to see if it provides a demonstrable benefit to publishers before we invest in building the technology and the
advertiser base. Because we don't typically have a direct relationship with advertisers, we haven't yet taken
advantage of advertiser optimization tools.

Can your yield optimization service be integrated with other ad management platforms?

YieldBuild implemented on a Website is just a javascript snippet, so in this sense it's no different from any other ad
network tag. Most of our publishers use an ad manager to serve up our code; as long as they don't use iframes,
there should not be any issue whatsoever.

Follow YieldBuild (@yieldbuild) and AdExchanger.com (@adexchanger) on Twitter.

July 30, 2009 — 6:03 am
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Yieldex Q&A With Tom Shields: Optimizing For Publishers
with Direct Sales Teams

lj Email This Post

Tom Shields is Chief Executive Officer of yield optimization -
company, Yieldex. l e e x

AdExchanger.com: How many participating publishers?

TS: We have announced Martha Stewart Omnimedia as our —— ’ .
first publisher partner. We are currently engaged with a ‘ l'ﬂ l;l’ Ul"l'l .‘llla\’l‘l("\

number of other large publishers that we are not publicizin . \
et . pbieeng PROFILE

What is your target publisher market? Can any publisher
participate?

Our target market is publishers who have a direct sales force and who want to maximize their revenue on premium

inventory. While any publisher could participate, we are ideally suited for larger publishers who have their own
sales team.

Do you consider your company's model full-service or self-service?

We provide tools and technology solutions for publishers to gain a deeper understanding of their premium
inventory, and provide recommendations to help them optimize their yield. These tools are used by each
publisher’s in-house sales and operations teams. We manage the integration of the Yieldex solution, and provide
services to our publishers to ensure they are taking full advantage of our tools to maximize their revenue.

What are the advantages of a yield optimization company?

The manual spreadsheets that most operations teams are using now are insufficient to give sales the answers they
need to sell efficiently. Using a next generation tool like Yieldex BusinessIQ will help everyone in the organization
make better decisions, drive operational efficiency, and optimize revenue.

What are the advantages of your company's offerings among all the yield optimization companies?

We are the only one focused on the premium inventory that is sold by a direct sales force. For most large
publishers, over 70% of their revenue comes from less than 10% of their inventory, and the average CPMs of
inventory they sell are $10-20 vs $1 or less for ad networks. We enable publishers to manage, predict and optimize
this premium inventory. (See slide 6 of the IAB/Bain study.)

Explain your company's revenue model.
We are software-as-a-service with a monthly flat fee based on volume.
Can advertisers or ad networks buy through your company?

No. We do not sell inventory on behalf of our clients.

If not, will either of these two be able to purchase through your company someday?
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We have no plans to sell inventory at this time.
What kinds of inventory are you "optimizing"? Static display, text? Rich media? Video?

We optimize premium inventory, which is typically sold directly by publishers on a CPM or CPD basis, at a high
CPM. We support any and all creative formats deployed online today.

How do you see advertising exchanges impacting your business now and in the future?

Advertising exchanges are great for our industry, because they give publishers the ability to understand the
baseline value of their inventory in an open market. Larger publishers will continue to sell premium inventory
directly, because many ad campaigns will require characteristics that advertising exchanges have difficulty
providing (impression guarantees, exclusivity, online/offline packages, etc), but this data will allow BusinessIQ to
help them to make better decisions about packaging and selling their premium inventory.

Can your yield optimization service be integrated with other ad management platforms?

Yes, we are currently integrated with several ad serving platforms and several order management systems, and
are integrating with more of these based on client demand.

Where do you see your company's product line evolving in the next 18-24 months?

We will continue to provide solutions based on our DynamiclQ platform to help maximize premium inventory. We
are working closely with data vendors, ad exchanges, and sales management system vendors to expand the range
and value of the analytics we provide, and make the data more actionable for publishers.

Follow Tom Shields (@tshields), Yieldex (@yieldex) and AdExchanger.com (@adexchanger.com) on Twitter.

April 21, 2009 — 10:38 am
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