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TargetSpot Bringing Deeper Audience Targeting To 
Internet Radio Advertising Says CEO Goldwerger 

 Email This Post  

Eyal Goldwerger, CEO of TargetSpot, an Internet radio advertising network. 

AdExchanger.com: What momentum has TargetSpot seen in 2009 for itself as well as its clients? 

2009 is going to be a year of accelerating growth at TargetSpot, driven by rising advertiser demand. This is a result 
of both an increase in our advertisers' budgets, as well as a much wider mix in our advertiser base. Our customers 
now include a more complete spectrum, from the very largest national brands running national network campaigns, 
to national spot campaigns, and through to the small, locally-focused advertisers. Our customers are also using 
our network in an equally diverse manner: a recent outreach campaign enabled us to double the number of "self 
service" advertiser sign ups, which complements the growth in our large advertiser and agency-driven business 
that is predominantly "full-service" based. 

Do you consider TargetSpot a technology or a services 
company? 

TargetSpot is a service company which is enabled by great 
technology. As an advertising network, we enable the 
advertiser to tap into an immense amount of consolidated 
inventory and efficiently place ads across the network based 
on accurate targeting criteria. They benefit from scale, 
diversity, targeting, and automation. And we provide our 
integrated distribution partners access to advertiser demand 
that is consolidated and aggregate through our network. Ads 
are automatically placed within their streams, with similar 
benefits from their end. 

This is achieved by our sophisticated technology which 
provides the backbone for our advertising network. We rely 
on our unique technology to place the right advertising in the 
right streams, optimally managing inventory capacity and 
advertiser demand to maximize placement and campaign 
efficiency across a wide network of interconnected market 
participants. Technological innovation is core to our success. 

What special opportunities or "challenges" does internet 
radio offer the marketer? What's missing that still needs 
to be developed for internet radio advertising? 

The key challenge the marketer faces today is in understanding the new advertising possibilities internet radio 
offers. Radio advertisers, for example, were accustomed to geographically targeting users using radio station "call 
letters" as a proxy. Further, they have been constricted to placing ads at radio stations located in physical 
broadcast proximity to their target audience. However, the location of online radio content providers is a virtual 
one. Any "station" may reach any user anywhere in the country, or in any country. Similarly, users' locations can be 
determined much more accurate. In fact, TargetSpot can target users at the zip code level. 
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Internet radio presents many new opportunities, including the ability to accurately and automatically target the right 
users across a wide array of stations within a single campaign, the ability to monitor actual advertising delivery 
(impressions served), or the ability to complement the advertiser's audio ads with display and video, to name a 
few. Complete and direct access to consumers and advertising inventory, and centralized trafficking and 
measurement of campaign placement and performance, are some of the further advantages of an online radio 
advertising network. Technology enables continued innovation free of physical constraints and driven by continued 
investments in growing this market opportunity to which TargetSpot is deeply committed. 

With internet radio advertising, can you target audiences besides just using content as a proxy? If so, 
how? Any behavioral options? 

Internet radio advertising audience targeting is much deeper than terrestrial radio and very granular. For example, 
an ad can be delivered through a radio station made for a specific person. Alternately, targeting by format profiling 
is very accurate and can reach a well-defined demographic audience. 

Behavioral targeting is not yet fully developed since it requires continuous tracking of user responses per specific 
ads, which is harder to track in audio. However, we expect innovation in measurement to continue improving in this 
rapidly-developing online advertising market. 

How do you see the media agency model evolving? With your product line it would seem that marketers 
could potentially go direct, no? 

The model is evolving, but that evolution has more to do with performance and accountability than where the 
dollars come from. Whether an agency or direct client, the campaign must be targeted to the right geographic 
location, the most relevant user, and with the right mix. TargetSpot is well-positioned to ensure that marketing 
dollars are being spent efficiently and to the right audience. We do this for both agencies and direct advertisers, 
who we work with is the decision of the customer. 

What is your view on the ad exchange model where buyers and sellers of media use transparency and 
control to eliminate waste and improve ROI/yield? Is it a good fit for addressable radio? 

Anything that increases transparency and provides more value to the customer is always desirable. Until now, 
audio advertising has been accepted as a passive medium, making response difficult to measure. This is one of 
the areas in which we've been innovating - creating a framework in which advertisers benefit from better 
accountability of their marketing dollars. 

What is the revenue model for TargetSpot? 

TargetSpot is an advertising network. We sell to advertisers (both direct and to agencies) who buy audio 
advertising, as well as campaign-related video and display, and we share our revenue with our distribution 
partners, who are the publishers of online streaming audio. 

Is cross-channel attribution (tv, online, radio, etc.) achievable? What is TargetSpot doing about 
attribution? 

TargetSpot allows the advertiser to aggregate digital assets across multiple formats - audio, video and display - to 
provide a more complete marketing mix. We do believe that over time the ability to better integrate marketing 
across different media is important, not just for budgeting purposes but also to more effectively engage the 
consumer at different occasions. Online radio is becoming a critical medium in this mix. 
 
What insights are you providing advertisers? 

Marketers are increasingly focused on accountability. We address this need wherever possible. For example, we 
are careful to sell on actually delivered impressions (rather than based on estimates). And we let advertisers 
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measure performance by making it possible for advertisers to know where their ads are running, what the click 
through is, and track the ongoing impact, such as direct visits to their site, hours and days after the ad is played. 

What key learnings from your experience in online marketing are helping you today? 

My previous roles have made me sensitive to the marketer's perspective. Any portion of their spend needs to fit 
into the total mix of the campaign in a way that makes sense from brand management or performance 
perspectives. Advertisers look very closely at their budget and want assurance that the right message reaches the 
right audience.  

Follow TargetSpot (@targetspot) and AdExchanger.com (@adexchanger) on Twitter. 

August 27, 2009 – 7:29 am 
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Tremor Media Balancing Targeting Needs With Scale Says 
CEO Glickman 

 Email This Post  

Jason Glickman is CEO of Tremor Media, an online video advertising network. 

http://www.tremormedia.com/Adexchanger.com: On your website, you identify your #1 ranking in 
premium video views according to Comscore. What do you mean by "premium"? And, is there such a 
thing as non-premium video ad inventory? If so, does Tremor Media fill non-premium inventory and is it a 
significant part of the business? 

JG: Our network is comprised of 100% premium content which we define as professionally produced, non-UGC, 
above-the fold placements with brand safety guaranteed. We view all user-generated content as non-premium 
video ad inventory and we do not serve ads against this content. All of our publisher partner sites are carefully 
vetted and are required to meet our quality standards before we agree to include them in our network and serve 
ads against their content. As an additional quality control mechanism, 
we have partnered with ContentWatch to ensure that these standards 
are continually met. 

Do you think digital media - and video, in particular - needs to 
embrace reach, frequency and GRPs in order to receive a larger 
slice of the overall media pie? What strategies is Tremor Media 
putting in place to get more "pie"? 

Yes, we believe that developing common metrics, common 
denominators, and a common language will be an important driver of 
the shift in media dollars from TV to online video. But advertisers also 
need to understand the unique differences and benefits of online video 
and its role in the media mix. For example, online video is the only 
place to reach certain segments with video, as TV is being tuned out 
by portions of many advertisers’ target audiences. Advertisers can 
gain greater efficiency for their investments, as they can obtain more 
GRPs at the same investment level by including online video in the 
mix. In addition, online video offers interactivity and brand 
engagement. 

In order to make the shift from TV to online, brand advertisers want quality video content online and the kind of 
scale they’re used to getting in broadcast. We deliver on both counts better than anyone in the market as reported 
by 3rd party measurement firms like comScore . Our ability to aggregate and target audiences in premium ‘well-lit’ 
environments is changing advertisers’ perceptions that scale in online video can only found in user-generated 
content. As our comScore numbers illustrate, scalable, professionally-produced content in online video is now 
possible. Not only are we able to deliver as efficiently as TV, but our flexibility in pricing models including 
engagement and performance based pricing makes us an attractive alternative to advertisers. 

To obtain a larger portion of this pie, Tremor Media began offering comprehensive reporting of campaign impact 
and effectiveness metrics from comScore in February and was the first video advertising network to offer GRP 
reporting. Agencies with brand advertising clients that have been reluctant to dip their toes into digital video 
because of the fragmented reporting online now have one less barrier to overcome 
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But beyond delivering TV-like quality, scale, efficiency, and audience measurement, more and more, advertisers 
are going to expect proven measures of impact and effectiveness from their video media buys. That is why we are 
focusing on creating highly customized technology driven business solutions that deliver accountable brand 
impact. Furthermore, through the Tremor Media Insight Lab, we’ve developed a robust set of research tools and 
initiatives that will provide advertisers with deeper measures and insights around brand impact. In addition to 
research focused on branding and online behavior metrics, we are investing in large scales studies focused on 
media synergy and ROI so that advertisers can understand how online video and TV can be compared and 
combined, not just in terms reach and delivery, but also in terms of results and cost per impact. 

How close are we to accurate cross-channel attribution? How does Tremor Media help with attribution? 

To better address this industry need, Tremor Media has created the Tremor Media Insight Lab. The Insight Lab is 
focused on a number of research initiatives and technological innovations. We are currently making investments in 
and identifying advertisers for large scale research initiatives focused on measuring ROI for online video, and 
media synergies between TV and online video. 

What's your position on standardization in the video advertising industry such as standards that VivaKi, 
the IAB and others are trying to build or create? 

Tremor Media is in full support of efforts to develop standards in the video advertising industry. We are fully 
compliant with current IAB standards, and we are actively participating in those efforts. As a board member with 
the IAB, Tremor Media is involved in the discussions around standards including VPAID, VAST, and online video 
measurement and reporting. In addition, Tremor Media is participant in VivaKi’s Pool initiative focused on 
identifying the optimal online video ad formats. We believe it’s critical to collaborate and support these industry-led 
initiatives, but we also continue to push our own technology and capabilities to deliver a range of unique and 
compelling ad formats for our publishers, advertisers and their consumers. In addition, we are partnering with blue 
chip advertisers to build customized ad solutions that address their company’s specific business needs. Our 
Acudeo technology allows us to deliver these proprietary and custom formats and solutions at scale, because we 
have taken the time to fully integrate the technology across 1,000 plus sites in our network. . 

Non-premium display advertising is beginning to find value within the ad exchange model and through 
demand-side buying platforms. When will video ad inventory begin leveraging similar models? What's 
your view on exchanges? 

There may be a place for a video ad exchange at some point in the future. However, in order for a video ad 
exchange to be relevant there needs to be a large number of participants and a set of widely adopted standard 
formats and methodologies, We are not there yet.. The exchange model for display advertising thrives on the 
commoditized and often blind banner inventory, which can be appropriate for direct response campaigns. Video is 
branding focused and currently requires a high touch, often customizable sales approach. 

How does ACUDEO, your video ad publishing platform, differentiate itself from other opportunities in the 
marketplace? 

The Acudeo video ad monetization platform serves as the backbone of our in-stream ad network giving us a true 
footprint based on a deep integration with our publisher partners. Acudeo allows publishers to utilize existing ad 
serving systems to dynamically deliver and schedule the most advanced in-stream video ad formats from multiple 
sources to maximize their revenue potential. Publishers can seamlessly control their entire video ad inventory with 
full flexibility utilizing Acudeo, and it provides a unified view to track, manage and optimize all direct and 3rd party 
video campaigns. In addition, Acudeo allows publishers to manage content to ad ratios to achieve optimal balance 
between maximum revenue and user experience, and all video ad delivery policies can be controlled through the 
publisher’s existing ad management system. Acudeo is fully compliant with IAB standards. It has been pre-
integrated with most major player platforms and all major 3rd party ad servers, and there’s no serving or licensing 
fees with participation in Tremor Media in-stream ad network. 
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In developing the Acudeo platform, Tremor Media sought to build a true in-stream network by fully integrating the 
Acudeo component into the player within each site. The benefit of our Acudeo integrations for advertisers goes 
well beyond the aggregated scale that we deliver such as the advanced proprietary ad formats that Acudeo 
powers, robust targeting and reporting, and new features that are currently in development for Q4 and 2010. 

How is your partnership with BlueKai performing? Have you had much traction? Is targeting difficult with 
video ads? 

We believe that targeting is very important to the future of online video advertising. The main challenge is 
balancing an advertiser’s need to narrowly segment audiences while still achieving scale. As the largest premium 
video ad network, we are uniquely qualified to deliver on both, and we are working with the leading companies in 
the space, including BlueKai to provide robust and scalable targeting solutions to our advertisers. 

What are the biggest challenges for a video ad network today? 

A few of the biggest challenges are: pricing pressure, user-level targeting at scale, the potential for legislative 
impact on BT, and the need for continued investment in technology to keep up with the pace of innovation in digital 
media. 

What is the current state of the online video publisher in 2009? Can you provide a general of sense of 
who's making it - and not - and why? 

The majority of online video publishers are thriving as CPMs for video ads are the highest of any online format. 
More and more content is being added to publishers’ sites and they are promoting their video assets both internally 
and externally. One area that seems to be having a difficult time with monetization is the User Generated Content 
space. Blue chip advertisers prefer professional content and have largely stayed away from UGC sites due to fears 
that the content could be harmful to their brand. 

Do commercials made for TV work as online video advertisements? 

Yes, commercials made for TV can work for online video advertisements. However, Tremor Media believes that we 
can unlock even more value from online video with creative executions that take advantage of the unique aspects 
of the medium to deliver greater engagement and impact. To this end, we are developing the most innovative ad 
formats in the industry such as our recent launch of vChoice, a family of ad units to change the linear TV model for 
video ads that’s been in place for the last 50 years. vChoice is a suite of new interactive in-stream ad formats that 
enable non-linear and multi-video viewing experiences inside the video player within pre-roll inventory. vChoice 
allows for unlimited creative options for advertisers, a better experience for viewers, and it’s enabling us to build 
customized solutions to address our advertisers specific business needs. Since launching vChoice in June, we 
have been actively engaging with creative agencies to build awareness for the creative potential of interactive in-
stream advertising which we are enabling through vChoice and delivering at scale across our network. 

How do you ensure brand safety and appropriate brand management for your advertisers? And, for your 
publishers? 

Each of the sites in our network is monitored before it is accepted into our network. After acceptance, we continue 
to monitor sites to ensure the safety of our network for our advertiser clients. Through our partnership with 
ContentWatch, the brand safety of our network is third party verified. 

Also, each of our publishers may limit the advertisers that we run on their sites for either brand reasons or to avoid 
channel conflict. Our publishers are actively in control of the content that we serve to their sites. 

Follow AdExchanger.com (@adexchanger) on Twitter. 

September 16, 2009 – 7:50 am 
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Exchanges Will Play Role In Addressable TV Says Visible 
World President Tara Walpert Levy 

 Email This Post  

Tara Walpert Levy is President of Visible World, a provider of 
targeted television solutions. 

AdExchanger.com: What momentum has Visible World 
seen in 2009 for itself as well as its clients? 

TWL: Visible World’s business is up substantially in 2009, 
despite the tough economic environment.  While many 
advertisers are cutting back on TV advertising, they are also 
looking for new ways to make each dollar more effective.  
We are pleased that our solutions are able to help 
advertisers improve their marketing results during this critical 
time.  We typically see client campaign performance improve 
by more than 30% from running targeted, relevant 
campaigns. 

Is big media and Madison Avenue ready for addressable 
TV media?  When will the scale in addressable TV 
arrive? 

Addressable TV exists at some scale today.  Our zone-based 
addressability platform will cover 80% of cable homes by 
year-end, and our household addressability deployments will 
be in the millions of households by early next year.  Madison 
Avenue adoption is growing rapidly as well – we ran 5,000 
different spots just last week, and annual campaigns are 
nearly doubling year on year as more performance results 
are shared.  The combination of message and media 
optimization is proving particularly powerful, and the number 
of targeted spots per campaign is also growing rapidly.  
Current campaigns average 18 spots per campaign although 
advertisers range from only two spots into the hundreds at 
any one time. 

How do you see the media agency model evolving?  With your product line it would seem that marketers 
can potentially go direct, no? 

Our product line actually has the potential to make the agency more important than ever.  Agencies are already 
beginning to work more closely to develop a holistic view of the target consumer and an ongoing strategy of how to 
best reach that consumer across all mediums – digital, television, print, and direct – at any given moment.  
Addressability represents a huge opportunity for media agencies to share in the value created by deeper strategic 
execution and the ability to provide new, innovative services to their advertisers.  As for the core business, Visible 
World does not buy or sell media.  We provide services that enhance the work that the media agency does today 
and that increases the value of every dollar spent.  This should make agencies more important, not less. 

What is your view on the ad exchange model (where buyers and sellers of media get transparency and 
control to eliminate waste and improve ROI/yield)?  Is the exchange a good fit for addressable TV? 
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That topic could be a whole interview in itself! Many of the goals behind an ad exchange are similar to those of 
addressable TV – more automation, better ROI.  However, significant complexity exists in TV – from both buy-side 
and sell-side – that makes rollout of an ad exchange particularly challenging, as evidenced by the many historical 
efforts in the past.  Exchanges will almost certainly play some role in the future of addressable TV, but our crystal 
ball hasn’t said when or how. 

Do real-time (RTB) and impression level bidding features of online exchanges ever become an important 
part of the addressable TV media model you're enabling? 

Performance optimization is an important aspect of addressable television.  The first step is to be able to enable 
targeted campaigns that have been proven to drive significant campaign results within the traditional television 
model.  How, when, or for which inventory types that will extend into impression-level buying and selling is unclear. 

What is the revenue model for Visible World? 

Similar to a Doubleclick, or a Pointroll, we provide, for a fee, media solutions for media companies and marketing 
solutions for advertisers and agencies. 

Is cross-channel attribution (tv, online, radio, etc.) achievable? What is Visible World doing about 
attribution? 

What is most important is that multiple mediums simultaneously deliver a consistent and holistic brand message, 
and that the combination creates incremental value for the advertiser.  Only then can marketers leverage the data 
from the different mediums to cross pollinate ideas, iterate, and optimize. 

Does online/digital need GRPs to get a bigger slice of the media pie? 

Online/digital and television serve very different and complementary purposes.  Not everything that works in TV will 
work for online and vice versa.  While GRPs might attract some portion of buyers who are used to working that 
way, competing to be more like traditional media is unlikely to generate the kind of premium CPM and explosive 
growth the online world is seeking. 

Where does context and placement fit with addressable media?  Is it all about audience? 

Great question!  The first instinct many marketers have is to use addressable capabilities to target audiences.  
However, data suggests that message context is just as important.  This isn’t to say that it’s not all about the 
audience; it is to say that it’s not only about the audience characteristics but also about their frame of mind. What 
an audience will find relevant and when has been shown to be heavily dependent on context.  This is why our 
solution is set up to be able to target messages based on any data-driven condition, including context, 
programming, time of day, weather, etc. 

To date, Visible World has taken $73 million in funding according to a recent AdAge article.  The AdAge 
writer, Warren Lee, suggested that "Raising too much money too early and before hitting key milestones 
(e.g. getting paying customers, showing attractive margins) can be [a problem]."  How do you respond?  

We agree with Warren.  Fortunately we do not fall into the category of companies he is describing.  We have 
consistently been hitting key milestones since our conception nine years ago, which is how we raised money to 
fund further expansion over time.  We are very grateful to the hundreds of advertisers and media companies who 
use our solutions and have helped drive our growth. 

Follow AdExchanger.com (@adexchanger) on Twitter. 

August 5, 2009 – 9:05 am 
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Search Engine Marketing 
 

The SEM Arrives: Efficient Frontier CEO Karnstedt 
Discusses His Company’s Move To Display 

 Email This Post  

David Karnstedt is President and CEO of Efficient 
Frontier, a performance marketing company. 

AdExchanger.com: What are some of the key 
drivers for Efficient Frontier recently announcing 
expansion of its product line into display 
advertising? 
 
Our goal is to unify optimization across both search 
and display. There were several developments that led 
us to launch our display product to our current client 
base.  First, the growth of ad exchanges and our 
ability to access quality inventory with auction-based 
pricing at massive scale.   Recent enhancements by 
the exchanges also have allowed us to integrate 
display management into our core platform, which was 
critical factor. 

Secondly, we have the ability to purchase and 
optimize targeting data that is unbundled from media 
and isolates specific audiences relevant to our client's 
products and services.  Lastly, our clients have 
reached out to us proactively asking us to provide 
insights and optimization across both search and 
display. 

In general, do you think we are at or near a tipping 
point where search engine marketing 
encompasses display advertising?  Why or why 
not? 
 
I believe performance marketers care most about results.  If marketers could be channel agnostic and invest only 
where the returns are most favorable in a truly dynamic fashion, they would. Across many of our clients in search, 
day-to-day budgets are limited only by an ability to hit return on investment targets.  By the nature of negotiated 
CPMs and static placements, display could not be managed in the same way.  Additionally, ceding optimization 
control to publishers or ad networks with open-ended insertion orders is not something most marketers trust to be 
in their best interest.  Ad exchanges provide access to inventory, bidding control, and visibility into performance in 
a similar fashion to search.  They trust that their technology and agency partners will manage optimization on their 
behalf and with their best interest in mind. 

Platforms like Efficient Frontier's have been managing hundreds of millions of dollars in search spend and 
optimization while at the same time delivering strong performance at massive scale. While display introduces new 
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variables, our clients trust that our algorithm and engineering teams are well positioned to address the challenge of 
biddable display optimization. 

We do believe that we’re at the tipping point where search marketing encompasses non-premium, biddable 
display.  To be clear, Efficient Frontier is focused on managing auction-based display.  We are not set-up to 
manage traditional media buying.  Search marketing, both technology and people, will quickly take a primary 
position in non-premium display optimization. 

What are some of the challenges you see in transitioning your clients to the new opportunities that display 
affords? And, how will EF meet these challenges? 
 
One of the challenges we see is that some of the big advertisers that we work with still look at search and display 
in silos. With Efficient Frontier’s cross channel platform, we intend to bridge that gap by not just providing insights 
across search and display but also optimize across channels. 

Another challenge is educating clients on the new opportunities in display and its potential for strong return on ad 
spend at significant scale.  Some clients have still lingering doubts about display that we need to overcome 
through education. 

Site retargeting is typically an easy entry-point for clients and often produces strong ROI but is limited in scale 
potential.  Leveraging a combination of unique targeting data with algorithmic inventory optimization to add scale 
while maintaining ROI is a challenge that we are meeting for our clients.  Additionally, transparency in success 
attribution and the resulting loop back to optimization is critical for our clients to understand that the next dollar they 
spend is in the most impactful source. 

A final challenge is that historically identifying latent dimensions of user intent and subsequent creation of 
consumer segments, along with the revenue imputation, fell to the advertiser. With our display offering, Efficient 
Frontier leverages our modeling expertise to solve customer segmentation problems for the advertiser on a huge 
number of latent intent dimensions, spanning both search and display. 

Where will the brand marketer fit in with Efficient Frontier's move to display? 
 
We are a performance marketing company.  Our optimization operates on data.  I believe brand marketers are just 
as data hungry as direct marketers.  The key for us is to partner with our clients in developing the right metrics for 
success.  These metrics can be more brand oriented using metrics such as engagement or purely transactional. 
 At the end of the day, both brand marketers and direct marketers want to pay the right price for their target 
audiences and inventory that deliver results.  And both brand marketers and direct marketers trust Efficient Frontier 
to optimize across search and display for maximum return on investment and scale. 

Follow Efficient Frontier (@efrontier) and AdExchanger.com (@adexchanger) on Twitter. 

December 3, 2009 – 1:03 pm 
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Digital Out-Of-Home 
 

Argo Digital Solutions CEO Kates Says Digital Out-Of-
Home Reaching Segmented Audiences For Advertisers 
Today 

Jason Kates is Founder and CEO of Argo Digital Solutions, Inc. and rVue.com, a digital out-of-home advertising 
exchange. 

AdExchanger.com: Can you give quantify the Digital 
Out-Of-Home (DOOH) reach for Argo's rVue 
Exchange?   Do you think of reach in terms of 
networks or stores or consumers who are estimated 
to see particular digital media in a given day? 

The rVue search engine quantifies its reach in a number 
of ways based on the needs of the individual agencies 
and networks we work with. Currently, rVue has 
amassed over 100,000 screens and nearly 2,000,000 
daily impressions concentrated within the top DMAs 
throughout the country. 

Why call rVue an exchange and not a meta network? 
How does it offer transparency and control to 
advertisers and signage owners? 

That is a great question. It is first important to note is that 
a driving force behind the creation of rVue was to aid an 
industry we strongly believe in. Digital Out of Home 
(DOOH) has faced challenges in the past which included 
industry fragmentation, difficulty efficiently delivering high 
quality content as well as exposure and connection to 
advertisers and agencies wanting to place media. rVue 
was developed by our highly experienced, tech savvy 
engineers partnered with our advertising and marketing 
team. They bring a powerful combination of engineers 
with in-depth experience managing complex DOOH 
networks and marketers with agency and media 
experience. The result is rVue - designed to ease the 
process of buying and managing DOOH. 

Like meta-networks, rVue has enrolled an ever-
increasing number of individual out of home networks 
from all types of locations - arenas, doctor's offices, 
pharmacies, malls, college campuses, grocery stores 
and more. It optimizes efficiency and effectiveness for 
both DOOH networks and advertisers looking to reach their target audience out of home. -rVue helps them 
connect with each other and generate revenue, and although rVue may share some characteristics of a meta 
network and advertising exchange it also has its differences. rVue is a web-based DOOH search engine that 
allows advertisers and agencies to search the DOOH networks within the system, develop and place a campaign, 
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make the media buy, upload content, distribute the content to desirable venues and review the results, all from one 
place. 

There are a number of ways in which advertisers and DOOH venues are given control within rVue. For example, 
advertisers are exposed to the growing directory of quality networks - many of which they were unaware of before. 
Now, they can set their budget, select their geo-targets and demographics, upload their content and virtually create 
a DOOH media campaign in a fraction of the time it had taken them in the past. As for the networks, they receive 
incredible exposure to advertisers and are presented with advertising opportunities that might not have otherwise 
been available with no risk and no cost. 

"Addressable media" and targeting audience have been key phrase for 2009. Have you seen momentum in 
your addressable media offering this year?  Have large media agencies caught on? 

Addressable advertising has caught the attention of some of the most recognizable brands in the world...brands 
that are designing campaigns based on identified zip codes, specific demographics, etc., to more effectively target 
an area or profile. Agencies not only understand addressability, but they are investing in early trials. rVue's 
searchable directory, offering a multi-faceted database of geographics and demographics, integrated with venue 
types, content formats, etc., has been key in attractiing media planners and ad agency groups who are looking to 
get the most "impressionable" bang for their buck. 

What's happening with creative in DOOH campaigns?  Do traditional TV campaigns translate better than 
online campaigns, for example? 

With DOOH, we are reaching an audience that is targeted beyond their geography to now potentially include 
interests, shopping habits and traffic or lifestyle patterns. Our experience has led us to develop a philosophy about 
content presented in DOOH which is more like content for the internet rather than traditional broadcast. At its 
simplest, it comes down to "still images for a moving audience and moving images for a still audience." Content 
should be built to be highly engaging and provide the audience with a clear message without audio as it isn't 
always available or effective in out of home environments. 

When not used strictly for branding purposes, DOOH campaigns can be designed to be more interactive than 
traditional TV and offer direct response vehicles to get the most out of the media experience and collect valuable 
feedback from the responses. 

Regarding reporting, is a dashboard approach possible for viewing results across rVue? 

The rVue advertising application provides a full accountability package wherein campaign owners can download 
affadavits, pay only for actual airings and leverage prior campaign histories in building new campaigns. 

What does BroadSign Open do for Argo, rVue and cross channel campaign strategies? 

Through an API, software providers like BroadSign and others, can connect their networks into the rVue engine, 
making themselves available to advertisers. Today, rVue consists of a true cross-section of networks utilizing a 
variety of software, and all are available to advertisers to facilitate the creation of campaigns. 

What overall recommendations would you make to agencies as they step into addressable media via 
DOOH? 

Clearly, agencies are moving away from traditional advertising and looking for effective digital solutions. DOOH is 
one of today's fastest growing medias despite economic conditions that are pulling budgets from more traditional 
medias. When asked by agencies for recommendations, I tell them to invest in their campaign with bandwidth in 
mind - from both a time and reach perspective. I want them to think beyond running the same :30s or :60s 
commercials they're running on TV. They need to look closely at creative and target their audience more 
succinctly, not only based on who the audience is, but where they are and what compels them. When appropriate, 
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agencies should include an interactive component to their campaign to further engage their audience. And lastly, 
but most importantly, they should analyze the effectiveness of their campaign in helping them define and refine the 
next one. 

Is it more about brand awareness right now or direct response campaigns with digital signage?  Where do 
you see this evolving? 

Both approaches are critical parts of digital out of home and are somewhat dependent on where the content is 
running and the mission of the brand. Certain venues lend themselves better to branding opportunities, while 
others help drive sales and provide ideal direct response environments. There will always be a place for branding 
in DOOH, but as video to mobile becomes more and more accessible, the ability to interact with target audiences, 
via an opt-in approach, will become incredibly attractive and is where I believe we are headed. 

Follow AdExchanger.com (@adexchanger) on Twitter. 

August 19, 2009 – 6:29 am 
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Lead Generation 
 

Reply.com CEO Zamani Says Now Is The Time To Invest In 
Local Advertising 

Payam Zamani is CEO of Reply.com, a lead generation marketplace. 

AdExchanger.com: Reply.com started in lead 
generation. Why did you transition the 
business into an exchange and marketplace? 
 
PZ: Until the summer of 2006, Reply.com was 
focused on lead generation for the real estate and 
automotive markets. During that quarter, many of 
our largest real estate buyers informed us they 
were going to stop buying leads due to the 
slowdown in the market. We started discussing 
the tremendous innovation in paid search and 
display / traffic exchanges. However, lead 
generation had been around for over ten years 
and hadn't evolved. The writing was on the wall: 
Lead Generation 1.0 was going to die and Lead 
Gen 2.0 would replace it. We had to rethink and 
revise our business model. 

To give you some context, in a Lead Gen 1.0 
model, a car dealer negotiates with a 3rd party 
lead provider for a fixed fee, price-per-lead, 
locked contract with no insight into lead quality.  
At the end of the month, some sources have a 
$300 cost of sale and some a $1,000, but lead 
quality at the time of purchase was unknown. If 
that dealership has too many cars on the lot, or is running a weekend special, there isn't a way to segment and do 
more of what works and stop spending where it isn't working. So more often than not, the dealership gets 
frustrated and quits the program. 

We decided to protect our revenue base, but stopped growing it. Instead of continuing on an inefficient path, we 
went dark for 18 months. During that time, our engineering team built a lead exchange and marketplace. We 
formally launched in April of 2008; it has grown tremendously since. 

In our marketplace, that same dealership in the Lead Gen 1.0 example now has access to Lead Gen 2.0 controls. 
We provide tight controls over price, quality, volume, radius, model, and auction-bidding. The dealership is now in 
control. As a result, we have found that our buyers are shifting offline dollars online because they can measure 
their return on investment, segment what works, and buy more of what is profitable. 

Tell us a little about Enhanced Clicks™. What problem is Reply.com solving with this product? 

After we launched the Lead Marketplace, we offered real estate buyers Lead Gen 2.0 controls. We heard that they 
weren't buying leads, but they would consider buying clicks. Keep in mind, a click or lead customer is the same to 
Reply.com. One is just earlier in the conversion funnel. 
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One of our core competencies in online marketing is paid search. We immediately went back to our offices to 
discuss how to sell clicks.  We researched the patent space and came up with the concept for Enhanced Clicks™. 

An Enhanced Click™ (patent-pending) represents a consumer with intent to buy a product or service in a specific 
geography. Think of it as a "soft lead." 

We thought this was a revolutionary idea. Now the buyer doesn't have to learn how to build a landing page with 
high quality score, become an expert in SEM, learn bid management, write text ads, decide keywords, or deliver 
banners. All they have to do is select a category, sub-category, define a location, and set a CPC. Then they will 
acquire ready-to-purchase consumers with perfect geo-targeting. 

From our perspective, there are several problems with today's paid search and display marketing solutions. They 
are not designed for locally-targeted advertising, and are too complicated, imprecise, and expensive. 

By too complicated we mean that, to be effective with paid search or display, an advertiser needs a team of 
experts and a significant infrastructure investment. They need people on their team focused on creative 
optimization, bid management, keyword expansion, and landing page optimization. 

By too imprecise, we mean that it is difficult to generate locally-targeted traffic in significant numbers. Most 
solutions today filter based on IP addresses. This solution results in significant waste, as IP addresses are right 
only about half the time. 

By too expensive, we mean that existing platforms make local marketing almost cost-prohibitive because imprecise 
traffic drives up costs. Poorly-targeted local advertising offers no way to recover an investment. 

Our solution is Reply.com's Marketplace. It provides easy access to category-specific and locally-targeted Internet 
traffic. In five minutes, an advertiser can sign up, create a campaign for buying leads or Enhanced Clicks™, and 
start receiving traffic. Reply.com's platform is designed to make gaining access to the local online consumer 
efficient and profitable. 

Who are Reply.com's customers, and what are your core categories? 

Sample customers using our marketplace are: Hearst Newspapers, Ford, RealEstate.com, GM, 
ServiceMagic.com, Market Leader, Kia, QualitySmith, Quinstreet, Cars.com, Vertrue, Audi, and ZipRealty. 
Our core categories are: 

• Autos: New, Used, Special Finance 
• Real Estate: Buy a Home, Sell a Home, Foreclosure, Mortgage 
• Home Improvement: all major trades (Additions, Remodels, Painting, Cabinets, Roofing, Siding, Flooring, 

Windows, etc) 
• Insurance: Auto, Home, Health, Life 

We are launching new categories quarterly. 

Looking at your clients, what trends do you see today with respect to verticals, metrics, and conversion 
goals? 

We are transacting more than 300,000 leads per month and more than 500,000 Enhanced Clicks™. We have 
more than 3 million leads and 8.5 million Enhanced Clicks™ available monthly. Buyers of our Enhanced Click™ 
report that our conversion rate is 50%-100% better than search or display. We attribute that success to inserting a 
second step in the consumer's experience where they are asked to confirm intent and location. This allows the 
advertiser to dynamically generate a landing page more unique to the consumer's interest. Not only do we 
significantly reduce abandonment, but we also eliminate issues with geo-targeting. 
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Autos have been growing rapidly and the "Cash For Clunkers" program is helping create demand. 

In Real Estate, foreclosures are still hot and growing. As the market starts to recover, we are well positioned to 
help advertisers and sellers take advantage of the efficiencies offered in an exchange. 

We see the biggest growth in Home Improvement. The industry is highly fragmented, and the geo-restrictions are 
very high. We have signed up with most major buyers, and sells are quickly building liquidity. 

How are lead exchanges playing out in your company's strategy? Where do the publisher and advertiser 
have complete transparency into the transaction? 

We have several thoughts on exchanges and how we define and participate in the exchange model. First, in most 
lead generation businesses, buyers establish a fixed radius around their business and try to only purchase leads 
closest to their business, as they feel they are the most serviceable and monetized. There are hundreds of 
thousands of quality leads that are unsold because there hasn't been an exchange model. Furthermore, there are 
an equal number of undersold leads. Leads that can be sold three or more times are often sold only once. 

The net result of this inefficiency is that lead sellers do not earn a premium for quality leads, have a limited 
incentive to improve quality, and have no reliable way to align lead generation efforts with lead demand. To the 
consumer, that means a high percentage of results to be contacted go unfulfilled. 

Second, one of our core innovations is an exchange that delivers "margins for the advertiser," not "yield for 
publishers." The basic point is that search and display online marketing are not built for companies targeting local 
consumers. So we created an advertiser-side exchange where ad dollars can be recovered by selling poorly 
targeted, local advertising through the Reply! click exchange. In fact, Peter Burris, a Principal Analyst and 
Research Director at Forrester Research interviewed customers and called Reply!'s inventions "just plain smart." 

Lastly, transparency is overrated. To us, what matters is acquiring consumers who have intent to purchase in 
locations where you can service them and offering an opportunity to segment and bid based on propensity to 
convert. 

As an example, we feel Google is one of the most opaque companies in online marketing. Ask anyone who invests 
in Google Paid Search these three questions, and see if you get consistent answers: 

• What is keyword quality score and how do you improve it to lower your CPC's? 
• If you geo-target, how many clicks fall outside the requested geography? 
• How much does cost increase and volume drop when you geo-target? 
• How important is display advertising to lead gen and Reply.com specifically? 

Display is a critical part of our acquisition portfolio. In fact, we have recently launched an ad network 
where publishers can run HTML widgets to directly generate Enhanced Clicks™. The feedback from publishers 
has been great. They tell us we offer a superior monetization platform and a smarter way to maximize eCPM's for 
remnant inventory. 

What's your view on display ad exchanges? Are they useful? 

If you are a publisher, they offer a reliable way to increase eCPM's. If you are an advertiser, it depends on your 
acquisition process. Banners, PPC, and email all have problems with accurate geo-targeting that our platform 
helps to resolve. 

We find it interesting that Google, Yahoo, and Microsoft are not focused on the $100 billion+ spent by local 
advertisers. That's the market we are after. Our platform acts as a catalyst in bringing these dollars online. Our 
platform makes these advertisers online marketing-ready. 
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Is automation helping creative in your business? Or are the best landing pages still built by people? 

We automate as much as possible. We have direct API access in and out of search engines. We use Marin 
Software for PPC bid management, DART for display management, and Google Website Optimizer for A/B and 
multivariate testing. We never stop testing and improving our conversion funnels. 

If you ran an offline company that targets local advertisers, what steps would you take to prepare for a digital 
future? 

Never let a good crisis go to waste. The shaken credit markets have created an uncertain future for local 
advertising and a massive opportunity for advertisers. Many newspapers are near bankruptcy, CPC's and CPM's 
have dropped, and the Googles and Craigslists of the world are poised to paralyze today's incumbent local media 
channels. 

Now is the time to invest and take control of locally-targeted advertising. Here are some important questions: 

• Does branding matter or is profitable acquisition more important? 
• While you may monetize banners and paid links, do you have a process to monetize leads? 
• Running paid search is difficult and requires investments in personnel and technology. Do you have a self-

service, easy-to-use platform to get local advertisers engaged in buying online clicks? 
• Can you offer your advertisers a way to liquidate their poorly-targeted local advertising? 

Reply.com offers the following solutions to help: 

• A comprehensive, white-label cost-per-lead platform that can power a self-service solution across multiple 
vertical businesses 

• An Enhanced Click™ self-service platform to bring more locally-targeted ad dollars online faster 
• An advertiser-side exchange where ad dollars can be recovered by exchanging poorly-targeted, local 

advertising, which can encourage further investment in your other advertising platforms 
• Syndication of Reply! widgets to maximize yield for remnant traffic 

Follow AdExchanger.com (@adexchanger) on Twitter. 

August 21, 2009 – 7:23 am 
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Mobile 
 

Mobclix Bringing Ad Networks And Developers Together 
Through Ad Exchange Says Co-Founder Subramanian 

Krishna Subramanian is Co-Founder of mobile ad exchange, Mobclix. 

AdExchanger.com: Why create a mobile ad exchange? 
What problem are you looking to solve? 

KS: Mobclix allows ad networks to reach targeted ad 
inventory across mobile applications. Mobclix solves a real 
problem mobile developers have: managing their mobile 
application ad inventory. One ad network alone does not 
have a 100 percent fill rate - low fill rates result in a loss of 
revenue for developers. Mobclix optimizes ad impressions 
on a real time basis across over 20 ad networks and 20 
different optimization variables. For the first time, traditional 
online Web ad networks have the ability to extend their Web 
networks to mobile 

Who's your target market in terms of advertisers and 
publishers? 

In terms of advertisers, our target market is the ad networks 
themselves who then deal with advertisers. We work with 
the ad networks from start to finish to provide them with the 
support, education and access they need to close deals. 
Our publishers are mobile app developers. We currently 
work mainly with iPhone apps, but are in private beta for 
Android, Blackberry and Mobile Web. Right now, we 
represent 90 percent of the top 100 app developers on the 
Apple App Store. 

What transparency do you offer advertisers? How much information can they see about their placements? 

Advertisers can choose how to target their ads: behavioral, contextual, geographical and demographic targeting. 
Advertisers can cherry pick the users that will be most effective for their brand, driving higher conversions. 

Can advertisers bring their own data and targeting to Mobclix inventory as they do in using demand-side 
platforms for PC-based display ads? 

Yes. Advertisers have the opportunity to leverage not only their own parameters/information and data but to use 
our APIs and in-depth analytics platform to make better targeting decisions. We have the ability to pass data back 
and forth with the network increasing conversions, driving up ROI for advertisers and commanding higher payouts 
for our developers. 

Do publishers or app developers push back on pain points like channel conflict by selling through an 
exchange like Mobclix? 
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Many of our developers have shared with us that they find the ad exchange model much easier for them than 
dealing with ad networks individually. Mobclix enables developers to activate ad networks on the fly without 
pushing out additional updates. Additionally, ad networks have the ability to bid on targeted inventory that 
developers would otherwise not have access to. 

How does the Mobclix revenue model work on both the publisher and advertiser sides? 

We give 100 percent of the revenues to publishers, so there is no charge to use the analytics or advertising 
platform. Ad network partners, however, pay a fee to participate on the exchange. 

In your mind, what key hurdles have NOT been overcome yet in mobile display advertising? 

Cached ads are still not perfected. There are various problems that need to be solved in terms of accountability 
and also the advertising action (e.g., you can't click through to a Web site if you're offline). As an industry, mobile 
display advertising has ways to go before it reaches the targeting potential mobile has to offer. Simply think of all 
the possibilities with location based advertising alone -- advertisers could target consumers when they are near 
their stores or near a competitor. 

What's your view on the recent acquisition of AdMob by Google? Does it affect your competitive 
landscape? 

AdMob's acquisition has generated lots of buzz and validated the mobile industry as an effective and growing 
marketing channel. It has increased our partners' efforts towards mobile, creating a great opportunity for all of our 
publishers. 

Is there such a thing as brand awareness, mobile display advertising campaigns that are sold through 
Mobclix today? 

Absolutely, our premium campaigns are often CPM-based to increase brand awareness for advertisers. 
Advertisers are willing to pay to get the right eyeballs and the small size of the screen means that brands will be 
more top of mind for the end user. At the end of the day, clicks are not the best indicator for success for any 
advertising campaign. 

Follow Mobclix (@Mobclix) and AdExchanger.com (@adexchanger) on Twitter. 

December 18, 2009 – 5:34 am 
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Performance Marketing 

 
Dotomi Riding Personalized Media Beyond Behavioral 
Targeting Says CEO Giuliani 

John Giuliani is Chairman and CEO of Dotomi, an online marketing agency. 

AdExchanger.com: What's been happening at Dotomi in 2009? Any trends you can share on the client-
side? 

Dotomi is very fortunate to be experiencing double digit growth in 2009 despite macro economic trends and a 
general decrease in overall advertising revenue. Marketers are looking for advertising that works and they’re 
shifting their budgets to those tactics that can demonstrate a real return. For our clients, that’s a shift toward 
display advertising that’s more personalized and relevant for 
the consumer. Advertising that caters to the individual and 
what’s meaningful in their personal sale’s consideration. That 
also includes a bigger interest in understanding how 
advanced analytics plays a crucial role in creating that 
relevancy for the consumer. We feel we’re a great partner for 
media companies because our sophisticated approach draws 
in clients that otherwise would not consider running display 
advertising. 

Advanced campaign testing is growing in importance for 
Dotomi clients. We invest a lot of our time and money in very 
sophisticated testing and analysis. We are constantly 
improving client campaign performance. Our multivariate 
testing platform allows us to run a myriad of campaign 
elements simultaneously so we can more quickly determine 
the best drivers to increase conversion. It’s a great value 
driver in the platform that we bring to the online media 
market. 

Is ad network arbitrage on the way out? Will agencies 
start arb-ing through their demand-side platforms? 

There’s always going to be roles for agencies, publishers, 
networks and service providers in the online advertising 
ecosystem. We all need each other to keep the system 
balanced. Ad networks create arbitrage value through aggregation and convenience. Agencies may be able to 
arbitrage for certain buys, but for the broadest reach and coverage, marketers are going to continue to turn to the 
networks because there are just limits to what the agencies can do. 

Dotomi is not an ad network. We do buy media from networks, but we drive value by making each message more 
relevant to the consumer and that creates an entirely different dynamic. Everyone has their role. 

What's your view on ad exchanges? Does Dotomi use them? Which one is best and for what reason(s)? 
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We think ad exchanges are an important and growing part of the ecosystem mentioned above. They help 
efficiently move inventory – particularly lower valued inventory. They also serve to “sharpen” the focus of others 
(such as Dotomi) to continually drive incremental value out of every impression. 

We work with several exchanges and each of them serves us well and they work differently for each of our 
customers. 

Read any good books lately that have affected your business thinking? 

I’ve recently read Presidential Courage by Michael Beschloss. It documents the difficult decisions that our US 
Presidents’ have made over the course of the last 230 years. These decisions were all made against the grain of 
what was then popular or conventional. But these leaders had the foresight and courage to make the right decision 
– the decisions that over the long haul were proven to be the best decisions and in no small way saved our 
country. Washington’s backing of the Jay Treaty and Reagan’s approach to the Soviet Union are nice bookends to 
our history. They are inspiring stories that influence me to stick with the principles that we know drive the greatest 
value for our customers and the industry – even when they aren’t always in vogue. We’ve fought the good fight 
over issues such as encouraging consumer control over privacy, attribution and analytics, extending the time 
aperture to analyze results, and driving towards the reality of true one to one personalized media. 

How is personalized media different than behavioral media? How are you differentiating yourselves in the 
marketplace? 

Behavioral targeting is a stepping stone to personalized media but doesn’t take into account the ability to get very 
granular and personalize every aspect of the campaign for an individual like personalized media does. BT is 
focused on selecting an audience based on mathematical models that determine who is appropriate for a given ad 
based on what other consumers sharing similar characteristics have done in the past. On the other hand, 
personalized media uses known information about a consumer to customize the ad itself, as well as where and 
how often the ad is presented, to make it more meaningful for that individual. Overall, it’s the difference between 
delivering a static ad to a segment of many verses a dynamic and intelligent message dialog delivered to a 
segment of one. Because of our client mix, Dotomi can help media partners take advantage of this approach and 
create real value for them. 

Do you buy on a CPM basis still? How do you see pricing strategies evolving in online advertising? 

We are a little amused at the debate over CPM vs. CPA. Dotomi is agnostic. We buy primarily on CPM, and many 
times we buy at a premium. But in our view CPM and CPA are essentially billing mechanisms. We encourage 
marketers to separate performance analysis from the method of billing. A big portion of the debate comes down to 
risk and trust. If you work with trusting partners than the perceived risk of certain pricing models diminishes and the 
advantages of those models can be assessed against the goals of the each partner in the relationship. 

Are cross-channel advertising strategies impacting campaigns at Dotomi? Does attribution become a 
challenge when, for example, radio drives online to (ultimately) drive in-store sales? 

We embrace and encourage it. Our analytics allow us to isolate the effects individually and show clients the impact 
on both their online and offline campaigns. If we can help clients understand specific cross-channel improvements, 
then together we can make the best campaign decisions. So if clients work in a trusting relationship with shared 
analytics, then pricing can be divorced from the analytics to create the right win-win for everyone. The payment 
method is simply a negotiation at that point. 

How does Dotomi convince brand awareness marketers to work with you? Or, is it all direct response? 

Brand advertising, like all advertising, ultimately has to be accountable and lead to increased sales. Dotomi has the 
analytics to demonstrate the brand effect and create a lot of transparency for our clients. That’s why we’re able to 
bring some big brand dollars – that haven’t otherwise been able to make display advertising work – to our media 
partners. 
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What is your view on real-time and impression level bidding - game changer? If so, how will Dotomi take 
advantage? 

We're currently involved in some tests. It’s hard to know the game-changing elements right now and who will 
benefit and under what circumstances. But it’s a great idea on paper and we're anxious to understand how it will 
specifically be executed and evolve. If it meets its promise, we think it has potential to clear more inventory and 
create more pricing transparency. Since we buy media differently – we’re not really in the business of clearing 
inventory – it’s uncertain the effect it will have on us. There’s still a lot to discover. 

In the meantime, Dotomi continues to work with our media partners by bringing great brands to the display space. 
We’ve put together some custom and innovative solutions that create win-win programs and we will continue to do 
so with willing partners. 

Follow AdExchanger.com (@adexchanger) on Twitter. 

September 15, 2009 – 6:40 am 



 

 

281 

Advertisers Taking A More Audience-centric Approach 
Says Epic Advertising CEO Mathis 

 Email This Post  

Don Mathis is CEO of Epic Advertising, an online performance marketing 
company 

AdExchanger.com: How has Epic Advertising fared during the 
economic downturn?   Please share any strengths or weaknesses 
you're seeing. What types of client campaigns are thriving - or not?  
How is creative evolving? 

DM: Epic Advertising has fared well due to our fundamental performance-
based economic model, which centers specifically on CPA, or "cost per 
action". Our clients only pay us when a desired action, such as a sale or a 
subscription, takes place. This is clearly a more desirable way for 
advertisers to market their products and services during a downturn, as 
they avoid upfront costs.  Specifically, Epic is seeing strength in our Health 
& Beauty, Casual Gaming and Entertainment categories at present. The 
Entertainment category, for instance, is up 20% year over year, and 
Casual Gaming and Health & Beauty are up astronomically. Over the last 
12 months, our creative team has expanded their scope with multivariate 
testing, new advertising formats, and new custom applications. The 
landscape is more dynamic, and is continuing to grow in this direction. 
 
With performance marketing as its focus, does this hurt the ability of 
Epic to expand into the brand awareness budgets?  How can brand 
awareness marketers use Epic today? Any real world examples? 

Epic Advertising doesn't believe there has to be a split between performance-based and brand-based marketing 
online. Brand-based advertisers are beginning to understand that having more data at their fingertips and a better 
ability to target their audience actually helps drive brand awareness better and more effectively, while realizing 
stronger ROI. We work with many more traditional "brand" marketers now than we did a year ago. In this scenario, 
Epic is delivering branding through our massive reach and network of 40,000 publishers, in addition to ROI due to 
our performance model. 

Given all the talk of current and future regulation, is the lead generation business dead?  Valueclick 
recently reported a decline in  its lead generation business and an uptick in display in Q1 2009.   Does this 
mean there is opportunity ahead for display? 

There definitely are opportunities for display now and into the foreseeable future, with the key drivers being better 
technology, targeting and data. Lead generation is a lot more strategic than it used to be and is still a very effective 
practice for many advertisers and networks. Thankfully, Lead generation is no longer synonymous with the "win a 
free iPod" days, and a properly-executed campaign can still be very effective. 

Will real-time bidding (RTB) offer strong improvements in ROI or is it all hype in your estimation?    Will 
Epic build RTB capabilities or work with partners? 

Epic is familiar with RTB and some of the companies who have made strategic decisions to invest in it. We don't 
believe it's all hype, and in fact the byproducts of these enhanced capabilities are a faster and more efficient 
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marketplace for online media buyers. This is positive for the entire online advertising ecosystem. Epic is currently 
evaluating the "build" or "partner" question. 

Azoogle is your well-known affiliate business.  Are ad exchanges "good" for the affiliate business? Why?  
Any challenges? 

We don't view ad exchanges as competitive to our efforts or inhibiting us relative to our publishers. It is another tool 
for affiliates and networks to use in order to obtain inventory. The volume of networks and exchanges speaks to 
the tremendous amount of web inventory and the potential to tap into the inventory in a wide variety of ways and 
techniques. We're somewhat agnostic in terms of how we get inventory for our advertising clients and exchanges 
are certainly one aspect. There are many industry related challenges. There is confusion among advertisers and 
agencies trying to decipher differences between networks and exchanges. There needs to be a great deal more 
education. 

Do you think ad networks and online marketing companies such as Epic have the potential to 
disintermediate media agencies?  Is Epic working with direct advertisers today? If so, which ones? 
We don't believe companies like ours will replace or sidestep media agencies. At Epic, we in fact work 
collaboratively with agencies as well as directly with advertisers. Clearly, there are a lot of advertisers who are 
clients of major agencies, and are expanding further in the online medium. We want to be there to help agencies 
handle those requests from their clients. For advertisers not represented yet, yes, we work quite effectively with 
them too. A few of our clients we work direct with include Netflix, IAC, Real, and Match.com just to name a few of 
the hundreds. 

Are view-through conversions applicable in Epic's business? Or is the last click still the only click that 
matters?  How is Epic solving attribution for its clients? 
Epic has invested quite a bit in this area. Late last year, we announced our own patent-pending solution called 
pCPM, which means performance CPM. Our competitors call this "view-through" or "engagement mapping". We're 
focusing on this because attribution for advertisers is increasingly complicated yet important. What we aim to do 
with pCPM is to score any and all factors surrounding an online ad campaign beyond impressions, clicks or 
actions. Epic will continue to hone these technologies on behalf of our clients as the demand for clearer attribution 
increases. 

Many publishers feel ad networks and exchanges create channel conflict and diminish the value of their 
inventory.  In your estimation, beyond hiring a yield optimizer, what can publishers do today to improve 
their yield - i.e. revenue potential? 
It has been documented that a handful of publishers feel this way,and feel that networks and exchanges are the 
cause of the diminishing value of their inventory. The right way to look at it, though, is if a publisher has excess 
inventory or inventory that simply can't be sold, which today is largely the case. In this scenario, they probably had 
1) an inflated view of the value of their inventory to begin with or 2) improper means or resources to sell it. Simple 
supply and demand economics is starting to bring inventory values into line. Networks and exchanges fill a 
necessary, and growing, void in the marketplace. At Epic, we feel it would be wise for publishers to work closely 
with networks to improve ROI, as networks have more advanced optimization technology and a wider array of 
advertisers and advertisements for publishers to choose from. Overall, networks can often offer etter and faster 
analysis and measurement. 

Is placement and context still important? Or is it all about audience in online media buying and selling? 
This is the crux of what differentiates online marketing from other traditional ad platforms. Epic is beginning to see 
an online shift, with advertisers now taking a more audience-centric approach versus a site-or ad placement-
approach. We firmly firmly believe in the importance of reaching the right audience for advertisers first and 
foremost -- in the most efficient and economical way, supporting advertisers' sales and branding goals. 

Follow Azoogle (@azadsinfo) and AdExchanger.com (@adexchanger) on Twitter. 

June 1, 2009 – 7:47 am 
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CPL Advertising Invading Brand Advertising Says Pontiflex 
CEO Lasker 

Zephrin Lasker is CEO and Co-founder of Pontiflex, a performance marketing agency. 

AdExchanger.com: Has performance 
marketing started to reach the brand 
marketer? 

ZL: Definitely. When we started Pontiflex 
two years ago, we anticipated that most of 
our growth would come from direct 
response marketers. But surprisingly we 
have seen a very rapid adoption of Cost-
per-Lead advertising by brand marketers 
who are looking for cost-efficient and 
scalable ways to connect with new 
consumers.  

We’re seeing major brands like HUGGIES, 
Dell, Blackberry and others look to CPL 
advertising as a way to acquire marketing 
leads. I want to be clear here. When I say 
marketing leads, I mean the contact 
information of people who raise their hands 
to hear more from a specific brand – the 
kind of information you would collect off a 
landing page in a display or search 
campaign.  

Our advertisers pay for these marketing leads on a performance, or Cost-per-Lead basis and then engage them in 
a variety of ways. As many as 51% of advertisers used community sites and social networking groups to engage 
consumers. This was closely followed by e-newsletter programs with special deals and offers.  

So yes, as brand marketers begin to think about branding not as broadcasting, but as engagement, we will see 
more brand marketers use performance marketing to accomplish their objectives.  

Please discuss the momentum for Pontiflex in the past year. What are the strengths? (verticals, pricing) 
Any weaknesses? 

We’ve had a tremendous year. We’ve tripled our client base and seen over 300% YOY growth in a tough economic 
climate. Most of this growth has been driven by the massive adoption of CPL advertising by Fortune 500 
companies and national non-profits.  

Based on the feedback we’ve gotten, businesses love the simplicity of the Pontiflex AdLeads technology. We 
started off as a technology company – and at every step we have tried to make CPL advertising as simple and 
intuitive as search advertising.  

We also made big bets on openness and transparency – and both have paid off. In terms of openness, advertisers 
can use Pontiflex for no charge to do a variety of things – manage a non-Pontiflex CPL campaign or hook Pontiflex 
up with their ESP, something that allows them to acquire leads and follow up with them in real-time easily. In terms 



 

 

284 

of transparency, our advertisers can make an informed decision about where to run their campaigns and optimize 
campaigns by lead source.  

In terms of weaknesses, I would say that we could have done more to educate the market about Cost-per-Lead 
advertising and how it fits into the overall advertising picture – particularly the worlds of email and social marketing. 
We have to continue telling the stories of how some of the world’s largest advertisers are using CPL to grow their 
email lists and build responsive social communities. That’s something we’ll continue to do in 2010.  

How important are exchanges and buying across multiple supply sources (a la a demand-side platform) to 
Pontiflex buying strategies? 

Buying across multiple supply sources is important. Consumers spend time across multiple media – all at once, 
and advertisers should be able to run campaigns while keeping with the new ways of media consumption.  

There was a Nielsen study recently that said people spend something like 68 hours a week online. Look around 
you; people have their heads buried in their smart phone, which is not really a surprise with 91% mobile 
penetration. One of the more interesting points I’ve come across lately is that people spend three times more time 
on Facebook than on Google.  

Given these dynamics, in order to connect with consumers, it’s imperative that marketers be present across 
channels. So of course, our technology team has worked hard on giving marketers the ability to run CPL 
campaigns across online, mobile and social networks from one point of connection. For example, Blockbuster ran 
a campaign across online and mobile sites with just one insertion order.  

Advertisers are dealing with an incredibly fragmented market now with so many vendors and technologies. We are 
focused on helping advertisers consolidate and keep it simple.  

What do you think of the demand-side platform buzz? Is it hype? 

There’s so much change going on in the online advertising world. These are still early days for many kinds of 
products and offerings, and it will be interesting to see what remains standing once the dust settles down. 
Specifically, for the demand side platforms, we have been approached by some players to integrate our proven 
CPL technology with their offering and in the spirit of openness and collaboration, that’s something we will work 
on.  

Are you thinking about real-time bidding as an important feature of your company's offering? 

Real-time is no doubt important, and as liquidity expands and the market grows we will accommodate an 
appropriate model. The difference for us is that because marketing leads are unique to an advertiser’s offer, they 
aren’t a fungible commodity. This is important because it protects the advertiser’s brand and the consumer’s 
privacy. 

When buying, how much do you care about transparency on an impression or bucket of impressions? 

Transparency is an absolute must for us, and it’s a key driver of our success. We’re a transparent CPL 
marketplace, which means that advertisers can track marketing leads to the publisher source and optimize 
performance accordingly. If one particular site isn’t producing the right leads, dial it down or turn it off. If a particular 
site is performing really well, the advertiser can crank it up. This gives marketers control over not just how well their 
campaigns perform, but control over where their ads will appear. Having transparency also helps protect brand 
integrity which is very important for all of our clients such as Disney, Blockbuster, UNICEF and Dell.  

Any predictions for 2010 - perhaps something not everyone is thinking about - but will? 
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I think that what we’ll continue to see in 2010 is a more symbiotic relationship between email and social marketing. 
There’s been a fair bit of debate about whether email becomes less relevant now that social networking is so 
dominant. I strongly believe that email will become an even more important tool in 2010. 
 
A recent Harris Interactive study showed that 96% of online adults are willing to share email addresses with brands 
while only 12% are willing to share social networking information, such as Facebook username or Twitter handle. 
These statistics prove that marketers first need to build trust with consumers via email before engaging them on 
social networks. 
 
Performance advertising will continue to grow in 2010 – and this growth will be driven not just by direct response 
marketers, but by brand marketers. Brand marketers will turn to performance advertising not only for the cost-
efficiencies, but also because performance advertising by its very nature delivers a consumer who is searching for 
a product or signing up for an offer – a more engaged consumer. These are the kinds of consumers they want on 
their Facebook and Twitter groups.  

Follow Pontiflex (@pontiflex) and AdExchanger.com (@adexchanger) on Twitter. 

December 13, 2009 – 4:14 pm 
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Thank You and License 

 

 
 
 

For more, 
visit AdExchanger.com. 

 
Thank you for reading. 
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