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GLOBAL GLOBAL RTB
DISPLAY | SPEND
SPEND TO TO INCREASE
INCREASE BY
70.4% BY 2015” 200
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DATA & RTB HAVE SAVED DIGITAL
ADVERTISING

*Source: ZenithOptimedia
“*Sougce: IDC
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Real time bidding (RTB) brings back the productivity

Triril 44444
ll TT7 > A9
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Bulk buying inventory Real-time bidding
Old world (pre AOD) New wor, Id (since AOD)




But programmatic is more than just RTB

Buy type HBS?;;Z"W Pricing  Participation Terminology

Programmatic guaranteed
Programmatic premium
Programmatic direct
Programmatic reserved

Automated guaranteed Reserved One buyer

Private marketplace
Preferred deals
Private access

First look

Unreserved fixed rate Unreserved Fixed One buyer

Open exchange

Open auction Unreserved RTB All buyers
Open marketplace
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Each display market goes through an evolution

Advertisers purchase Ad Exchanges Agency Trading
majority of inventory emerge to address Desks grow into
through publishers marketplace centers of display-
directly inefficiencies buying expertise Programmatic
> - —u--m.._.. in*._rentﬂrg,r scales to
private exchanges

and programmatic
prermium

1990’s Ad Networks

consolidate longtail
and remnant

invento
o Demand Side

Platforms (DPSs)
access exchange
inventory in single
enviranment

Today

2014, Al nghts resarved. Vivaki. Prapretary and Confidantial.



AUDIENCE ON
DEMAND
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Considerable global expertise

VIVAKI
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Key points of differentiation

Transparency Programmatic 8 Scale, reach and quality

# 100*T 130k

Full publisher list/bid All ads bought Sites available, private
price/remarketing strategy programmatically, specifically | marketplaces, VivaKi Verified
visibility for each individual advertiser i

Technology @ Data policy |

Proprietary analytics, licenced | No data is shared between

leading bid managementtools |  clients under any
circumstances

2014, Al rghts reserved. VWivali. Proprietary and Confidential.



Security in VivaKi Verified

Data

Data providers are put through a legal &
technical vetting process to ensure capabilities,
brand safety and OBA compliance

Media
: . i : i . Websites undergo human and technology

VIVEIKI Verlfled IS a Certlflcatlon g inspections to confirm adherence to industry
process developed by AQD in June . safety standards.
2010 indicating a partner has been
thoroughly vetted and meets AOD’s Technology
Standards Of performance and Technology providers go through a 300+ point

Q inspection process and pilot testing to validate
fra nSparenC}/ existence of mission-critical criteria and platform

functionality

2014, Al rghts reserved. VWivali. Proprietary and Confidential.



Pioneering in the area of Private Marketplaces

First look access

Lower floor prices

High impact creative sizes
Restricted auctions .
Specific placements on a site
Coupled with publisher data

2014, Al nghts resarved. Vivaki. Prapretary and Confidantial.




Pairing inventory with publisher data ebay
am;on.com'

Gender Demographics

Families, Dad’s

Lifestyle

Technology shoppers
(dozens of top level retail categories)

In-market for laptop, tablet...
(hundreds of in-market audiences) In-market

Category
shoppers

In-market for Acer...
(thousands of brands)

Real time first
party publisher
data

VIVAKI St
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AOD works across both
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ldeally use programmatic throughout the funnel

Brand blasts

High impact formats

Native advertising

Video and mobile awareness
Keyword contextual targeting
3'd party audience buying
Lookalike modelling
Retargeting

Retention targeting

Social engagement

2014, Al rghts reserved. VWivali. Proprietary and Confidential.

Awareness

Intent

Desire

Recommends

Advocates
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Building audiences through 3 party data

Male

Obluckai - ' R N

CLOTAME e’ e
Visual [\ :

Age 18-34
Likes apple products

< datalogix” - Income £30-50k

datonics -

Hipster

Bikes to work

Early adopter

1089035 A

£J Add This -
® wevorama : S Tech enthusiast
tmpiydence . SRR High school educated
biZ@ TR Pop culture obsessed
Publisher data . Wears glasses
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Scaling through audience lookalike modeling

S gorimioipraTing
fiiiii
i
i
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T

Male

Age 18-34

Likes apple products
Income E30-50Kk
Hipster

Bikes to work

Early adopter

Tech enthusiast

High school educated

Pop culture obsessed

Wears glasses

ORPOZI BB
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Retargeting using programmatic

Homepage Confirmation Existing
i Brand page customers
Hheprils message Excluded Exciuded
Landing —— |
> pages Brand
ke message
Generic Choose a Choose an :
: Accessor Bask Checkout
pages product option SENNIES sl s
Madium frequancy High frequancy High fraquancy High fragquancy Max frequancy Max frequency
Madium bid High bid High bid High bid Max bid Max bid
| | | | | ] L | ]
Brand Product Option Acc. Call to Call to
maessage specific specific specific action action

2014, Al rghts reserved. VWivali. Proprietary and Confidential.




