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SUMMARY OF FINDINGS

1. How Display Ads Impact Brand Metrics
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2. Integrating Search and Display Ad Measurements
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3. How Display Ads Drive Site Traffic
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4. How Display Ads Impact Online Sales
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5. How Display Ads Influence Offline Purchases
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1. How Display Ads Impact Brand Metrics
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Online Advertising's Effect on Brand Metrics in the
US, Q4 2008* (% of respondents impacted)

Aided Online ad Message Brand Purchase
brand awareness association favorability intent
awareness
ControlD)  72% 25% 17% 42% 39%
Exposed?) 74% 30% 19% 44% 40%
Delta**3) 2.4 4.9 2.6 1.6 1.3

Note: n=2,380 campaigns and 3,889,602 respondents, *includes three
years through Q4 2008, **delta defined as point difference in exposed vs.

control groups _ _ _
Source: Dynamic Logic provided to eMarketer, April 27, 2009

103522 www.eMarketer.com
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1. How Display Ads Impact Brand Metrics
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Online Advertising's Effect on Brand Metrics in the
US, by Level of Campaignh Performance*, Q4 2008** (%
of respondents impacted)

Aided Online ad Message Brand Purchase
brand awareness association favorability intent
awareness
491 20% | | Top 8.9% 14.0% 9.5% 7.5% 7.1%
Average 2.4% 4 9% 2.6% 1.6% 1.3%
5t¢l 20% | Bottom -2.3% -1.6% -2.0% -3.5% -4.0%

Note: n=2,380 campaigns and 3,889,402 respondents; *best performers
are the average of the top 20% of campaigns per metric and worst
performers are the bottom 20% of campaigns, **includes three years

through Q4 2008 ) )
Source: Dynamic Logic provided to eMarketer, April 27, 2009
103523 www.eMarketer.com
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1. How Display Ads Impact Brand Metrics
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Ways in Which US Marketers See Online Video
Enhancing Customer Engagement, 2008 (% of
respondents)

Increasing brand awareness 71.4%

Driving lead generation 47.2%

Enhancing loyalty/retention programs [LWgH

Converting customers 41.6%

Improving service and support 39.8%

Source: PermissionTV, "Online Video Survey Results,” December 17, 2008
100581 www.eMarketer.com
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2. Integrating Search and Display Ad Measurements
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Conversion Rate of US Internet Users Exposed to
Search Plus Display Advertising vs. Either Search Only
or Display Advertising Only, 2006 (lift vs. display click
only)

_Display click only*1) 1.0x

Search click—-no display impressions

Search click plus display impressions

Note: *baseline )
Source: Atlas DMT, "Where Can You Find Your Customer? Try the
Intersection of Search and Display,” July 21, 2006

099215 www.eMarketer.com

1) Display click only : C|AZ8|0] 21 E 289 , 59 & AH i
2) Search click-no display impressions : C|AE2|0] 210 =EK|X| &2 X
3) Search click plus display impressions : C|AZg|0] 210 =50, M 208 2ot 9K
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2. Integrating Search and Display Ad Measurements
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Impact of Online Display Ad Campaigns* on Search
Activity** in the US, by Advertiser Category,
September 2007-August 2008 (% lift)
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Travel and tourism

Health

Personal finance 206%

Automotive 144%

News and media 144%

Property and real estate 125%

LT 69%

g 22

Average lift 155%

Note: *among Specific Media clients; **ad-exposed consumers who
searched on brand and/or segment-related terms vs. unexposed

consumers _ -
Source: Specific Media as cited in press release, December 3, 2008
100100 www.eMarketer.com
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3. How Display Ads Drive Site Traffic
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Advertiser Site Visitation Among US Internet Users
Exposed to Online Display Ads, 2008

Control) Test? Lift3
Week following first ad exposure 2.1% 3.5% 65.0%
Weeks 1-2 after first exposure 3.1% 4.8% 53.8%
Weeks 1-3 after first exposure 3.9% 5.8% 19.1%
Week 1-4 after first exposure 4.5% 6.6% 45.7%

Note: home, work and university locations o )
Source: comScore Brand Metrix, "How Online Advertising Works: Whither
the Click," December 5, 2008

104534 www.eMarketer.com

1) Control : 22191 20| = SE|X| % 15
2) Test: 220l ¥no| =5 18
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4. How Display Ads Impact Online Sales
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Products and Services that Active* Adult Internet

- - I — E T o e — -
:.‘J:se‘;'g#ggalfs\?nde Have Researched Online, 2008 (% of AN MAE HEE AL MES HMSH= Q30| 23

- — A= il = o] k<1 2=2 Xl A iL
Holidays/destinations 61.9% " El 'I Ol "C_>I-—T'— [ :I'LDH —| %|: = 7|' |_| — Hl X|-7|- X'” =}

H = b~ = = P~ -
Consumer electronics (e.g., TVs, PCs) 58.4% MHE ZAMSILE X EXo 2 ROIE A™S= 1t™
Travel (e.g., flights, trains) 56.9%
Hej = £ O] Z]1O ke i=]Ne]| 1] (0: ko1 X=2

Portable devices (e.g., MP3 players, mobile phones) 56.6% O'”kl — = '—Xl Al o _EM-I — El’ — ;L HO“ co=
Mobile phone services 56.0% o] &l
Computer software 52.3%
Films 49.8% Products/Services that US Online Shoppers Would

- Research Significantly Before Buying, October 2008 (%
Music 48.8%

of respondents)
Books 46.2%
Cars/automobiles 43.7%
Home appliances (e.g., refrigerators, freezers) 39.1%
Game consoles/gaming 36.9% New doctor 83%
Fashion (e.g.. clothing, shoes) 35.0%
Financial services (e.g., credit cards, banking, insurance) 31.1% Mobile phone plan
Property/real estate 297%
Cosmetis 27 5%
Personal care (e.g., medicines, contact lenses, etc.) 24.1% 47%
Sroceries (1909 18 7% Movie U
Ut|||t|e$ (e.g., gas, electricity, e_tc.] 16.1% _Book to read for pleasure  32%
Groceries (nonfood e.g., cleaning products) 15.5%
- Children's toys 31%
Alcoholic beverages 12.3%
Nonalcoholic beverages 9.1%
. ai Note: n=300 ages 18

Note: n=17,000 ages 16-54; *daily or every other day i Source: Penn, '.%chmer):r & Berland Associates, Inc. (PSB), "LinkShare
Source: Universal McCann, "When Did We Start Trusting Strangers?, TrendWatch Research: New Info Shoppers, Recession Buyers, and the 2009
September 2008 Online Shopping Outlook, " January 30, 2009
098382 www.eMarketer.com 102845 www.eMarketer.com
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4. How Display Ads Impact Online Sales
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Online Retail Sales* from US Internet Users Exposed
to Online Display and/or Search Ads, 2008

Control Test Lift
Display only $994 $1,263 27%
Search only $1,548 $2,724 76%
Search and display $2,723 $6,107 124%

Note: home, work and university locations, *monthly sales per thousand
exposed consumers ranging from two weeks to three months after the
initial exposure ) _ o _
Source: comScore Brand Metrix, "How Online Advertising Works: Whither
the Click," December 5, 2008

104453

www eMarketer.com

Percent of US Internet Users Who Make an Online
Purchase on the Advertiser Site After Being EXxposed
to Online Display and/or Search Ads, 2008

Control Test Lift
Display only 1.0% 1.5% 42%
Search only 1.1% 2.4% 121%
Search and display 1.9% 5.1% 173%

Note: home, work and university locations; retail sites only .
Source: comScore Brand Metrix, "How Online Advertising Works: Whither
the Click," December 5, 2008

104456 www.eMarketer.com
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5. How Display Ads Influence Offline Purchases
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Incremental Impact on Offline Sales per Thousand US
Consumers Exposed to Search and Display Ads vs.
Search Only and Display Only, 2007-2008 (% lift)

Search and display 119%

82%
Display only 16%

Note: n=137 tests from comScore Ad Effectiveness Database conducted in
2007 and 2008

Source: comScore, "Maximizing the ROI from Internet Advertising: Lessons
Learned," September 8, 2008, provided to eMarketer, October 2008

099198 www.eMarketer.com

Effectiveness of Online Search and Display
Advertising Campaigns in Converting US Online
Researchers to In-Store Buyers, 2007 (% change in
conversions)

Consumers who saw a joint display and search campaign and
subsequently made an in-store purchase

43%

Consumers who saw a search campaign and subsequently made
an in-store purchase

26%

Consumers who saw a display campaign and subsequently made
an in-store purchase

6%

Source: comScore Networks Inc. and Yahoo!, "From Clicks to Bricks: The
Impact of Online Pre-Shopping on Consumer Shopping Behavior” as cited
in press release, July 30, 2007

086196

www.eMarketer.com
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6. Tree Factors for Online Branding Success

1. Don't Ignore the Creative
: Creative= &1 2119| 70~80%E XIX|SHCt — Jon Gibs / Nielsen Online

: “If your creative isn't good, then you aren’t going to create engagement.” —Jeff Marshall,

managing director, Pixel, a digital creative agency owned by Publicis Groupe, as cited in The Wall Street
Journal, May 6, 2009

2. Size Matters

- - = - "
Time Spent with Banner Ads Among US Internet L2280 1= 1 37 f;c’i Hoil [EPEIP
Users, by Ad size, January-February 2009 ‘é¥ | L2282 0|o1| Oist S&3t ofsl &

Total Total Average time L T
exposure time impressions  per_ D 7I2HO|L MERHECH=E A HES &1
(seconds) (millions) |?;EE§?15{;:}|1 Of B U7 L= A|ZH0| L Z{o 2 L}EFL
300250 867,700,956 66,466,701 13.05
T28x90 161,590,354 29925 205 £.40
160400 97,539,062 51,938,744 1.88

Source: Lotame Solutions, Inc., "Time Exposure by Banner Size," provided
to eMarketer, April §, 2009

1037932 www eMarketer.com

3. Focus on Targeting and Relevance
DOPA HSOHMIZE 7HSSHA] RUE =8 B 20 SES QT EHAE W ARtd 8

AAA - T
: “These improvements [behaviorally-targeted banner ads], driven primarily by better targeting, will also
likely boost aggregate spending, as advertisers moving online begin to get the same tracking and metrics
that have made search advertising so appealing.” — Ned May, director/lead analyst, Outsell, in BtoB magazine,

April 6, 2009
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More than Expected!
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