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KEY LESSONS LEARNED

= CLICKS BBOAAT 6peHAabl B 3abnyxaeHue.

= DIGITAL vs. TV — oHnanH peknama gonosnHsaeT unu 3amewaert TV
Ana opeHAoB.

= CREATIVE ONLINE HeoOXxoaum, TakK xe Kak u BTV, onsa nocTpoeHus
OpeHAa u NOBbLILWEHUA NpoAaX oHNanH n odpnauiH.

= CONTENT ENGAGEMENT moxeT yBennuutb 3P peKT peknambl
pa3MeLleHHON C KOHTEHTOM.

= He Bce MEDIA-PLACEMENT STRATEGIES paBHbI — (pakTbl BMECTO
Aoraaok.
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comScore MUPOBOU Nuaep B UaMepeHun uucdppoBoro Mupa

NASDAQ SCOR

KnneHTbl 1600+ no BCemy Mmupy
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UHHOBaUMOHHbLIN NoAaxXxo4 comScore K U3MepeHuto

2 MUNNINOHA NAaHeNIMCTOB B MUpe PERSON-Centric naHens ¢
360°BnagumocTb noBeaeHUs
nonb3oBaTener SITE-Census namepeHuvem

NMAHENb CyeTuyMKM Ha

CTpaHuuax canTa

Unified Digital Measurement™ (UDM)
Patent-Pending Methodology
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KTo nonb3yetcsi KOMnbOTEPOM?

- 3anaTeHToBaHHOEe NacCUBHOe bMomMeTpuyeckoe HabnwageHue

Session Attribution Technology (SAT): TexHonorusi, Kotopas co3gaeTt
BuomeTpuryeckmne "oTnedaTkn nanbLeB" Kaxgoro YenoBeka, UCMNosb3YLEro KOMMNbTEP.

CembsA:

Email, Bospacr, Mon... YHuKanbHbIN npodunb KaXx[oro
»:én: a nonb3oBaTens B ceMbe
/o

OHnanH 3KKayHTbI:
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BBOAAT OpeHAbl B 3abnyxaeHue.

- MpupoxaeHHbIe KNUKepbl
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OTKyaa 6epyTca AeHbrM Ha OHNauH peknamy?

HenponopuuoHanbHoe ucnonb3oBaHue MHTepHeTa Onst NPsAIMOro oTKNuKa

2009 US Measured
Media Spend: $147B

63% "
Brandi
e 2009 US Online Media 6 /0
Spend: $24B of Brand
Dollars
$6B
$18B
37%
Direct
Response 3 00/0
of DR
Dollars

Source: Brand.net analysis based on data from Barclays Capital, Think Equity
Partners, LLC, and DMA
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PaHHMe oWwMOKM gucnnemHoun peknamsbl

70 0000 0 ¢
9000000 FO0NCC

OTpaxaeT nu KInuk
OA4HOro 4YesioBeKa,
BNUsiHUe, KoTopoe
OoKa3blBaeT OpeHA Ha
ocTanbHbIX 999,
yBUAOEBLUUX TY XKe
peknamy?

() comScore



UcuesaroT nu knukepsbl B CLLUA?

Tsaxenble n cpegHue KNUKepbl COCTaBNAKT NUwb 8% nonb3oBaTtenen
MHTepHeTa HO npoun3BoanT 85% Bcex KNUKoB

July 2007

%Internet Pop % of Clickers % of Clicks % Internet Pop % of Clickers % of Clicks

[" Heavy [ Moderate [ Light [ Non

Source: comScore, Inc. custom analysis, Total US Online Population, persons, July 2007 and March 2009 data periods
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Poccuuckue knmkepbl

% WHrepseT ayoutopuu % Knukepos % Knukoe

B He-knuxepo

W "Nerime" xnnkepel

B "Cpegrue" knuxkeps:
B 'TRxkenwe" Knukepsl

Tonbko 10% nonb3oBateneun UHTepHeTa B Poccuun KnNuKaroT Ha

AVUCNIIeNHYI0 peKknamy XoTsa Obl pa3 B mecsL!
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Jloka3aHoO, YTO OHJTaWH peKrnama paboTtaeT!

Oka3biBaeT cyuwiecTBeHHOe BriIuSHUe Ha OpeHAUHr

1.60%
1.40% .
Average Lift from Exposure t
Online Advertising
1.20%
1.00%
0.80%
0.60%
: _mComputers & Technology
0.40% mConsumer Goods
mA|l Marketers
0.20%-
0.00%-

Awareness Purchase Intent Recommend Favorability
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MoxeT nu oHa yCuUnuTb NOoTpebuTenbLCKY0 BOBre4eHHOCTb: [al

Advertiser Site Visitation Trademark Search Queries
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— OHNaWH KaMnaHuWu AONONHAIT Unn 3amewatrot TV ansa
OpeHpoB.
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CnocobcTByeT nu ancnnen / Bupeo peknama npogaxam? fal

i #2170

$994 $1,263
1

H B control H W test online offline

i Source: “Whither the Click?” 139 comScore studies in the
(h COI I I S CO R E © comScore, Inc. Proprietary and Confidential. 16 June 2009 Journal of Advertising Research



BnusaHune Ha npoaaxu cpaBHumo ¢ TV

BehaviorScan tests, npoBeaeHHble B Te4eHMe roaa
uccrnengoBaHusi comScore 3a 3 mecaua*

\ /

P

+8% +99%0

TV (BehaviorScan) Internet (comScore)

Hypothesis: More precise targeting ability of the Internet allows more impressions
to be delivered against target audience in a given period of time.

(’ Com S CO R E © comScore, Inc. Proprietary and Confidential. 17 *Assumes 40% HH Internet reach against target.



- Tak xe Kak n B TV, Heobxoaum Ans nocrpoeHus opeHaa u
NOBbILLEHUA Npoaax.
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lNMpouecc pa3Butua TpaguumMoHHoun TV peknambl

Onpepenutb
KpeaTUBHYIO CTpaTeruto

{7 & xop KamnaHum —‘

Identify In Market Post
Target Strategy Creative Media Plan . Campaign

. Testing .
Audience Evaluation

ﬂ“

Wiy
Source: AMA Market Research Conference Presentation (2010)

! { H..] E/u.i
Measuring the Effectiveness of Online Advertising

Todd Curtis, Senior Consumer Insights Manager, Digital and Applied Analytics for
'; COI I I S CO RE © comScore, Inc. Proprietary and Confidential. 19 Marketing Effectiveness, General Mills




lNMpouecc pa3BUTUA OHMMaUH peKnaMbl

Identify
Target
Audience

() comScCORE

© comScore, Inc. Proprietary and Confidential.

Post

Media Plan In Ma.rket Campaign
Testing .

Evaluation

20

i

Source: AMA Market Research Conference Presentation (2010)

Measuring the Effectiveness of Online Advertising

Todd Curtis, Senior Consumer Insights Manager, Digital and Applied Analytics for
Marketing Effectiveness, General Mills




CunbHbIN KpeaTUB — NOMIOBMHA ycrnexa peknambl

% Influence on Shifts in Brand Sales
Source: comScore ARS Global Validation Summary

Price, promotion
and distribution

Kpeatus B 4 pa3a 6onblue
BJSIUSIET Ha NPOAAXKMN YEM
Megua nnaH!

KauectBO
Pexknambi

52%

Quality of the creative based

on ARS Persuasion Score*
Elements such as GRPs,

wearout & continuity/
flighting of airing

Numbers represent the percent variance in sales shifts explained by the corresponding factors.

comScore ARS Global Validation Summary includes an evaluation of 396 TV ad
campaigns, utilizing sales data from R. L. Polk New Vehicle Registration, IMS

(’ com S CORE. © comScore, Ino. Propritary and Confidental, 21 HEALTH, IRI InfoScan, Markettrack, Nielsen SCANTRACK or Nielsen Retail Index.



byayuiee peknambl

Myanwmep,wa n takeovers — Ha npemMuarnibHbIX canTtax ynopAaaoovinBaeT XaoC U
noBbIWAaeT NPpoOonN3BOAUTEINIbHOCTDb — J1y4lle OAnAd peKnaMbl GPEH,D,a.

Apple on New York Times Takeover
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MoxeT yBenuuutb 3ahheKkT peknambl, pa3MeLieHHOU B
KOHTEHTe.
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What is engagement?

Level of focus & attention

Loss of self-consciousness

Altered sense of time

Intrinsic rewards

Immersion
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BoBneyeHue KOHTEHTa UMeeT Oornbluee BIMSIHME Ha NoTpebuTeneu
cTapLiero Bo3pacTra

LR LEL)

Age 16-29 Age 30-49 Age 50+

Source: comScore ARS Custom Analysis, October 2010

S *ARS Consumer Choice Score measures changes in consumer brand preference
COI I I CO R E © comScore, Inc. Proprietary and Confidential. 25 through a simulated purchase exercise. A lift in the ARS Consumer Choice Score is
highly correlated with in-market sales lifts.



HE BCE paBHbI

daKkTbl BMeCcTO Aoranok.
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HoBbIn nogxon kK namepeHuro 3chpeKTUBHOCTU peKNaMHbIX KaMnaHUU

Campaign Essentials

O630p pe3ynbLTaToB peKnamMmHoOmn
KaMmnaHuu

Brand Survey Lift Action Lift

AHanu3 oTHoweHuA noTpeduTtens N3mepeHue noBeaeHns notpebutens

k GpeHay nocne npocmoTpa nocrne NPocMoTpa pekramMbl OHManH
peknamMbl OHNamnH

—

e Edt Vew Go Bookmarks Toos Hep

A —_ o, JT n
‘Opinion Make:Your Opinion Heard!
Campaign Deivery Repart M g L EL B ELd
CAMPAIGN METRIX

Visitor Penetration
(% Visiting Site)

7.1% [201%] 4

Dashboard
cs

CAMPAIGH METRI

+Control - Test

Y e e S B ses 43559 Pre-Campaign Campaign Post-
Period Period Campaign
Period
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U3SBPAHHbIE CTPATErM MEOUA-PA3SMELLEHUA

— 103 peknaMHbIX KOMMaHUN

= AUDIENCE TARGETING: Targets consumers based on past interest or
interaction with related products/content but who have not yet visited the
advertiser’s site

= CONTEXTUAL TARGETING: Targets sites with related, page-level content

= EFFICIENCY PRICING (CPC): Based on cost-per-click engagement with
creative

= PREMIUM PRICING: Based on high-visibility placements on premium
publishers

= RETARGETING: Based on data that confirms users have previously visited
an advertiser’s site

= RUN-OF-NETWORK (RON): Includes ads that appear anywhere in the
network, often optimized by conversion

(ll COI I I S CO R E © comScore, Inc. Proprietary and Confidential. 28



Kak kakgasi ctparternsi pasmelleHusi BNUsieT Ha

noceweHve camta?

% PocT nocelwaemocTtu

1 Retargeting* 1 Retargeting*
2 Audience 2 Audience

3 Efficiency* 3 Contextual
4. RON* 4. Premium

5 Contextual 5 RON*

6 Premium 6 Efficiency*

*indicates strategy that is based on optimizing to site visitation

(l COI I I S CO RE © comScore, Inc. Proprietary and Confidential. 29 ValueClick Media by identifying the 103 campaigns in the comScore panel. US only



AHanu3 “He KynuBLUMX” NoceTUTeENeu

konkurentov i agregatorov fransaction
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Another L
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ILLUSTRATIVE DATA ONLY
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Demographic Profile of Exposed Audience

Utilities

Public Sector

B Persons: 15-24 486 |

®  Persons: 25-34 1ravel %

m Persons: 35-44

B Persons: 45-54

© Persons: 55+ 7

. 432 |
Finance i
Yo
Finance Travel Public Utilities )
Sector EFemales (15+) ®Males (15+)
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NMpumep namepeHusa achbcekTMBHOCTU peknambl B BenukodopurtaHum

- The .Fox Ad Studies

UHdopmaumna Reach & Frequency no kamnaHusam

Overall Average Online Gross

Campaign Frequency of | Rating Points F(:Jrsrr;?jts
Reach Exposure (GRPs)
Finance 8.2MM (23%) EES 82 Only Video
Travel 26.4MM (72%) 5.6 405 Display
Public Sector  22.8MM (62%) 6.5 403 DISTElEY) &
Video
Utilities 16.9MM (46%) 6.0 276 Display
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OOLwmume BbIBOAbLI MO KAMMaHUAM

Advertiser site reach within 4 weeks of first exposure to display ad

Unexposed Absolute Percentage

Finance 1.98% 5.47% 3.49 176%
Travel 0.33% 4.88% 4.55 1,379%
Public Sector 0.19% 1.05% 0.86 453%
Utilities 0.05% 0.55% 0.50 1,000%

Reach of advertiser search queries within 4 weeks of first exposure to display ad

Unexposed Absolute Percentage

Finance 3.97% 7.43% 3.46 87%
Travel 0.20% 2.40% 2.20 1,100%
Public Sector 1.97% 3.50% 1.53 78%
Utilities 1.07% 2.55% 1.48 138%

(m CO I I I S CO R E © comScore, Inc. Proprietary and Confidential. 33



KEY LESSONS LEARNED

= CLICKS BBOAAT 6peHAabl B 3abnyxaeHue.

= DIGITAL vs. TV — oHnanH peknama gonosnHsaeT unu 3amewaert TV
Ana opeHAoB.

= CREATIVE ONLINE HeoOXxoaum, TakK xe Kak u BTV, onsa nocTpoeHus
OpeHAa u NOBbLILWEHUA NpoAaX oHNanH n odpnauiH.

= CONTENT ENGAGEMENT moxeT yBennuutb 3P peKT peknambl
pa3MeLleHHON C KOHTEHTOM.

= He Bce MEDIA-PLACEMENT STRATEGIES paBHbI — (pakTbl BMECTO
Aoraaok.
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