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Introduction: Advertising on Mobile Devices

While mobile appears to be a complex ecosystem with its own vernacular, the buying process itself is very similar to other familiar
platforms including the Internet. This booklet will guide you through the process in plain English, and get you started as a first time
mobile advertiser. The key to tackling your first mobile assignment is to remember that mobile advertising is much like advertising
on any other medium. It is about finding the right places to connect your client with the right audience to deliver the right message. In
fact, mobile is an execution point on your current advertising strategy. Simply put, mobile is another medium to add to your arsenal
to target the right consumer. We will provide a few straightforward steps to get you started.

Before you begin reaching for solutions, answer a few questions to understand the marketer’s advertising goals to determine what
role mobile will play in their media mix. The most important of these questions being, is the objective to increase brand favorability,
launch a new product, direct response or a customer refention initiative? Once your core media objectives have been answered, the
route to take with mobile becomes much clearer.

When creating a mobile campaign it is important to remember that there are multiple channels for reaching mobile eyeballs. They include

mobile websites, downloadable applications, mobile messaging and mobile video, all of which can be used individually or as a unified
campaign across not just these mobile channels but across your more traditional channels to create a complete 360° campaign.

Mobile Ecosystem

Browser/Display Ads
URL or Application Short Code ‘
WAP/ SMART SMS/MMS/
Publishing Binary Aggregation
. Campaign Services

Clickthru to I Click2SMS Campaigns: ransactions:

Channel

Consumer
Access Path

Content
Format

Ad Delivery
Technology

Interaction WAP landing Ticketing,

page Couponing

Options Click2Call

Figure 1: Mobile Ecosystem Advertising Opportunities

Recommended Planning Process

As a general rule of thumb, the less budget and less time you have the more you should focus on the mobile web-display ads.

As budgets increase and your time allocation to put towards mobile grows you can expand into messaging, traditional media
infegration, out of home mobile campaigns, efc. But for simplicity we will cover mobile web and messaging in detail, spending
less time on mobile activation and less common mobile channels.

In the beginning of the planning process, it is important to gather basic information that is vital to any successful advertising

campaign. Since mobile is a newer platform, this step can be overlooked due to the misconception that the basic rules of adver-
tising do not apply. Ask yourself the following questions before launching any campaign:
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Key Questions

IAB Mobile Buyer's Guide

This guide will give you the background information to help answer these questions, as well as provide an overview of the
marketplace, definitions, and practical examples to gain a greater understanding of mobile as an advertising platform. The best
campaigns keep the user experience in mind. For consumers, mobile offers convenient information, entertainment, and exclusivity.
Tailoring campaigns that deliver marketing messages that are also convenient, entertaining and offer exclusive content or discounts

is the key to success.

Some companies and brands are mentioned in the guide to provide context and illustrate examples of different ad formats.
These solutions are offered by a variety of vendors. Seek out the service providers in Appendix A who can provide more detail

on advertising solutions for mobile

Overview of the U.S. Mobile Marketplace

Audience Composition

Because of the interest in mobile, many reports have been issued around the demographics and profiles of users. Although the
absolute numbers will change, there are certain key themes and trenvds that will continue.!

* Mobile phone penetration is upwards of 4 out of 5 people in the United States and more people now have a mobile phone than
have PC-based Internet access. This is especially true for older adults and lower-income individuals.

* Mobile Internet usage continues to grow. Over the last three years usage has grown approximately 25% per year. With
smartphones becoming more affordable, advanced, and widely adopted, we'll likely see a greater increase in 2009. Currently,
40-45 million mobile subscribers use the mobile Internet regularly.

* Minorities are significant mobile data users across all features and applications.

* Mobile is not just youth-focused — texting behavior may skew a bit younger, but the bulk of the mobile Internet usage comes from

25-44 year olds.
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Figure 2: Size of Mobile Ad Spending and Expected Growth

Source: MAGNA Mobile Advertising Forecast-May 2009

'Data from: InsightExpress Mobile Research (Waves 1 - 5, October 2007 - March 2009); Pew Internet & American Life Project; Nielsen Mobile; comScore
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MAGNA, a unit of Mediabrands, projects US mobile ad spending to grow from $169 million in 2008 to $409 million in 2011.
Other industry forecasts indicate that the average campaign budget will triple over a similar time period.

There are currently three main categories of buys:
e Test buys: $15,000 - $50,000
e Expanded buys: $50,000 - $150,000
®  Scaled buys: $150,000+

Buys in the expanded and scaled ranges have recently grown in popularity, but the process of determining the buy size is very similar
to the way advertisers decide on budgets for the Internet campaigns. It's simply a matter of first identifying the goals and success
metrics for the campaign and setting spend relative to expected returns.

Mobile Advertising Options

Mobile advertising actually comprises a number of different specific inventory types and creative options. Brief descriptions of these
follow. However, a main point to take away is that different mobile advertising venues work best for different campaign goals,
whether brand building, or driving some kind of direct response. The chart below offers some insights as to which kinds of mobile
placement work best to deliver a given campaign goal.

ULl Messaging Sl Video Voice In- Applications

Display Search Game

ks |/ Vi v v v

Drive to

Mobile Site /

Click to
Call

Dialog with
Consumers

Lead Gen \/ \/
Direct

Sales / \/

Figure 3: Matching Mobile Advertising Opportunities to Campaign Goals
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Inventory Types

Mobile Web/Display - just like PC-based web ad inventory, there are banners that display on a mobile web page. Typically, a
brand or agency buys mobile display ads for increased exposure of a product or service. Banner inventory is purchased based on
impressions (e.g., CPM) or direct response (e.g., cost per click). Typical formats include graphic banners, graphic banners with text link,
text-based banners. Some important differences to keep in mind are:

Typically, a mobile page has one banner at the top and may also have one banner at the bottom. This leads to less clutter and potential-
ly higher response rates. However, if you are paying on an impression basis, be sure fo understand how many of your impressions may
appear “below the fold” on mobile screens. Remember that a mobile user is less likely to see a banner ad at the bottom of the page.
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Note: You can measure impressions accurately below the fold on smartphones,
specifically with some applications that run on the Blackberry and iPhone.

Low-end phones will have smaller screens on which to display a mobile web page, . Stackony
so corresponding size limits exist for the banner ads. This means the media buy may T
require different creative for different sizes of ad, because content that works well on MAPQUEST. i

Directions

a larger banner may not work when compressed into a smaller space. But companies
now offer technology that allows for all the images to be sized (transcoded) on the fly
fo the specific handset.

Rich media is currently more limited on mobile than on the PC-based Web, with
generally only the higher end phones capable of displaying rich media Also, there
are limitations on creative complexity. Nonetheless, there have been key develop-
ments over the past twelve months. Several leaders from the online rich media space
and mobile ad networks have rolled out rich media ad units, especially focusing

on the iPhone. Additionally, some solutions allow advertisers to execute rich media B e o by 2 ble panner
experiences across any device (iPhone or otherwise), requiring advertisers to submit

only a single set of creative assets., as more advanced phones come into the mar-

ket, this ad format will become more widely accepted.

Source: Third Screen Media

Messaging — Some publishers offer a brief text ad inserted at the end of a text message. Users can reply to text messages to take
action on the ad and (when possible) click on links to a mobile web page. These ads are limited to 40 characters but they have
the advantage of reaching a large base of handsets. Just about any mobile phone can receive text messages.

Paid Search - Similar to the PC-based web, buyers can bid on keywords for paid search ads that appear as sponsored links
above natural search results. These same ads can also appear when the keyword bid matches the content of a mobile web page.
Today, the mobile web has more browsing pages than search results pages, so this matching of keywords to mobile web page
confent gives advertisers additional reach for their performance-based keyword bidding. Keep in mind that a number of factors
affect mobile paid search:

e Shorter ad titles — typically, 15, 20, or 25 words at most.

* Mobile relevancy of landing page - your landing page should render a
mobile-appropriate page on as many devices as possible.

e Search buys may differ due to differences in searchterm popularity:
mobile content, local search, news/sports/entertainment, and social
networking.

* Queries are seeking actionable results and less likely to be looking for
reference information: if it is a travel-related query, it is more likely that
the user is on the go, rather than researching a trip.

Video - Mobile video ad opportunities are still developing as mobile devices increasingly have the ability to display video clips.
While mobile video today has more limitations than PC-based video formats, it continues to mature.

Voice - Audio ads can play before or after a voice-based conversation, voicemail, or voice-enabled information (e.g., 411.) Aside
from highly specific applications, mobile audio or voice ads remain rare in the US today.

In-app - Ad inventory that can exist inside of applications and games in various formats. Application and game developers
increasingly offer this format since they can leverage ad revenue to offset the consumer’s purchase price and increase the
application’s/game’s adoption.

© 2009 Interactive Advertising Bureau 5
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Location Based Advertising within Non-connected Devices - This type of advertising is primarily seen on devices that
use Radio Data Systems (RDS) and GPS technology fo serve advertising based on a consumer’s location or intended location.
Portable Navigation Devices that are advertising enabled are a unique medium to reach consumers when they are on the go

and making purchase decisions. The advertisements are text based and some are audio enabled. Several calls to action exist to
engage the consumer with your brand: click to route to the nearest retail location, click to coupon, and click to call (if the device is

enabled).

Location Based Advertising within Connected Devices - This type of advertising is primarily seen on wireless devices
that utilize GPS technology to serve advertising based on a consumer’s EXACT location in relation to a merchant’s retail location.
The ads are served within applications, include robust campaign reporting metrics, and support full graphic capabilities. Several
calls to action exist to engage the consumer with your brand: Click to route to the nearest retail location, click to coupon, click to
call, and click to mobile site.

Point of Interest Placement Services - Ensure that your retfail locations are accurately included within navigation and
mapping applications so that your customer can easily find you. The advertiser will provide a list of locations. The service provider
will verify the accuracy of the locations and include them within the core mapping product that is distributed for the use of

mapping and navigation devices and applications.

Figure 2: Demonstrates an SMS ad leading to a WAP session Source: 4info
Figure 5: Demonstratres an SMS ad leading to a WAP session

Cross Platform Digital Buys Including Mobile

Today there are two parallel interactive inventory buys: online and mobile.

When buying online and mobile inventory the key is not to simply try and implement the same creative execution into online and
mobile media types but extend the idea to the mobile space with mobile specific execution of the idea.

Three things to consider:

* Try and tailor the idea fo the platform, not just the creative execution

* The size of the mobile site, web site and TV audience matters if you
want to track campaign success across platforms

* Make sure the campaign is long enough to recruit a healthy sample of
unduplicated users (three months or more) and strong enough (three to
five million impressions) to generate statistically sound sample sizes

At this nascent point in the market, CPM rates online and mobile from the same publisher vary and some publishers are bundling
mobile into the online buy.

Measurement across online and mobile is not seamless. The I1AB is presently working with the Mobile Marketing Association
(MMA\) to extend online ad measurement standards to mobile recognizing many of the similarities but also the unique challenges and
advantages of mobile inventory.

As the consumer’s starting point and end point are often different in the mobile world, cross-platform parallels and insights are trickier
to obtain. Some of the largest publishers are just now beginning to figure out how to accomplish this with statistically reliable datasets.
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Mobile messaging services like SMS and MMS allow “interactive buy” associated with traditional media like Digital Out-of-Home,
TV, retail, etc. Now the buyer can see the mobile phone as a “mobile mouse” to “click” on the push media whether this is in Times
Square, at a baseball game or over coffee at the local diner.

This opens up a world of interactive convergence and creative buying opportunities. Expanding the definition the interactive buy
allows the buyer to move the consumer out of the silos of Digital-Out-of-Home, TV, and Print more effectively.

|
Figure 6: lllustrates a WAP Banner, leading to opportunities for users to setup reminders, find sales and locate stores

Advertising on the Mobile Web
Getting Started

Buying advertising on the mobile web is similar to buying display advertising on the Internet. Graphical, interactive display ads are
the predominant ad unit. Although, in most cases, mobile web banner ad impressions can be purchased on a cost per thousand
(CPM) or a cost per click (CPC) basis, mobile offers the potential for targeting capabilities beyond that of traditional media. As

this develops further, we would expect to see a range of targeting options made available covering context, demographic, and
behavioral attributes, as well as location. Any targeting options made available will comply with existing national level, legal and
regulatory frameworks governing privacy and personal data.

Some operators and publishers that have mobile web sites sell mobile ads directly, while others allow their inventory to be sold

by a third party, either as premium inventory or as part of a mobile ad network. As with the PC-based Internet, planning a buy
depends on setting goals around audience size and desired demographics. Measurement firms like Nielsen Online and comScore
offer audience data for mobile web sites.

The biggest difference between buying mobile web display ads and Internet display ads is that mobile web ads are not sold by
unit size. Because the sizes and resolutions of mobile phone screens vary, the way the ad creative looks on those mobile phones
will also vary: The sizes of mobile web banners as defined in the MMA Mobile Advertising Guidelines (http://www.mmaglobal.
com/mobileadvertising.pdf] are optimized to best fit the mobile phone on which the ad is being viewed. This improves the user
experience, ad readability, creative flexibility and effectiveness. This is why many publishers and ad networks may ask you to
provide multiple versions of your banner creative with your mobile web campaign.

Mobile Landing Pages

So what happens after the user clicks on the mobile display ad you've developed2 Where do they go? This is an important part of
your mobile campaign and needs the same degree of attention that you applied in developing the earlier creative.

These landing pages (i.e., the page that appears when a user clicks on an advertisement) need to be customized and formatted
specifically for the mobile environment. The page should be designed to reduce the amount of scrolling needed and should be
formatted to the specific phone experience — which may mean developing multiple versions of the landing page for the different
phone types (smartphones (iPhone) versus feature phones (Razr phone)); by way of example, experiences customized to the iPhone
can be either portrait or landscape in orientation.
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It is not recommended that you direct users to the webpage you use for PC-
based interactive campaigns; rather directs users to a mobile-specific landing
page to further engage them. The landing page is your chance to convert users
into customers or leads. A good mobile landing page will not only be formatted
for the mobile screen and browser but will also have the following qualities:

e Clear call to action

* Not too wordy

¢ Visually appealing with images, where possible
* Load quickly

Figure 7: Example of a banner ad clicking thru to a landing page

Four Keys to Creative Execution

Clear Visuals and Messaging

¢ Engaging users requires a clear call to action

Compatibility

® Format the campaign creative to be compatible with handsets that are most
common among the target demographic

¢ Make certain that the call to action does not require any complex steps for the user

Value

¢ Keep your offering relevant and valued by the target audience

Mobile Display Campaign Metrics

The success of a mobile advertising campaign can be measured in a variety of ways but generally fall into two buckets: direct
response metrics and ad effectiveness metrics.

Direct Response Metrics — Direct response metrics are commonly tracked in other forms of digital media. The simplest measure-
ments are ad impressions rendered and click-thru rates obtained. Additional measurements include any number of conversion rates,
such as clickto-call, data optin, and other forms of interactive measurement. These performance results will vary by campaign type,
messaging and calls to action. However, most mobile campaigns today generate significantly higher click-through rates than PC-based
Internet campaigns.

Ad Effectiveness Metrics (Branding) — Ad effectiveness metrics provided by companies such as Dynamic Logic or InsightEx-
press measure how advertising exposure affects key metrics distributed across the purchase funnel of a product or service. They
deliver metrics that can be compared and benchmarked against similar studies conducted with traditional and other digital media.
Upper Funnel metrics such as brand recall and message association measure overall awareness of your ad message. Lower funnel
metrics such as brand favorability and purchase intent measure to what degree the audience was persuaded by your message. In
short, such metrics allow you gauge the degree that your ad and brand have been recalled and will increase consumer action.
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Below is an example of metrics you can expect from these studies, along with normative data comparing mobile to online

performance.
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Awareness
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8 1 = Mobile Norms
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Favorability

Purchase
Intent

Figure 8: Brand Metrics: Mobile versus Online Deltas

Source: Insight Express

Data calculations based on overall exposed percentages (minus control) from 11/07 - 5/09

Advertising via Mobile Messaging

The key plus to text messaging alert campaigns is reach. Nearly every mobile handset in the US can receive text messages, and media
companies offering opt-in messaging are in some cases delivering upwards of 20 million or more messages in the US per month.

How to Buy Mobile Messaging Campaigns

Various publishers, particularly those offering time-sensitive information (e.g., news, sports, weather) offer their customers alerts via text
messaging. These text alerts reserve the available space in the alert (approximately 40 characters) for a brief message, link to a mobile
landing page, or short code-based call to action.

Because many publishers offering mobile messaging campaigns request or require registration, it may be possible to sponsor messages
based on target demographics or at the very least location (based on the handset’s area code). More common today is simply to buy a
cerfain number of messages, and target contextually based on the content.

o

HEALTH
Green veggies
3x/day for health.

*Mmm! Save $ on
ice cream. Reply

FRIEND

p—

Eatat_ !
Chose an
entrée, drink &
2 scoop sundae
for $9.99. Reply
ZIP for store
locations.

b i L
-

The closest
location is:
123 Main Ave.
Passaic, NJ
973-555-1212

i S S \,‘ Y

Source: 4info

Figure 9: Example of an SMS promotion with a store locater, This particular campaign led to an increase in purchase
instent of 24% in the target demographic, with similar increases in brand awareness and brand favorability
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Mobile Messaging Campaign Metrics

Absent messages with a call to action, it can be difficult to track metrics related to SMS campaigns; there is no automated upstream path.
Most US carriers can offer a “reject receipt” (blacklisted, handset cannot accept SMS, etc.) and “delivery receipt” to confirm that the
message got to the network and in most cases to the user phone.

As the phone is a very personal device and short code message subscriptions should follow a requirement of an optin by the consumer,
it can be inferred that consumers want, and generally read, the sponsored messages they receive. However the only 100% confirmation
of the message being opened is:

e The user replied to the text call to action
® The user clicked on an embedded mobile link

When a text message ad includes a call to action, the success of a mobile advertising campaign can be measured in the same way as
display advertising: via direct response metrics and ad effectiveness metrics.

Direct Response Metrics — Direct response metrics are commonly tracked in other forms of digital media. The simplest measurements
are ad impressions delivered and response rates obtained, such as clickto-call, click-to-WAP, keyword response, data opt-in, and other
forms of interactive measurement. These performance results will vary by campaign type, messaging and calls to action.

Ad Effectiveness Metrics (Branding) — Ad effectiveness metrics provided by companies such as Dynamic Logic or InsightExpress
measure how advertising exposure affects key metrics distributed across the purchase funnel of a product or service. They deliver metrics
that can be compared and benchmarked against similar studies conducted with traditional and other digital media. Upper funnel metrics
such as brand recall and message association measure overall awareness of your ad message. Lower funnel metrics such as brand
favorability and purchase intent measure to what degree the audience was persuaded by your message. In short, to what degree your ad
and brand have been recalled and to what degree will they increase consumer action.

Creative Recommendation for Mobile Messaging Campaigns

The overarching advice for sponsored-by messages in text messaging (or multimedia messaging) is not surprising: keep it short.
Advertisers must weigh the tradeoff between using an interesting, but perhaps vague message, which triggers a “curiosity” response,
and opportunity for further communication, and a more targeted call to action or branding message. The text message portion of a
campaign is like a haiku. Advertisers with well known or ubiquitous slogans can leverage them to great effect in a text ad; however, it is
clearly a challenging venue for a complex message.

Activating Mobile from Traditional Media

One of the great opportunities that mobile messaging provides is that it can act as a digital gateway that can be entered from traditional
media. Print, outdoor, and even packaging will always deliver the reach that is needed for a strong media plan. However, it can often
lack in its ability to be engaging and encourage immediate action from the target audience. Mobile activation permits you to:

* leverage traditional media that you are already using
* Drive incremental traffic to your mobile content

® Promote immediate and targeted action

The following two methods can be activated today and do not require incremental capital spending. Both methods drive traffic to
your digital content and should be considered when doing anything in mobile.

10 © 20089 Interactive Advertising Bureau
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Common Short Codes

Common Short Codes (CSCs) are a string of five or six digits (depending on the country) that a mobile
user can send a text message to and receive information or content in return. Remember that 53% of Z"E-’t-g"’-ﬁ““"m)

mobile subscribers use SMS to communicate every day (Nielsen Mobile) and for many it is a function Reality tv star Jonny
. Fairplay jailed for DUL
that has become second only to making a phone call.

*Thirsty?
Reply DEMNY'S for a

CSCs offer brands and organizations an efficient and easy way to take advantage of text messaging free O Pepper

as a way to connect and communicate with consumers. SMS keywords can be used to trigger service
updates, enfer sweepstakes and even receive coupons or discounts. Today, CSCs are the most widely
available and carrier-accepted way of activating cross media to mobile campaigns.

CRey | tew |

Source: 4info
Figure 10: Example of a CSC ad

Shortcode services need to be approved by each participating carrier network. Once the service is
provisioned on a shortcode the carriers may allow for the owner of the shortcode to run “keyword” differentiated services off this
code. However these services need to be compliant with MMA guidelines and not diverge from the original application.

The owner of the code needs to manage the Terms & Conditions, HELP SCREEN, INFO SCREEN, customer service, and any opt-
in and opt-out (STOP MESSAGE) centrally.

Activating Short Codes
There are two different methods that can be used when activating short codes, each with their own benefits:

Shared Short Code - This method allows a marketer to activate a code very quickly (1-2 days) while maintaining ownership via
the key word (text “brand name” o xxxx). This might be a better option for one-off or short ferm projects.

Dedicated Short Code - This method takes significantly longer (4-12 weeks) and is typically more expensive, but it is the
only way to guarantee ownership and performance for those that plan to use SMS for multiple projects. A dedicated code can be
purchased through the Common Short Code Association (http://www.usshortcodes.com/). Once the code is purchased, you can
use any number of approved aggregators to help you through the carrier approval process.

2D Barcodes

What's the best Halian ristoray
imall of San Francisco?”

A newer way of allowing for WAP and mobile web discovery on the horizon uses another
nearly universal mobile phone function — the camera. 2D (or two-dimensional) barcodes are
a more advanced version of the traditional UPC barcode designed to work with common
camera phones (representing 80% of new phones sold in the United States). With a 2D
barcode application on the phone, a user can “scan” a barcode and automatically link to
a specific mobile website, save an event to the phone’s calendar, dial customer service and

code knows ## -

more. These removes the need to type in WAP URLs, search for content by keywords, or send |~ ol I ol I g
a message via short code. While this is still very new technology, some US carriers are now o Bl Ll
offering it to their subscribers as a free download and handsets will be soon be pre-loaded " " .

with barcode readers around the world.

& SCANLIFE

Figure 11: 2D Barcode Example
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Activating 2D Barcodes

A barcode can be created, downloaded, and placed into any media in a matter of minutes. The best 2D barcode technologies
provide a complete and integrated solution that offers both a barcode reader (mobile application) and a platform to create and
manage 2D codes.

* The client application should be available to the greatest number of handsets possible — either through download or pre-load.
¢ Some platforms can collect analytic data like number of scans, unique users, date/time of scan, and even user demographics.

Choosing Placements for Short Codes and 2D Codes
A great benefit of both SMS and 2D barcodes is that they can be placed on virtually any printed or digital surface. So, it's key to
think about the context of the environment and the mobile user within that environment.

e Users are more likely to interact with this call to action when they have a specific need, and/or the time to consume mobile
information. For example, placing a code in a newspaper or at an event may prove more user friendly than a billboard on
the freeway.

* |t is recommended fo use these methods across media touch points so they become more visible to your audience. This also
provides a way to understand what media generates the best response so you can refine your campaign.

Choosing the End Mobile Experience

Mobile technologies are extremely flexible in what they can deliver. A mobile ad can send the user to product information, provide
a promotional code or coupon, dial customer service and more. It is critical to evaluate your campaign goals, consider the target
audience and explore some of these key factors:

e Convenience: Information is power — especially for someone who's on the go and needs a helping hand. Whether it's an
e-ticket with realtime flight updates or a can of soup with recipe ideas at the supermarket - if it's relevant, it has value.

* Entertainment: Being on the go sometimes means standing still. Easy access to news, photos or a quick game of trivia can
be a real lifesaver.

® Exclusivity: Everyone wants to feel special. A unique feature of these methods is that the consumer has to do something to
get something. Discounts, access to events or insider information — it's all worth something. Especially if your customer can't
get it any other way.

To get going, just start simple, and evolve the complexity of the experience as you and your audience become more comfortable
with the technology.

12 © 20089 Interactive Advertising Bureau
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Company

Contact

Email

Phone

15miles (the Interactive Division of
TMP Directional Marketing)

Erin Greathouse

erin.greathouse@ 15miles.com

(262) 439-3327

24/7 Real Media, Inc.

Lalitha Jonnalagadda

lalitha.jonnalagadda@247 realmedia.com

(212)231-7100

4INFO Kirsten McMullen kmcmullen@4info.com (650)350-4736
5to1.com John Smelzer john.smelzer@5to1.com (310)880-7469
A&E Television Networks Jen Duddy jen.duddy@aetn.com (212)424-0892
AARP Ashley Allen aeallen@aarp.org (202)434-6586
ABC, Inc. Paul Braunger paul.braunger@abc.com (212)456-6592
Accenture Jean-Paul Runge jean-paul.runge@accenture.com (917)609-9417
AccuWeather.com David Mitchell mitchelld@accuweather.com (814)769-2765
Acxiom Corporation Josh Herman Joshua.Herman@acxiom.com (301)299-8686
Adify Artem Mikhlin artem@adify.com (650)392-6217
AdMeld Marc Theermann mtheermann@admeld.com (917)606-6262
AdMob Tony Nethercutt tony@admob.com (415)640-3027
AdNectar, Inc. Nir Eyal nir@adnectar.com (917)279-8578
AdReady Jonah-Kai Hancock jkhancock@adready.com (206)792-5184
Adtegrity Michael Struyk mike@adtegrity.com (616)285-5848
Advanstar Communications, Inc. | Bill Levine wlevine@advanstar.com (732)346-3028
aiMatch Guy Taylor guy@aimatch.com (919)803-4697
Alcatel-Lucent Christina James christina.jomes@alcatelHucent.com (972)477-2422
AQL, Inc. Scott Kelliher Scott.kelliher@corp.aol.com (703)265-1000
Associated Press Jeff Litvack jlitvack@ap.org (212)621-7402
AT&T Advanced Advertising Solutions | Randi Walz RW663G@att.com (212)709-5816
AT&T Interactive Daric Wong daric@attinteractive.com (866)570-8863
Autotrader.com Melissa Cook melissa.cook@autotrader.com (404)568-8293
Bango Adam Kerr adam@bango.com (866)528-6897 (401)
BBE Matt Wasserlauf mwasserlauf@bbe.com (646)833-2902
Betawave David Lorie dlorie@betawave.com (415)979-9291
Better Advertising Scott Meyer scott@betteradvertising.com (917)704-5887
Bloomberg L.P Oke Okaro ookaro@bloomberg.net (212)617-8581

Burst Media Corporation

Noreen Hafez

nhafez@burstmedia.com

(781)852-5250

Cars.com

Sharon Knitter

sknitter@cars.com

(312)601-5834

CBS Interactive

Philippe Browning

philippe.browning@cbs.com

(212)975-6038

Clear Channel Radio

Dan Frisbie

daniel. frisbie@clearchannel.com

(212)424-6393

CMG Digital J. Sandhi Kozsuch sandhi.kozsuch@CoxMG.com (678)645-4252
CNN Stephanie Vautravers stephanie.vautravers@turner.com (212)275-6832
Collective Jason Bigler bigler@collective.com (646)710-3606
Comcast Interactive Media Joe Cady joseph_cady@comcast.com (215)286-4960
Compete, Inc. Ryan Burke rburke@compete.com (617)933-5645

© 20089 Interactive Advertising Bureau

13



IAB Mobile Buyer's Guide

comScore Elise Neel eneel@comscore.com (360)448-7680
CPX Interactive Mike Seiman mike@cpxinferactive.com (516)693-1767
Crain Communications Inc. Pete Roper proper@adage.com (212)210-0280

Critical Mention

lon Puspurica

jon@critical-media.com

(212)400-8894

Cybage Software Pvt. Lid.

Rajarshi Ghoshal

rajg@cybage.com

91 20 66044700

Cynopsis Media Wayne Roche wayner@cynopsis.com (203)414-1910

DataXu Julie Ginches jginches@dataxu.com (857)244-6200
Datran Media Jeffrey Katz ikatz@datranmedia.com (212)706-4828
Deloitte & Touche, LLP Tim Davis timdavis@deloitte.com (206)716-7593

Digg

Veronica Tegen

vtegen@digg.com

(415)314-8253

Disney Connected and Advanced
Technologies

Vince Salas

vince.salas@disney.com

(206) 664-4345

DoubleVerify

Miles Dennison

miles@doubleverify.com

(9144142719

DraftFCB

Anthony Bellacicco

anthony.bellacicco@draftfcb.com

(212)885-3446

Dynamic Logic, a Millward Brown
Company

Ali Rana

alir@dynamiclogic.com

(212)548-7187

eBay

Anil Madan

amadan@ebay.com

(408)3765327

eMarketer, Inc.

Noah Elkin

nelkin@emarketer.com

(212)763-6055

Epic Media Group

Eugenia Hanlon

Eugenia.Hanlon@epicadvertising.com

(212)308-8509

Ernst & Young LLP

Jackson Bazley

jackson.bazley@ey.com

(813)425-3650

ESPN.com

Brian Colbert

brian.colbert@espn.com

(212)456-4144

Fandango

Bruce Budkofsky

bruce.budkofsky@fandango.com

(212)307:3568

Federated Media Publishing Jackie Mogol jmogol@federatedmedia.net (415)332-6955
FOX News Channel Larry Mlawski larry.mlawski@foxnews.com (212)301-5744
Geeknet Patrick McGarry scuttlemonkey@slashdot.org (734)253-2116
Goldspot Media Lionel Pelamourgues lionelvp@goldspotmedia.com (408)720-0010
Google, Inc. Pablo L. Chavez pablochavez@google.com (202)346-1100
Greater Than One Alix Foster afoster@greaterthanone.com (212)252-1999
Gridley & Company, LLC Linda Gridley Igridley@gridleyco.com (212)400-9720

Ground Truth

Evan Neufeld

evan@groundtruth.com

(347)495-3454

Harvard Business Review

Craig Catalano

ccatalano@hbr.org

(212) 8729290

iCrossing Rachel Pasqua rachel.pasqua@icrossing.com (646)346-8329
IDG Martha Connors mconnors@gmail.com (617)875-8591
IGN Entertainment Salim Tarazi starazi@ign.com (415)244-3652
IHG Rochelle Turner rochelle.turner@ihg.com (770)604-5116
Impact Mobile Gary Schwartz gary@impactmobile.com (416)368-8400

ImServices Group

Dick Bennett

richard.bennett@imservicesgroup.com

(847)695-9575 (220)

InMobi Patricia Clark patricia.clark@inmobi.com (646)275-6448
InsightExpress Joy Livzzo iliuzzo@insightexpress.com (203)252-7005
Interactive One Matthew Mitchell mmitchell@interactiveone.com (212)431-4477
Intermark Media Carlo Pace carlo@intermarkmedia.com (631)719-1250 (3189)
Interpret LLC Dino Mytides dino.mytides@interpretllc.com (212)685-2300

Ipsos Mendelsohn Richard Vogt richard.vogt@ipsos.com (646)313-6142

JumpTap

Alex Jorissen

alexandra.jorissen@jumptap.com

(917)705-3473
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Kelley Blue Book

Aaron Chabak

achabak@kbb.com

(949)770-7704 (4754)

KPMG

Sanjaya Krishna

skrishna@kpmg.com

(212)954-6451

Leapfrog Online

Mandy Leifheit

mleifheit@leapfrogonline.com

(847)440-8217

Life Time Fitness Media Thomas Link tlink@lifetimefitness.com (952)229-7231
LIN Television Mike Kelly mike.kelly@linmedia.com (215)689-7558
LinkShare Mark Kirschner mkirschner@linkshare.com (646)943-8359
LookSmart Michael Campbell mcampbell@looksmart.net (415)348-7000

Mansueto Ventures: Inc. & Fast

Paul Maiorana

pmaiorana@mansueto.com

(212)389-5367

Company

Medialets Elena Perez elena.perez@medialets.com (646)807-4508
MediaMind Georgiana Mirea georgiana.mirea@eyeblaster.com (646)437-3748
Mediaplex Joseph Schreiber jschreiber@mediaplex.com (415)293-1859
Microsoft Mobile Advertising Shane Robbins srobbins@microsoft.com (425)421-1367
Millennial Media Mack McKelvey mack@millennialmedia.com (443)992-4193
Mochila Inc. Mary Jo Romeo mromeo@mochila.com (212)587-5166
MTV Networks Danielle Oh danielle.oh@mtvn.com (212)846-8000
MyWebGrocer Rebecca Roose rroose@mywebgrocer.com (802)8571211
Myxer Sean Trigony sean.trigony@myxer.com (954)360-0360

Navteq Media Solutions

Michael Nappi

michael.nappi@navteq.com

(61014077426

NBC Universal Digital Media

Paul Thenstedt

Paul. Thenstedt@nbcuni.com

(312)836-5708

Nestle

Brian Catalano

brian.catalano@waters.nestle.com

(203)863-0520

NetSeer Benham Rezaei benham@netseer.com (408)992-5255 (202)
New York Times Digital Tiiu McGuire mcguit@nytimes.com (212)556-3587
Nexage Bill Guild bill.guild@nexage.com (781)890-0071
Nurun Nancy Bistritz nancy.bistritz@nurun.com (404)591-1652
OpenX Limited James Kung james.kung@openx.org (626)466-1141 (6016)
Operative Tim Robinson TROBINSON@OPERATIVE.COM (212)994-8907

Pandora Media Inc.

Cheryl Lucanegro

clucanegro@pandora.com

(510)842-6926

PC World Stephan Scherzer stephan_scherzer@pcworld.com (415)978-3242
Peerset Mike John-Baptiste jb@peerset.com (415)845-1187
PointRoll Max Mead mmead@pointroll.com (267)558-1300 (216)

PricewaterhouseCoopers

Danielle Ritter

danielle.ritter@us.pwc.com

(408)8173783

Q Interactive

Shannon Pierce Cullins

spierce@qjinferactive.com

(312)224-5178

Quattro (Apple iAd)

Jennifer Lum

jlum@quattrowireless.com

(781)250-0581

Rovi Corporation

Adam Powers

adam.powers@rovicorp.com

(408)764-5453

R. L. Polk & Co.

Therran Oliphant

therran_oliphant@polk.com

(248)728.7952

Sapient

Mario Solares

msolares@sapient.com

(305)506-0347

Scripps Networks

Paul Hutton

phutton@scrippsnetworks.com

(212)549-2915

Sidebar, Inc.

Stephanie Grossman

stephanie@digitalsidebar.com

(310)382-5262

Sony Pictures Television

Mark Donohue

mark_donohue@spe.sony.com

(212)833-7671

Sprout Carnet Williams carnet@sproutinc.com 808-292-2562
Strata Marketing Robert Burkhart rburkhart@spotbuyspot.com (203)663-1365
TARGUSinfo Paul Mclenaghan paul@TARGUSinfo.com (703)272-6225
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The Sales Athlete, Inc.

Kathy Aaronson

kathy.aaronson@salesathlete.com

(310)275-8900 (226)

The Slate Group

John Harvey

john.harvey@slate.com

(212)445-4229

The Wall Street Journal Digital Ryan Walker ryan.walker@wsj.com 212-597:6081
Network
The Weather Channel Cameron Clayton cdclayton@weather.com (770)226-2203

Theorem, Inc.

David Simpson

dsimpson@theoreminc.net

(973)665-1700 (208)

Thomson-Reuters Mike Dehm mike.dehm@thomsonreuters.com (415)677-2550
Time Inc. John Paris john_paris@timeinc.com (212)522-3485
Time Out New York Marci Weisler mweisler@timeoutny.com (646)432-3090
Traffic Marketplace Meghan O'Holleran meghan.oholleran@trafficmp.com (310)647-1408

Tremor Media

Matthew B. Corbin

mcorbin@tremormedia.com

(312)492-4521

Turn, Inc.

Xuhui Shao

xuhui.shao@turn.com

(650)353-4376

Turner Broadcasting System, Inc.

Joey Trotz

joeytrotz@turner.com

(404)8273538

Unicast

Ashwin Katta

akatta@unicast.com

(212)201-0816

Univision Interactive Media

Diana C. Valencia

dvalencia@us.univision.com

(646)487.5918

USATODAY.com Rose B. Rouse rrouse@usatoday.com (212)715-5453
ValueClick Media Tony Winders twinders@valueclick.com (818)575-4681
Vevo Fred Santarpia fred.santarpia@vevo.com (212)331-2422
Vizu Nick Rau nrau@vizu.com (415)362-8498 (12)
Washington Post Digital Beth Jacobs beth.jacobs@washingtonpost.com (202)334-9987
WeatherBug Michael Lombardi mlombardi@weatherbug.com (212)551-3596
WhitePages Craig Paris cparis@whitepages.com (646)375-4356
World Wrestling Entertainment Greg Toothaker greg.toothaker@wwecorp.com (203)352-1133

WorldNow

Doug Campbell

dcampbell@worldnow.com

(212)931-1265

Yahoo!, Inc.

Alex Linde

alinde@yahoo-inc.com

(408)349-3300

Zeta Interactive

Rod Roudi

rroudi@zetainteractive.com

(646)834.9358

Ziff Davis Enterprise

Carine Roman

carine.roman@ziffdavisenterprise.com

(212)503-5764
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About the IAB

The Interactive Advertising Bureau (IAB) is comprised of more than 460 leading media and technology companies who are
responsible for selling 86% of online advertising in the United States. On behalf of its members, the I1AB is dedicated to the
growth of the interactive advertising marketplace, of interactive’s share of total marketing spend, and of its members’ share
of total marketing spend. The IAB educates marketers, agencies, media companies and the wider business community
about the value of interactive advertising. Working with its member companies, the IAB evaluates and recommends
standards and practices and fields critical research on interactive advertising. Founded in 1996, the IAB is headquartered
in New York City with a Public Policy office in Washington, D.C. For more information, please visit www.iab.net.

The IAB has six core objectives:
e Fend off adverse legislation and regulation
® Coalesce around market-making measurement guidelines and creative standards
e Create common ground with customers to reduce costly friction in the supply chain
e Share best practices that foster industry-wide growth
* Generate industry-wide research and thought leadership that solidifies Interactive as a mainstream medium

* Create countervailing force to balance power of other media, marketing, and agency trade groups



