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Brave New Digital World

() comSCORE




comScore in Italia €) cOmSCORE.

W’

Rilevazionali tutti i siti web italiani, Taggratuito e opensource

Metriche standard WW e conseguente disponibilita di benchmark
internazionaliancheper PMI e tipologiadi industry

Rilevazionali tutto il traffico di Videoon-line in Italiae canaliYouTube
Rilevazionsociodemografiches dei comportamentidi navigazione

130+ clienti cheutilizzanoi dati Italia

35.000+ panelisticonmeter installatosul PC

48.000+ possessati cellulareintervistati perla ricerca Mobilens
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Audience Advertising
Analytics Analytics

comScore MMX® comScoreAdEffx"

comScore Vldeo Metrix® comScore validated
. comScoreMobiLen® Campaign Essentials °



Le nuove partnership

() comScoRre

| dati di comScore entrano nei tool di pianificazione e valutazione di
Media Consultants éMediasoft

» Nellapianificazionantegratain Netbox
come tool di rankinggostruzionee
valutazionecampagnesiaweb chevideo

» In postbuyautomatizzanddo scambiodi
informazionetra vCE eéNetboxper la
verificaquotidianadi coerenzdra pre e
post

> Analisideirisultati vCEnellavalutazione

Qelle campagneJultimediali /

iab.
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> Nellapianificazionecomeausilioalla
stimadellaparte Web dprodotti
crossmultimediali

» Infasestrategicaper leanalisidei
risultati delle pianificazioni
crossmultimedial; siacome competitor
analysichecomesogliedi visibilita

> Utilizzodeivalori vCEN uncontesto

QOSSMuItimediale /




| futuri sviluppi () comScCORE

MMX
MULTI-PLATFORM

Lancio nel primo semestre 2014

In funzione del numero dei sttaggati

iab. O
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Complete Campaign Delivery Validation
& In-flight Optimisation

comScore validated Campaign
Essentials




Momentum for Advertising Analytics

22 of the Top 25
Largest Global Advertisers
are VCE/CE Clients

This includes ALL Top 10
FMCG Advertisers




Our Customers Span the Advertising Ecosystem

Marketers DSPs Publishers
Agencies DMPs Ad Networks
Trading Desks SSPs
Exchanges
Ad Servers




vCE Adoption at All Major Agency Groups
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validated Campaign Essentials Momentum

Impressions Measured byCEv. Nearest Competitor*

International
*March 2013 o




VCE Delivers Results

Implemented new digital strategy and analytics in first half of year 3
ROI results from their first two Brand Market Mix Models
(Based on R/F, Targeting and Cost Optimization)

Brand 1 ROI Brand 2 ROI

6X

3X

5X
2X
—- ]

Year 1 Year 2 1H Year 3 Year 1 Year 2 1H Year 3

Holloggis
iab. ©




O In-view

COMSCORE. @ Correct geography

VCAM PAI G N x Brand safety
ESS E NTIALS ® Non-human traffic

@® |n-target audience delivery




comScore validated Campaign Essentials™ (vCE®)

Comprehensive

&
Unduplicated
Complete Measurement Accurate
Viewability Audience Data

Reattime Single tool, single tag, Quality data
optimisation single database for transacting

iab. ©




How does vCE work?

+ ‘;/ . . . A “‘ _
Census Panel

Asingle ad tags appended to every c o0 mS c glabaltws million person
creative to provide &omplete view panelis used in conjunction witbensus
of campaign delivery datato validatetarget audiencedelivery

CAMPAIGN
ESSENTIALS

©» nVview audience

geography « age
gender

<<:3 brand safety sl

non-human household size

traffic presence of children

behaviouralsegments




vCE viewabililty measurement is...

Aligned

Uses thd AB

Census

Provides complete

proposed definition for Measurement,
Including most
crossdomain
HEWES

viewabilityfor display

(@)

Independent Accredited

Doesn’t r el yAcoatited by the
Samplingbased Media Rating
approaches Council




Viewability

'46%  13%

average in view If ad runs on unknown
for all ads or blind domain




Audience Insights

Frequency Targeting

5.8 | 43%

average frequency average % in target

2.0

median frequency




Crucial Disconnect

Planning Measurement

Trading Measurement




A Solution?

Planning Measurement

Trading Measurement

=




SEMINAR

Scott Joslin
VP International Advertising Effectiveness, comScore

Grazie Mille




