I GEMIUS Programmatic Marketing with
Gemius

We support knowledge-driven business decisions.com

www.gemius.com







Digital marketing evolution Il GEMIUS

Age of delivery Age of targeting Age of optimization
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How programmatic differs from traditional I GEMIUS

Traditional Execution Programmatic Execution
* Plan and revise quarterly « Execute and optimize in real time
 Buy blocks of impressions * Buy individual impressions
» Fixed price dynamics « Dynamic pricing efficiencies
» “Averaged” audience  1:1 consumer |nS|ghts
insights
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Programmatic is a
fundamental shift,
not just in how media is
bought,
but in how advertisers can
engage with customers
more effectively.




Programmatic ecosystem
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What is Programmatic Marketing? I GEMIUS

% E Eﬂ)) Use of consumer data and business rules
ﬁy (i.e. algorithms)

Adoption of a real-time decision-making

@ g O\N l%] platform

Measuring and tailoring every interaction
with consumers, at the impression level

With programmatic marketing, you can buy concrete users in an
automated way!



Real Time Bidding — How it works

(it GEMIUS

2. Request ad from
ad server

1. Consumer uses 3. Redirect to ad
a device

exchange
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6. Consumer 4. Send to real-time
sees ad bidders

-
5. Winner Bidder 2
serves ad
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Programmatic Marketing: Schematic

Female, 26 years
Behaviour: fitness, travel, cars

Online marketplaces & technology suppliers provide
platforms with real-time processing of ad spaces

DSPs, SSPs,

AdExchanges

100 milliseconds (Open RTB Standard)

1

bid # 2
delivers the
ad at €0.91

i GEMIUS
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Real Time Bidding — How it learns Al

Hadoop/Map Reduce

Hbase/Real-Time
Key Value

Data Warehouse

Machine Learning

Open
Algorithms

Visualizations

Real-Time
Bidding

Dynamic
Creative

Ad Server

(it GEMIUS
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The right content, on the right device, at the right time I GEMIUS

The changing digital landscape is contributing to changes
in consumer behaviour
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24 hours of the user - Context is critical

I GEMIUS

E
i

7:30 am 10:00 am 11:00 am 14.00 pm 18.00 pm 21.00 pm 22.30 pm
Reading news Working Directions to Working Running at Relax with Checking e-mail
a meeting the gym TV and tablet before going to

bed



How Can You Deliver A Consistent Experience Throughout
Your Customer’s Journey?

Browse Research

i GEMIUS

14



Big Data in Programmatic
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Programmatic marketing is data-driven, real-time and always

learning

tGEMIUS

Turn Big Data noise ...

... into true customer

intelligence ...

... and effective action
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The first step is to understand your customers’ behaviour il GEMIUS

Building knowledge from data

Data Insights Action
INTERNAL SEGMENTS MEDIA
ONLINE CHANNELS

OFFLINE
EXTERNAL
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Gemius Data Management Platform Il GEMIUS

»e»o

1tPARTY SEGMENTING
3d PARTY STORAGE / WAREHOUSE TARGETING
NORMALIZATION
SELECTION / SEGMENTATION

ANALYTICS / DECISIONING
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How do we manage data for programmatic marketing?

I GEMIUS

Data from different sources is put together in one place to reach
customers through programmatic buying

(

gemius(%)Prism

Web analytics data

In-depth conversion
data

Customer behaviour
segmentation
Campaign performance
optimization against
advanced conversion
metrics

Advanced retargeting

gemius(~)DirectEFffect

Direct sales campaign
data set: frequency
capping, effectiveness
segmentation

Providing Real User
information

Socio-demographic data

Ongoing campaign
optimization against
gDE campaign data

Prospective optimization
[/ advertiser industry
targeting

Segmentation
Cookie matching

19



il GEMIUS

Key benefits



Key Benefits for Marketers

4>

EFFICIENCY EFFECTIVENESS
Eliminate waste Personalized experience
Automate manual work Focus on highest value

segments

I GEMIUS

CONSUMER INSIGHTS
Detailed behavioral data
Real-time
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Gemius - operating in over 30 markets in the EMEA region il GEMIUS

Belarus
Belgium

Bosnia &
Herzegovina

Bulgaria
Croatia

Czech Republic
Denmark
Estonia

Hungary

Latvia Romania

Lithuania Russia

Luxembourg  Serbia

Macedonia Slovakia
MENA Slovenia
Moldova Turkey

Montenegro  Ukraine

/

Poland

Portugal

AIN¢



We are offering you a global-local programmatic marketing

partnership

s GEMIUS

The biggest CEE big data experts.

Local relevance, context, local experts.

CEE pioneers in campaign measurement -

15 years’ experience.

Measuring over 3000 campaigns monthly.

i GEMIUS

Data XU

DataXU home grown technology.

The only DSP also offering programmatic
for guaranteed campaigns.

The first DSP to expand to video and
mobile.

Perfect 5.0 algorithmic decision-making
(by Forrester).
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A customer-centric platform with the richest creative palettes in
the programmatic industry

Omni-channel
optimization

Display Mobile

Facebook

Creative decisioning
optimization

DataXU-owned technology,
not white label

Video

I GEMIUS
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