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Adnetik Growing A Trading And Targeting Firm Says CEO Montes

October 12, 2010 – 12:09 am
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Ed Montes is CEO of Adnetik, an online advertising targeting and trading company.
AdExchanger.com: Let’s begin with you. What are your responsibilities as CEO of Adnetik today?
EM: One, I set the vision for the company. Two, I attract, retain, and recruit the best talent for the company. And three, I make sure there's money in the bank to run the company. Fourth, I work closely with Nate Woodman, our COO, who leads our product team, on setting the product vision.

What would you say some of the key differences from your previous, executive role at the agency Media Contacts?
There's a massive difference in the companies in the sense that a significant part of Adnetik’s business is technology with a portion focused on service. The product in the agency world is really the people, who are very service oriented. Adnetik has an additional layer of product development and technology development that the agency world, in my experience, doesn't have.

Do you consider Adnetik an agency trading desk?
I use the term "targeting and trading company." While we have elements of a trading desk, and while we have elements of a demand side platform, we have additional elements around data management, data aggregation, and customized targeting that I think distinguishes us from both groups. Hopefully, we're creating a new type of company that was the intention.

Why did you pick that strategy?
Adnetik’s purpose is to maximize the performance of an advertiser’s investment in media by trading media and data assets between portfolios of advertisers and publishers. We do this by leveraging data from multiple sources, applying optimization algorithms and data driven buying decisions across various sources of purchased media in order to efficiently distribute each ad impression on behalf of each advertiser.

In what geographies is Adnetik today?
Today, Adnetik today is operational in the U.S., UK, the Netherlands, Mexico, Spain, and Brazil.

Are you owned by Havas?
Adnetik was incubated by Havas, but now we operate as a separate company. We still have a very strategic partnership with Havas.

How far do you plan to go with display advertising in terms of buying partners such as ad networks, exchanges, direct-to-publisher?
We have relationships with all three formats from a display standpoint. We're aggressively trying to grow all three formats, so doing anything we can to increase the liquidity of the inventory we see.

One of the things that I think distinguishes us is that we're much more interested in - say premium inventory than simply price discriminated inventory. We've always suggested that there was going to be a "premium" in a biddable environment. That's another reason why we're going directly to publishers.

Is part of the process here to take the ad network out of the equation. Is that a goal?
No, I don't see that as a goal. In our experience in Global market places, inventory acts differently. You may need to have a strong relationship or an inventory supply relationship with ad networks for many reasons.

How are you selling yourself – as in Adnetik - within Havas today?
I'm glad you said, "sell yourself," because I think that's a big difference between us and captive agency trading desks within other holding companies. We do have to sell ourselves to the Havas Digital entities. We have also sold our product and services to many partners outside of Havas Digital.

We sell ourselves as an advanced targeting company that uses exchange based principles to achieve efficiency for their clients.

And you're essentially competing with other DSP/ad networks on buys?
Yes. We have to earn our keep, if you will.

One of the rationales for doing what we do is to establish a level of market competitiveness for Adnetik that would not be based on simply having an internal view of the world, but rather understanding what the marketplace as a whole was requiring, so we could compete at that level.

Would Adnetik ever acquire technology?
Absolutely, if it is something that could give us a competitive advantage.

Right now, I don't foresee any acquisitions in the near future. But, if we felt a need for something, we have the ability to go out and acquire it.

Who is the ideal client for Adnetik? More brand awareness, more DR branded offer...?
First, every client is worried about their brand. I don't care what a DR client tells you, they are. And every brand client is worried about performance. It's a specious distinction. I think they're more methodologies than anything. What I would say is that an ideal client for us would be one that has a lot of user data and is seeking to use that data to create targeting efficiencies.

Looking at the skill set of people you’re looking to hire at Adnetik today, do you hire media buyer/planners, for example?
The planner/buyer function - we don't have it and there’s a strong need in organizations such as ours. We need someone who knows how to match up the clients goals with our targeting options. What we do have is something that is probably more akin to the publishing side, which is an ad operations team. They currently manage each account from sale to delivery.

As for the types of people that we look for, they could be former media planners or buyers, so long as they have a strong quantitative background. They’ve done something in math, in statistics, or even database related.

I think those people tend to get our process better. And I would also say people who have good knowledge on how to use ad severs are very well suited to this business.

Follow Adnetik (@adnetik) and AdExchanger.com (@adexchanger) on Twitter.
October 12, 2010 – 12:09 am

Real-Time Automation Changing The Media Planner Roles Says Maxus Data And Insights Director Lawson


September 20, 2010 – 2:12 pm
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Martin Lawson of media agency Maxus Global - which is under WPP's groupm umbrella - was recently appointed Maxus' Global Data and Insights Director. Previously, he was Head of Insight at digital agency i-level. 

From the release, much of Lawson's work for Maxus "will focus on strengthening Maxus’s 'Relationship Media' offering, a new media agency model powered by creative media thinking and sophisticated, real-time customer data." Read more.

Lawson shared his thoughts on his new role and the evolution of the media agency model.
AdExchanger.com: As global data and insights director at Maxus, overall, how do you see your new role helping shape a new media agency model?
ML: It’s clear to me that most ‘traditional’ media agencies still need to improve their digital offering. They are in a great place to integrate digital into the media mix, but sometimes fall short in either strategic or technical competence. Or they may have both competences, but struggle to join them together. This shouldn't really be a surprise, since they are already covering a lot of bases and are often of sufficient size that they can't adapt their processes quickly enough to response to changes in the digital market. I also suspect that they aren't being pushed hard enough by their clients in terms of integrated, digital strategies.

So this creates an opportunity for nimble, digitally-savvy agencies to exploit. The agencies that succeed in this area are likely to be small and young enough to avoid the trappings of scale and legacy process. However, to make an impact, they also need clout - primarily achieved through buying power. Maxus meets all of these criteria and is well on the way to delivering an innovative, future-facing approach to media planning. My contribution to this effort is to bring a blend of digital and traditional media evaluation experience and use it to underpin a planning process aimed at today's consumers. We believe we have a compelling approach that is relevant for many advertisers. It's a model that also recognises that consumers are increasingly engaging with media that aren't bought or traded in a conventional way. It's not a fixed model either, in fact it's one that will need constant innovation.

Are media buyer and planner responsibilities beginning to change given the digital world? How?
The digital world demands that large volumes of data be processed - and decisions made - in a very short period of time. The ultimate extension of this is to automate real-time investment decisions using ad exchanges and DSPs. This doesn't necessarily detract from the role of planners, since they need to both interrogate the results from automated investment decisions and - more importantly - set the strategy for digital activity. This requires an appreciation of all digital channels and how they integrate with other strands of comms activity. Successful planners in the future will need to both set the comms strategy and know how to deploy technology to help achieve this. Understanding how to get the most out of increasingly diverse and complicated digital channels will be the key.

Can you share any upcoming, big trends in digital media that you  will be keeping in front of for clients? 
As digital fragments (in terms of both channels and devices), there is a real need to form comms strategies that can accommodate this complexity. To do this requires an understanding of how all the channels integrate over the entire customer journey. I've been passionate about understanding the interaction between digital channels for many years now, and whilst the argument against is compelling, there are still hosts of advertisers who make investment decisions on the back of the last-click-wins model. This is simple, but massively flawed; these advertisers are missing out on untold opportunities. The logical next step is to expand our perspective to incorporate non-digital channels into our assessment, and to understand not only the behaviour we see, but the motivation behind the decisions that people take as they engage with brands.  In terms of other trends, I don't think it'll be long before the industry substitutes the phrase 'mobile' with the term 'location-based' advertising. A subtle shift, but we need to accept that individuals behave very differently depending on their location. The technology exists to target people in this manner, so what are seen as cutting-edge 'mobile' campaigns now will soon be viewed differently. Location will be come another audience selection filter, and quite an important one.

By John Ebbert


September 20, 2010 – 2:12 pm

WPP Group’s Media Innovation Group Addressing Attribution Challenge Says Analytics Exec Becker

October 11, 2010 – 12:28 am
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Eugene Becker is Director, Analytics of the Media Innovation Group (The MIG), WPP Group's proprietary technology firm.
AdExchanger.com: What is your perspective on the attribution challenge within the broader context of measurement and analytics?
EB: We see the lack of a viable attribution metric as a central, if not the central dilemma facing digital marketers. The industry is drowning in data, but decision-making remains subjective because marketers know that the last ad model can lead to wildly suboptimal decisions. A typical case is where bottom-funnel tactics receive the entire budget, while the top-funnel sites that are actually driving demand get little or nothing. If no one has faith in the metrics, the accountability model suffers. At the end of the day, the growth and power of digital media is constrained because we are still facing this fundamental measurement challenge. 

How is the MIG’s attribution offering unique?
In developing ZAP Attribution, we focused on two major gaps in the market – lack of objectivity and lack of accountability.

Prevalent attribution solutions rely on an analyst to assign weights to different impressions. However, the rationale for these weights is ultimately subjective. This is the objectivity challenge that we solved – ZAP Attribution is powered by an algorithm that determines the impact of each impression on conversion. ZAP Attribution is one hundred percent data-driven. There are no assumptions, and the model delivers fact-based, unbiased results. This in and of itself is an important step forward for the industry.
The second issue is accountability. The attribution challenge goes beyond merely assigning credit beyond the last impression. The attribution algorithm should accurately predict the impact of an optimization decision on performance. We have benchmarked ZAP Attribution relative to the last ad model in terms of its predictive power and our solution outperforms by a wide margin. This means that optimization decisions based on ZAP Attribution metrics will actually deliver the intended gains in performance. It is this gain in predictive power that differentiates ZAP Attribution from other solutions on the market and will be the driving force behind its adoption.

How does data drive the model?
Our Zeus Advertising Platform (ZAP) and its suite of applications, including ZAP Attribution, are built on the comprehensive data foundation of user-level data stored in the Zeus data warehouse. The ZAP Attribution model leverages this atomic-level data and incorporates the core drivers of performance across media, frequency and recency along with other factors. Because ZAP has robust cross-channel tracking capabilities, the model is applicable across all digital channels. For example, we can determine the impact of display on search or affiliate marketing. These capabilities enable marketers to understand complex cross-channel relationships, identify the true drivers of conversion and maximize the value of their media investments. 

Last ad attribution has survived for a decade. What do you see as the evolution path?
The last ad model has become entrenched in the industry by default, as its longevity is predicated on the fact that no one has successfully commercialized a better solution. The demand for such a solution is quite palpable across agencies and marketers. With the launch of ZAP Attribution, all signs point to rapid adoption moving forward. We believe that robust attribution capabilities will quickly become a competitive prerequisite across the ecosystem. At the end of the day, digital marketers must move beyond the last ad to accurate and fact-based attribution to deliver the marketing effectiveness and the accountability needed to grow the digital channel. 

Follow TheMIG (@migtweets) and AdExchanger.com (@adexchanger) on Twitter.
Digital Is Transforming The Magazine Publisher -Which Means Transformation Of The Agency At MediaVest

October 18, 2010 – 12:05 am
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Publicis MediaVest svp, director of publisher investment and activation, Robin Steinberg, and Sarah Baehr, svp, director of digital publishing solutions, discussed transformation occurring at their agency which serves the magazine publisher world and how digital is impacting that strategy. Baehr was recently hired by MediaVest after spending six years at digital agency Razorfish as head of media planning and buying operations among other agency roles.
AdExchanger.com:  Tell us about the strategic changes going on at your agency.
Robin Steinberg: It starts with the transformation going on at the publishing houses where publishers are recognizing that their content can be produced and distributed on many different platforms serving many different types of experiences -and giving the consumer choice and control.

With that, we recognize that we couldn't use the same approach or process that we have in the past and we needed to partner with publishers in a more holistic, 360 way.

It’s really about a content strategy - depending on who the client is and what objectives we need to fulfill for them - and making sure that we deliver to the right audience on a more precise targeted basis across platforms.

AdExchanger.com:  Sarah, what do you see as the unique opportunity for reaching the right audience in digital for publishers? Social media, for example?
Sarah Baehr: I think the great thing about social is that there is no one thing. Facebook is important. Twitter is important. Being able to dig up your content in a smart way is important. And that's all about being where your consumers are in a way that makes sense.

It's about knowing your audience well, knowing the value of the brand and the content you're developing, and making sure that you're delivering it in the right way at the right time in the way that your audience expects to see it.

Robin Steinberg: I also think that publishers are embracing or recognizing technology as their friend, not their foe, and has great value in addition to the traditional way in which publishers approach distribution.  Part of the reason why we brought Sarah on board is to help create these types of approaches.

AdExchanger.com: Is data‑driven media more on your minds today?
Robin Steinberg: From a digital perspective, being able to precisely target what you're going after with the use of data is critical. But I think that we can't lose sight of art and science, and there's still a lot of art that needs to be developed along with the science, which is part of the communications planning architecture that we're trying to build here.

AdExchanger.com:   What do you think some of the biggest misconceptions are among magazine publishers today regarding digital?
Robin Steinberg: I think that because magazine publishers think they are smaller in scale today, they are not as important or as valuable. In fact, I would argue that their content has, in some areas, higher levels of engagement.

Sarah Baehr: And one of the things that we identify is similar to the idea of an ad network and the scale and opportunity it provides. Publishers like a Time Inc. or Conde Nast - if you look at all the opportunities and channels they have to reach an audience - it gives them a tremendous amount of scale embedded in beautiful, curated content to deliver a message in a story fashion.

AdExchanger.com:  Looking at media today, and if you were just starting out, what would you do to prepare yourself for a successful career knowing what you know today?
Robin Steinberg: It's about mindset. The traditional mindset coming into media is very linear, and about becoming an expert in one thing such as TV or broadcast, radio, print, out‑of‑home, etc. Today, as digital has really transformed the media landscape, looking at it more holistically is how I would prepare myself.

Don't think of it in silos, but think of it more as content distribution, and how the consumer engages with that content based on experience, and what value that brings.

By John Ebbert
 
October 18, 2010 – 12:05 am

VivaKi Nerve Center CEO Hecht Responds; Discusses Google And Demand-Side Platform Strategy

November 30, 2010 – 1:07 am
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VivaKi Nerve Center CEO Curt Hecht discussed his company's relationship with Google as well as Publicis/VivaKi's strategy for pursuing this key relationship as it looks to provide audience-driven buying services to VivaKi member media agencies. 
Hecht also addressed a recent TechCrunch report that intimated rebates may be a part of VivaKi's deal with Google.
AdExchanger.com: The suggestion of a recent TechCrunch article was that possible rebates or kickbacks may be taking place between Google and Publicis. Is it?
CH: No.

What IS taking place and why do you think this misconception exists?
Google makes investments in our technology and our people because it helps expand a marketplace that is data-driven and performance-driven. Yes, this is a market in which Google operates, but so do a host of other media owners. Invite Media works across the marketplace, it is a technology that optimizes the entire market. (Yahoo)

I think the misconception exists with people who don’t completely understand the model or the marketplace. In essence, VivaKi is “white-labeling” Google technology to operate Audience On Demand (AOD). We make no apologies—it is the best technology in the industry today.

The VivaKi Nerve Center (VNC) and its investments are focused on expanding our AOD solution across Display, video and mobile ads using our trading desk service model; this represents an industry first, and a huge advantage for our clients.

VivaKi has a very transparent model which is driven by our client teams who always work in the best interest of their clients. To earn client investment, Audience on Demand must beat the ad networks and direct sales channels in a performance and data driven marketplace. Our clients and their teams do not allow for bias.

Clients spend money on Google because Google performs. This is a performance-driven marketplace. If Google campaign results did not meet agreed KPIs, clients would not spend money on it.

Is Invite Media your only demand-side platform vendor? Can you share your plans for DSP vendors?
Invite Media is not the only DSP solution we leverage today, but they are a primary partner of ours. As many in the industry know firsthand, we are very focused on self-service oriented platforms that can support the data and media partnerships we've created. And we are very clear about our intention to evolve with the team of experts and active clients that we've been steadily building throughout 2010.

We have an extensive set of criteria that we leverage to determine if and how a DSP platform is going to work for our needs or not. We will continuously monitor where the platforms are heading relative to that criteria, and test them appropriately.

How have Publicis agencies made marketers feel more comfortable with demand-side platform strategies? And, how is VivaKi Nerve Center part of this education process?
As is evidenced by much of the reporting in recent days, education is needed because the marketplace is not only new, it is also evolving.

Education and awareness of the agency trading desk platform have been key to driving adoption of Audience On Demand (AOD) across VivaKi's clients, as well as strong collaboration between the AOD team and agency teams. The AOD team includes dedicated consultants, who are committed to helping our agencies navigate the ever-changing display marketplace and work side-by-side with the agencies to develop campaign strategies that align with the client’s goals and objectives.

Also, education is an ongoing process. The speed at which the audience-driven marketplace is evolving creates a lot of questions, ideas, and confusion.

We have a number of training and education initiatives, primarily because this is still new territory for many people. During the past two years, we’ve conducted numerous client/agency webinars on the display marketplace, AOD and our partners, achievements and roadmaps. Members from the AOD team regularly participate in client and agency meetings to further illuminate the display marketplace and the efficiencies gained through utilizing AOD. In many cases, the AOD team members are seen as independent educators on the display marketplace. We provide case studies to demonstrate AOD in action, and we also produce an internal newsletter called the nerve to spotlight product enhancements, client successes in reaching target audiences, interesting uses of the product and more. It’s a lot of effort and multiple touchpoints because we want our teams and clients to understand the benefits of our trading desk and how it works to connect them to audiences that really matter.

It has been suggested that $1 billion of ad spend will be running through Google from Publicis next year. If true, how much of this will be audience-driven display media spend?
That all depends on Google's ability to innovate rapidly and meet our clients' performance needs. Could be 5% of that, could be 15% of that figure, but the key here is that there are no obligations to make it a specific figure, independent of results.

If it proves to work below average, it will receive below average investment. If it proves to work effectively, then it will grow to its organic point of diminishing returns for each client.

By John Ebbert
November 30, 2010 – 1:07 am

Ad Networks & Exchanges

AdBrite Ad Exchange Differentiates With Transparency And B2B Positioning Says CEO Fanlo
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Iggy Fanlo is CEO of AdBrite, an online advertising exchange. The company rolled out new branding and announced video pre-roll inventory was now available in the AdBrite exchange. Read the release.
AdExchanger.com: AdBrite has been quiet for the past year - up until now.  Why?
IF: We’ve been working feverishly on developing world class capabilities.  Until we had an industry leading product that exceeded market expectations, we didn’t feel AdBrite would get the attention it deserves.  Bringing together 100 percent transparency, 3rd party data application, algorithmic targeting/CTR estimation and auction pricing just doesn’t exist at any other exchange or network.  The addition of video changes the game even more.

How does the video component of the AdBrite exchange differentiate from inventory available through Adapt.tv or BrightRoll Exchange?"
BrightRoll has asked to be an RTB on our exchange. My sense is that they are shooting to be a DSP in the video space, not an exchange despite their PR. As for Adap.tv, I think we differentiate on quality (no UGC), 3rd party data capability across almost a dozen providers for contextual, behavioral, etc; and algorithmic targeting (cost per engagement metrics and eventually pricing). We will both run auctions.

What is AdBrite's business model today?
Regarding publishers, the revenue model is similar to other exchanges where we share the lion’s cut of the gross revenue with them.  However, we are different when it comes to 3rd party data and algorithm providers.  On CPM campaigns, where advertisers are looking to only run in front of high intent audiences, we offer a novel approach.  AdBrite shares 100% of the revenue from these data buys back to the 3rd party providers and we let them set all pricing parameters.  The AdBrite exchange benefits from the incremental volume and trading that helps increase fill rates for publishers and give advertisers an added targeting feature.  For help with CTR estimation and sharing data on these direct response campaigns, we provide incremental revenue gains.

How will you differentiate and compete against larger exchanges such as Right Media Exchange and DoubleClick Ad Exchange?
That’s fairly straightforward.  We continue to be the only exchange that is 100 percent transparent both pre-buy and post-buy on all of our impressions.  No one else, small or large, can honestly claim that.  Additionally, unlike Google and Yahoo! who own those two exchanges, we are a B2B company and have no direct relationship with consumers.  With that, while we abide by all privacy rules and are a proud member of the NAI, we can be more aggressive about our relationships with 3rd party data providers.  Our larger competitors have legitimate concerns about how they’ll be portrayed by the media and viewed by consumers since it can have a very large and direct effect on their consumer businesses.  We don’t share those concerns.

Another major differentiator is our 3rd party algorithms, think the Netflix competition, but real-time and ongoing, and our analytics platform goes beyond Google analytics with more in-depth intelligence.  Finally, AdBrite brings the various pieces of the ecosystem together in one easy-to-use place.

Let's speak to AdBrite's value proposition. What is it for advertisers?  And publishers?
The value proposition is clear.  We shoot for maximum targeting, flexibility, transparency and performance (however it’s measured) by our advertisers.  For publishers, its yield, fill rate and flexibility.  And yes, for all clients, it’s also high-touch, high-quality customer service.

How important are partners to your exchange beyond buyers and sellers such as data players?
Very important.  Whether we are talking about 3rd party data, algorithms, DSPs or others, bringing together the various pieces of the ecosystem is a key AdBrite differentiator and adds a great deal of value for our advertisers (targeting capability),consequently filling rates and overall eCPM for our publishers.

What has happened to your black label/adult business? Is the same inventory available in your AdBrite exchange as the "non-adult" inventory?
While we continue to run an adult business, it is shrinking as an overall piece of our revenue pie.  The inventory is strictly separated.

Can you discuss impression levels and dollars flowing through your white label/non-adult inventory exchange?
We run approximately 1 billion impressions daily and have grown between 40-50 percent from Q2 to Q3, but would rather not comment on revenue figures.

What are your plans around funding? Do you need any to scale? How many employees today?
We have approximately 65-70 employees and are looking to expand our sales and engineering capabilities.

Given your experience in the past year, what would you have done differently a year ago if you had had a crystal ball?
I would have attacked video earlier and more aggressively.  The adoption rates of the VAST standard that came out in February completely changed the game.  Now all of the integration work that was previously required to manually integrate into each and every player and provided a real barrier to entry has almost completely vanished.  We believe all of the great technologies we’ve built to optimize the display world will now revolutionize the online video world.  In addition, agencies and agency holding companies, are rapidly integrating their online video and TV groups.  That effectively combines a $1.5 - 2.0 billion pond with a $60 - 70 billion ocean.  This all can mean only one thing; hyper growth in online video.

And a year from now, what milestones would you like the company to have accomplished?
In 6-8 weeks, we will be the only exchange offering display and video with all our targeting technology, as well as offering both inventory types to Real time bidders/DSPs.  We need to conquer those mountains.  Other types of media (mobile/in-app) and internationalization lie ahead, but we haven’t finalized those timelines.

Follow Iggy Fanlo (@iggyfanlo) and AdExchanger.com (@adexchanger) on Twitter.
October 5, 2010 – 12:09 am

Microsoft’s Rik van der Kooi Discusses Microsoft Display Strategy And AppNexus Investment
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Rik van der Kooi, Corporate Vice President of Microsoft's Advertiser & Publisher Solutions group, discussed Microsoft's recent investment in AppNexus (see release) as well as its evolving strategy in data-driven display media. 
(This interview was conducted on Tuesday.)
AdExchanger.com:  Tell us about today’s announcement regarding Microsoft’s investment in AppNexus.
Rik van der Kooi: So, today, we're announcing a partnership with AppNexus, as you've seen in the press release.  As a result of that partnership, we are able to significantly accelerate the demand for our remnant inventory that we're going to be running through the AppNexus RTB platform while we continue to develop tools that integrate with that app platform for ourselves.

The partnership’s essence is that we will be using their RTB while we focus on building our marketplace and yield management tools that interface with and sit on top of that.

The key reasons for this strategy are:

· It gives us an opportunity to accelerate our footprint both in terms of adding more demand partners for our inventory as well as having a faster international rollout than we were expecting to be doing on our own.

· Second, as a result of the partnership, we think that both parties can accelerate value creation. AppNexus is going to benefit from the fact that they are going to see a lot more supply.  We're going to see more demand.  And both of us benefit from focusing on our areas of chosen specialization.

· The third point is one that I would like to emphasize.  As a company, Microsoft has decided to focus on partnering with the ecosystem in cases where we decide not to build ourselves in the interest of the long-term health of that ecosystem. And where other companies might look to acquisition as a vehicle to accelerate, our focus will be to create meaningful partnerships with significant players, and this is, you could say, the first step in what we think is going to be a significant acceleration of our scale display strategy.

These are three main reasons why we have chosen to enter into a partnership with AppNexus.  We see them as a clear leader in this emerging space, as we've also said in the press release.  And, in addition to the partnership, we're also taking a minority stake in the company.

Are you going to have a board seat with AppNexus?
Yes, it’s a minority stake with a board seat.

What would you say about Microsoft's commitment to this audience-buying digital advertising world?  To date Microsoft has been very focused on search.  Is this partnership and investment the beginning of something new?
I would say it is the beginning of something that will get more external visibility.  Even though search, of course, takes the main stage for us in many respects, as well.  We are absolutely focused on display - and not just brand display - but also audience and performance display.

Our Microsoft Media Network is around fifth place in U.S. reach, and is meaningful in that respect.  We're accelerating the build out of that and we're continuing to invest significantly behind that technology.  As a result of some of the decisions that we are announcing today, it will allow us to put even more wood behind that arrow.  So, we will continue to build out our audience offering the targeting technologies and a broad suite of yield management tools that support the audience and performance businesses. The Microsoft Media Network is going to continue to have a “seat” and will be an offering that exists in parallel to our Exchange offering. We will look to continue to grow it.

Is Microsoft real-time bidded, non-guaranteed inventory now going to be available through AppNexus? Anywhere else?
It’s going to be available in two places.  One is, we're going to bring it to market ourselves and the brand name for that may not have been decided yet.  Let me just call it our Microsoft Advertising Exchange offering, which we will continue to market it ourselves through our advertisers, and partners, and the large agencies.  And then in addition it's going to be available on AppNexus' real time bidding platform.  And those are the only two places that it is going to be available.

What is the status of AdECN in all of this?
Part of AdECN we're winding down as a result of this partnership - especially the element which had been building out the real-time bidding platform. The people that we had working on those activities are going to be transferring internally to the I mentioned before such as marketplace management and yield management components of the marketplace.  We hadn't really launched AdECN as a brand in the marketplace, and we're not obviously planning to do so.

And just for clarification purposes, how does the federated system or Exchange fit within these brand names and your strategy?
The “federated” system was what we originally referred to our RTB system as.  We're going to instead turn to AppNexus to power that part of the Exchange platform.

What are your expectations are for this next step into display for Microsoft? Whether in terms of revenues, scale, etc. in the next 1-3 years?
So, of course, this is a scale-driven business.  The ones that are going to be providing superior ROI and yield to advertisers and publishers are going to be those entities that are able to invest at scale and build out the complex platforms and toolsets that support achieving that.  Certainly, we expect that as a result of our partnership today, we will be accelerating this scale and that will translate ultimately into higher returns for all of the participants including ourselves.  The fact that our inventory is going to be available now to a much larger group of demand partners should provide a yield uplift to ourselves and that is one element of our decision today.

If I look further ahead then, again, we see AppNexus as a clear leader in this space who will be attracting more supply and we firmly believe that over time they will be one of those scale players when the dust settles in this emerging industry, and we will be benefiting both directly and indirectly from their growth in scale.  We also will be looking to facilitate bringing in more demand ourselves, either through other partnerships that we may look to forge, or through our connections within the ecosystem –all of whom are interested in making sure that this remains a viable business model.

Have you given any thoughts into leveraging the tactic of search retargeting?  Also, can you address the merger of search and display and how perhaps this deal may be emblematic of some opportunities you see there?
Search retargeting we already do today, and so there isn't an immediate acceleration for that. Of course, it is an attractive way for us to present relevant advertising to our users.

Regarding the search and display convergence, one of the areas where you can start seeing it converge already is on the mobile phone.  AppNexus will also be the RTB component for our mobile exchange.

Let me give an example of search and display converging on the mobile phone. If somebody is driving on a road somewhere and gets a coupon based on their location sent to them, or gets a coupon sent on previous search behavior, is that a search ad or is that a display ad? We would argue that it’s an ad that focuses on fulfilling a certain intent.

You may have heard us talk about Bing being a decision engine, but as a company, we're very focused on ensuring that people can fulfill their intents and complete tasks in a much quicker way. Search is one area of focus for that. But, display will be the second area of focus for that if we are able to garner the signals that a user provides us. As a result of that we will be able to fulfill that intent quicker, so we will focus on building out technologies that enable that.

Over time, we do expect that the search and display ad formats are going to look more and more similar.  We also expect that advertisers will look to buy them in a similar way.  So, both from a user perspective (ensuring that the user has an attractive experience), and from an advertiser perspective, we expect that they will converge.

Finally, regarding your demand-side channel partners –and I'm specifically referencing demand side platforms and ad networks - do you have any strategy to continue to strengthen the bonds with them?
Absolutely.  Our action today is partially in response to the requests from many DSPs, networks and other demand partners.  On AdECN, we had a number of DSPs live, and we were adding more.  But the demand for our inventory directly coming from DSPs and ad networks was such that we felt we had to accelerate the availability of it.  So, that is one immediate reason behind our decision to forge this partnership today.

The second thing is, we have decided is to not buy a DSP ourselves.  That was a clear decision that we were making in the context of, again, partnering with the ecosystem.  We want to enable other entities in the ecosystem to create value and be healthy.  And so we have decided that we are going to partner with all the large DSPs instead of competing with them.

And then the third element is: through our Atlas Suite, we have a partner program that is specifically focused on DSPs that will allow them to leverage the Atlas tool suite and the Atlas data in a very effective way.  So, yes, we are looking to intensify our relationships with both the ad networks and the DSPs.

By John Ebbert
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Akamai CTO Mike Afergan Says Data Showing Shopping Behaviors Earlier In Q4 Than Ever
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Mike Afergan, CTO & SVP of Advertising Decision Solutions at Akamai recently spoke to AdExchanger.com about his company's Online Shopping Data Visualization tool and recent insights.
AdExchanger.com: Can you explain the mechanics of how the Akamai Online Shopping Data Visualization tool works? For example, how does one company's data feed into it?
MA: The Akamai data cooperative contains information from hundreds of multi-channel retailers, product manufacturers, travel, and telecom websites.  These websites represent over $17 billion of quarterly anonymous shopping transactions.  Akamai processes this data in real time as shoppers interact with these websites.  To produce the statistics, each day we produce a summary from across this dataset.

In addition to a view of what’s happening across the entire co-op, the DV also features data from three distinct product categories – home goods, apparel/accessories, and mass merchants.  We show what’s happening across the board with respect to unique visitors, transactions and sales (revenue).  We pull that information from each member represented in the DV to provide an aggregate view of what’s happening on a daily, monthly, or yearly basis.

To protect the anonymity of our co-op members, the DV is presented as an index (see the tool here), or relative intensity, which compares shopping activity against what we concluded represents an "average" day in 2009.

What can the Index say about audience buying opportunities?  Any insights you can share?
The key power of the insight is that we see transactions before they happen.  We see the users going into market and narrowing their consideration funnel in advance of the purchase.  To be clear, this real-time audience data is what powers Akamai's advertising solutions and the Data Visualization tool provides some summary glimpses into these behaviors.  For example:

· Not surprisingly, Q4 has really picked up – and more and more consumers are using the Internet as their primary shopping medium over the holiday season.

· Online retail continues to grow.  October 2010 saw substantially more activity across our customers on all metrics than did October 2009.   And that meshes well with national retail reports indicating that October 2010 retail numbers exceeded expectations.  November 2010 is on track so far to outpace November 2009 – and that’s before the four-day window between Black Friday and Cyber Monday.

· Consumers, engaged by better online experiences, are starting their shopping earlier in the season.  Even though transactions might not happen for weeks, the most successful brands are extending their Q4 programs earlier in the quarter to be front and center now when decisions are being made with their in-market consumers.  Some retailers are being even more aggressive and running early sales.  We’ve seen these strategies to be rather effective in capitalizing on this early-shopping market.

· While shopping behaviors are up in Q4, the critical surge for retailers comes from the increase in transactions and dollars per customer, as opposed to new online users per-se.  This means it is even more critical for retailers to build relationships aggressively with their customers during the year and quickly identify those users once they are in-market during Q4.

The Q4 Holiday season is certainly a peak season for shopping. Is the DV able to show other micro-trends throughout the year? Any plans here?
In addition to the traditional holiday season peaks throughout October, November and December, the DV shows smaller peaks throughout the year. Most notably, we typically see the following micro-trends:

· Valentine’s Day: Spike in mass merchant activity

· Mother’s Day: Spike in activity across all categories

· Memorial Day: Spike in activity across all categories, especially in home goods

· Father’s Day: Spike in mass merchant activity

· Late August, leading up to Labor Day: Spike in apparel activity

· Pre-Halloween: Spike in apparel activity

As for future plans, what we want to do is partner with our many customers to help them better forecast those mini-buying opportunities across the year.  We are always interested in new ideas to help make the tool a valuable resource for the community.

What do you think the Index says about the success of Akamai Advertising Decision Solutions (ADS) to-date? Where does opportunity remain?
Even more than we originally anticipated, the index speaks to the importance of understanding shopping behaviors in real-time and being able to identify in-market consumers.  As I mention above, even though Q4 transactions happen during a compressed window, the shopping behavior starts weeks in advance. And with the frenzy of shopping behavior, it's critical for retailers to identify consumers that are in-market for their products, and to capitalize on those opportunities.

The fact that only Akamai can see these behaviors in real-time, across the web, and predict transactions before they happen, is why the ADS solutions are so powerful for our customers and the Data Visualization is such an interesting resource.

Of course the interesting statistics also speak to the success of our customers.  Given the renewed health of the retail sector, and combined with site and buying experience improvements online (powered by Akamai's Dynamic Site Accelerator solution), we think our online shopping data is a real difference-maker to our customers’ businesses.  With rigorous analysis, our customers in many instances can see material increases in the number of transactions they’re seeing online – sometimes up to 10 or 15% more than they’d been getting prior to working with us.  Now that it appears that the US online shopper is back with a bit of confidence, as evidenced in the DV, our customers are really interested in taking advantage of our ability to find their in-market consumers at just the right time.

With a great product and a growing market, we're excited about what lies ahead.  In the last few years, audience-centric marketing has become the standard of how to attract and convert customers, and we're pleased that we've been part of making that trend possible. In 2011, we look forward to several material advances to our product line including complete availability of our pixel-free platform to any business in the US who wants to implement it, a material upgrade to our modeling system (we can get even better!), increased flexibility and transparency to our customers, and much more.  I look forward to sharing more details behind all this work with you at the right time.

By John Ebbert

November 21, 2010 – 10:34 pm

Aol Strategic Initiative Chief Tom Thai Says Pictela Acquisition Accelerates Project Devil
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Today, Aol continued its charge into the premium digital ad business as it announced the acquisition of Pictela (AdExchanger.com Q&A from 4/5/10), a company whose technology platform provides branded content across advertising and social media according to the release. Read it. Aol appears to remain laser-focused on building premium ad opportunities and preparing for brand dollars coming online in a much bigger way next year and beyond.

Tom Thai, head of strategic initiatives, AOL Advertising, briefly discussed the acquisition's implications with AdExchanger.com.
AdExchanger.com: What's the takeaway for brand advertisers with this acquisition?
TT: The Pictela product and AOL's Project Devil product are both designed and built with brand advertisers in mind. Thus far, both products have been extremely well-received by the brand advertising community as well as the creative agencies. What this acquisition means is, simply, an acceleration of both Pictela and Project Devil development. Brand advertisers can expect more and faster innovation in this space - advertising solutions that really focus on their brand-oriented objectives.

How do you see Pictela working with your previous acquisitions such as 5min?
We see huge opportunity in both video and in rich media branded display formats both of which improve consumer and advertisers experiences.  Video views and traffic to AOL properties are increasing significantly and where appropriate we are likely to leverage Project Devil and Pictela ads to enhance the monetization of that video content. Note also that Pictela formats are industry approved and appear across the web so it is possible you will see AOL video or AOL syndicated video along with Pictela formats on non-AOL O&O properties.

Do you anticipate more acquisitions in the next 12 months?  When will you address mobile, for example?
We'll keep you posted on any acquisition-related announcements.

By John Ebbert

December 16, 2010 – 4:29 pm

Brand.net Addressing Forward Markets And Guaranteed Buying With MFP Platform Says COO Atherton

September 20, 2010 – 12:05 am
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Last Thursday Brand.net announced the launch of "MFP On Demand, the demand-side interface to its Media Futures Platform, in partnership with Digitas and one of its largest customers." Read the release.

Brand.net COO Andy Atherton discussed the new platform and its implications for the company as well as the futures and market concepts.
How will the workflow of today's online media planner change with the introduction to futures-based, automated buying?
Today’s online media planners and buyers have many challenges.  Staffing is as tight and turnover is as high as ever, cycle times are compressing and there’s an ever-expanding and changing mix of sites, formats, etc. to stay on top of.  In parallel, client demands for market insight – particularly forward market insight - are only increasing.

MFP On Demand helps buyers meet these challenges in two key ways.  First of all it gives them direct desktop access to Brand.net’s sophisticated forecasting capability for impressions, reach, audience composition and pricing up to 12 months forward.  Our  forecasting technology leverages the deep expertise of our team and a rich historical dataset developed through buying for and managing hundreds of web-wide campaigns over the last several years.   Planners & buyers can work through scenarios with different targeting parameters, flight dates, creative types, etc and see impact on pricing and availability immediately – no phone calls or emails required.  This information is extremely valuable in planning, budgeting and negotiation with media owners.

Secondly, MFP On Demand gives buyers efficient access to scalable, high-quality, guaranteed media buys from Brand.net.  The forecasting and quoting capabilities operate independently, but are also tightly integrated; any inventory shown in the forecasting view is available with a delivery guarantee through the quoting view with a few mouse clicks.  And of course, the quoting functionality smoothly integrates with agency workflow apps like MediaVisor for I/O generation.

All this said, the best way to understand the workflow though is to experience it for yourself – there’s a flash demo (sign-up required) available on our site that gives a good sense of the depth of capabilities and usability of the application.

How does the platform work in terms of distributing risk? Does Brand.net go out and secure all inventory ahead of time before it lands in the futures marketplace?
The price and delivery risk is all absorbed by Brand.net, but we do not pre-buy inventory.  We use the sophisticated forecasting technology I described above to understand prices and availability for the media target, flight dates, etc. that meet the requirements for a specific buy.  Based on the forecast we write a delivery guarantee up to 12 months in advance.  Just prior to delivery, we acquire on the spot market the inventory we need to fulfill against the forward commitment.   This model allows our customers to secure commitments of volume, price and quality well in advance at fixed rates that are extremely competitive, with a much more efficient operational process than the typical phone/email/fax required for forward buying.

So while we bear the risk – we’ve made a delivery guarantee at a fixed price and we must honor that regardless of the spot price at the time we acquire inventory - our forecasting technology has been extremely accurate.  We have fulfilled on >99% of our delivery commitments on hundreds of campaigns to date.  That’s as good or better than any media owner I know of.

Ideally, in a futures market, shouldn't the market itself be an agnostic platform where publishers and buyers come to transact "pre-buys"? How do you overcome this conflict of interest?
While our technology platform is called “Media Futures Platform”, the current transactional model is more precisely a “forward” contract and not a “futures” contract.  I highlighted this distinction in my last article on ad exchanger.  A true futures market is the ultimate goal – one that our largest customers are keenly interested in pursuing – and our platform has been designed with that in mind, but it will take more time and work to get there.

One distinction is the point you make in your question - that in a true futures market, the market platform itself takes a more neutral role.  However, for that to happen other trading partners must be willing to and have the capability to participate and generate liquidity.  As I mentioned, we have identified willingness and we can provide capability.  This is an area we’re actively exploring with our customers.  Secondly though, a true futures market – with standardized, re-tradable contracts, margin requirements and all the rest – is subject to regulation.  So in order to establish a true futures exchange we would also need to receive regulatory approval.

In an Ad Age article, you said the new business was about "accuracy". Please explain.
Forecast accuracy is not a new thing.  It has been important from day one, which is why we’ve invested so much in that area.  The online ad market doesn’t need any more “best efforts” delivery platforms, where the burden is on the buyer to chase an auction around to get the delivery/quality/etc. that is required to fulfill on a campaign.  Large advertisers carefully forecast every core element of their business, so if we in online media want the *real* media budgets – TV Budgets - we need to provide a platform that accommodates this business process.

What's your expectation on volume levels in terms of impressions and ad spend through the platform today?
MFP On Demand offers guaranteed quotes on >10B impressions, reaching >150M Unique Users in the US, each month.  That’s a tremendous amount of top quality inventory right at buyers’ fingertips.

By John Ebbert

September 20, 2010 – 12:05 am

CEO Apprendi Discusses New Collective Exchange As Ad Network Models Continue To Pivot

November 2, 2010 – 12:09 am
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Yesterday, online advertising technology and services company Collective announced its new Collective Exchange. According to a press release about the Exchange, the new product "allows agency trading desks to directly access, and bid on, Collective's premium, brand-safe inventory and extensive audience data." Read more.

CEO Joe Apprendi discussed the announcement and its implications.
AdExchanger.com: Why does it make sense for an ad network to move into exchange strategies?
JA: The exchange model is a good complement to existing, full-service, buying strategies. However many ad networks will find it challenging to successfully move to the exchange model because so many have undifferentiated inventory, data, technology and services.

The truth is, while dynamic pricing is valuable for certain kinds of inventory, addressing the need for identifying and delivering high-value audiences are where we see an opportunity. At the end of the day, no matter how buying practices change, one constant will always remain: the combination of the highest quality audience and the best ad environment is critical for brand advertisers.

Collective will do for the exchange space what we already did for the ad network space five years ago: elevate the entire business by providing premium inventory, audience data and the analytics that matter to brand advertisers.

Can publishers on your network which are part of the exchange choose to opt-out of the exchange?  What controls do they have?
Nothing has changed as far as how we monetize unsold ad impressions on behalf of our brand-name publishers. The Collective Exchange now provides a new dynamic pricing model via RTB for agencies and advertisers that choose to buy this way.  Just as with Collective today, publishers have full transparency into what advertisers are running and flexibility to opt-in/out of campaigns. We see this as a win-win for our publisher partners.

How will you manage between Collective's own ad network bidding on the inventory, Collective's AMP client partners bidding on the inventory and agency trading desks bidding on inventory? Does Collective's ad network take priority in the exchange, for example?
Collective Exchange simply provides access to ad impressions to agencies and advertisers to bid on audiences with greater frequency at a price point that works for them.  Instead of only offering fixed CPM access to our audience data and premium inventory, agencies and advertisers can now can bid dynamically via their own RTB platform.  Collective Exchange complements our current value proposition for brand advertisers so that they can take full advantage of their investment in RTB buying technology.

Is the inventory on the exchange real-time biddable? How much control do publishers and the agency trading desks have?
Ad impressions on the exchange is real-time biddable and pricing floors can be set for any combination of data and inventory. Agencies and advertisers can bid on their own data in combination with our own audience data.  Today, the AMP Audience Cloud has data on 190 million unique users in the US with thousands of audience attributes, from demographic, in-market to purchase behavior segments.  This combined with our proven certified publisher list, content monitoring and ad verification technology makes this ad environment the safest in the business.

Finally, how does Collective work with AppNexus?
AppNexus has established itself as the leader in RTB technology and display advertising.  We are longstanding partners, and we combine their expertise with Collective’s unique capabilities in audience data, ad effectiveness metrics and analytics.  We leverage our combined technologies to make it as efficient as possible for brand advertisers to leverage real-time bidding with the audience and ad environment standards they require.

By John Ebbert
November 2, 2010 – 12:09 am

Connexity CEO Gross On His New Ad Network With An Audience Targeting Mashup

November 15, 2010 – 12:05 am
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Dave Gross is CEO of Connexity, an online advertising network.
AdExchanger.com: What did you learn at Fastclick (sold to Valueclick in 2005) that you're bringing with you to Connexity?
DG: How to simultaneously improve yield for both advertising and publishing clients through increased ad relevance. The market has matured, somewhat, and there are a lot of new tools available, but it has a long way to go. We ran the most efficient network operation with the highest revenue and profit per employee. Connexity will do even better.

What problem is Connexity solving?
The ongoing problem of improving relevance to make the marketplace more efficient. We also believe we can reduce intermediation which also makes the marketplace more efficient.

In terms of classifying your business in a "nutshell," are you comfortable with ad network, data management platform, performance marketing agency, etc....?
The best bucket to put us in is ad network. We are full-featured, balanced for both advertisers and publishers, using data - not selling it. We also have new stateless ad serving technology that enables our more personalized ad delivery.

What would you say will be your company's key points of differentiation?
Being truly audience-centric from day one. The platform is purpose built to take advantage of both social graph and recommendation engine techniques. We consider our entire network of publisher and advertiser audiences to be one implicit social network. Connexity is also very extensible off of the desktop into mobile web, applications, and even email optimization and dynamic search results. We intend to take advantage of our "Audience Mashup" in as many channels as we can get traction.

How will pricing work for Connexity's offering?
We will largely be buying CPM and selling CPA, but with a lot of flexibility.

Looking at Facebook, do you see them as the big winner in social advertising? How will Connexity leverage Facebook?
Right now Facebook's eCPM is sitting at about a quarter of the average across all online display media. As reported and estimated (11/11/10 - The Wall Street Journal), they have about 25% of all impressions, but only about 6% of the revenue. The big winners in social advertising will be the companies that can extract demonstrated relevance from the interconnectedness of people online -all people online, not just those visiting one website. Activities like "incentivized likes" do not help the explicit social networks gain credibility as truly relevant for advertising.

Connexity has no plans to directly leverage Facebook. Connexity is not a social network "overlay". We will touch the same people Facebook touches on the larger implicit social network of the Internet as a whole.

Now that Connexity has picked up some funding with your own Persistence Partners, what are "next steps" for the company?
We are closing out additional funding from Fastclick insiders and other interested parties. We continue to build and test, build and test. We are growing the team for service launch in 2011.

As an entrepreneur, what's the hardest part of starting up a new business from your point-of-view?
The hardest part to Connexity was deciding what to focus on. Interactive advertising is still the wild west. I have been looking at mobile and local for years, but until Connexity, we did not have an architecture and model with the strength, flexibility and extensibility to hit another homerun.

A year from now, what milestones would you like to see Connexity accomplish?
Positive cash flow with 100M uniques in the database.

Follow Connexity (@connexityllc) and AdExchanger.com (@adexchanger) on Twitter.

November 15, 2010 – 12:05 am

Google VP de Castro Discusses Display Future, Sees Growth In Addressable Media And Renewed Interest In Contextual
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Henrique de Castro is VP of Global Media and Platforms at Google. He recently discussed the Google DoubleClick Ad Exchange and other key elements of the company's display strategy with AdExchanger.com.

AdExchanger.com: For Google, can you qualify the strategic value of the DoubleClick Ad Exchange and what it represents?
HdC: Display is a huge engine room for growth at Google.  The Ad Exchange is central to our strategy as it creates a more efficient and open marketplace for advertisers, agencies and publishers, enabling the great benefits of display advertising - including its measurability, customization and creativity - to occur at great scale.

Can you see display and addressable media as the core advertising business for Google in the future as opposed to search?
We've already well past the notion that display is a secondary business at Google.  Display today is a core business for us - you saw that on our earnings call, but most importantly, we're seeing it in our interactions with agencies and advertisers.  Display is top of mind in all of these discussions.  We're deeply invested in technology, engineering, product and sales teams, as well as deep technology and creative partnerships, to help design and deliver advertising solutions for advertisers and publishers alike.  I look at the incredible growth at Invite, on the Google Display Network and on YouTube and I can see that advertisers are really excited about the display opportunity with us.   That said, search advertising is Google's single biggest source of revenue and I'd expect that to continue for some time.  Search is proven, incredibly effective, continues to grow very fast and there's a ton of new formats and tools.  Ask me again in 10 years, when things like mobile and TV have more fully converged under the display advertising umbrella!

In general, are you surprised how quickly the display media industry (PC-based, mobile, video) is evolving? What do you think drives this?
I never cease to be amazed.  Technology has boomed in recent years and this is really what's driving new opportunities - as you know, display is not a recent invention, but the new capabilities are. As a result of this, on the buy-side, we're finally at the point where agencies and creatives can put their visions into reality - highly relevant, targeted and engaging campaigns at scale across multiple platforms.  And on the sell-side, while there's a lot more innovation to come, publishers can now maximize returns across direct and indirect and across multiple platforms and formats, so they're embracing the area.

To partners such as ad networks and agencies who worry that you're going to swallow or steal their business someday, what do you say?
We are long term partners and we want to make display advertising work better for them. You can see this in our technology partnerships with advertising and media agencies, and the way that so many of the leading ad networks are accessing inventory via the Ad Exchange. All of this helps them provide an even better service to their clients.  Those folks that augment their technology, relationships and expertise with what we bring to display are huge beneficiaries of our investment in this area and will continue to be in years ahead.

Any predictions for 2011 in the digital advertising industry?
Apart from the fact that it's going to grow rapidly?  Here's a few predictions.  We're going to see continued hockey stick growth in the addressable component of display but, coupled with that, I think there's going to be a revived, serious industry discussion about how contextual messaging and audience targeting work together. These two strategies are going to be used in far more sophisticated ways to complement each other - contextual to give reach and high-impact placements, and addressable to upsell and deliver more customized ads.  Certainly, that's what our strategy is focused on.  And in 2011 we're going to see more evidence emerging of how exchanges and real time bidding are driving up publishers' returns, while enabling them to have control over their inventory.  There's some skepticism now, but in 2011, I think it will become almost universally accepted that publishers are benefiting.

By John Ebbert
December 15, 2010 – 12:09 am
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Interclick reported on Tuesday a record Q3 2010 and announced that founder/president Michael Katz will assume the CEO title. Highlights from the earnings release include 84% year-over-year revenue growth and a 68% increase in gross profit to $12.2 million. Read the earnings release (PDF). Reuters reports that the company is expecting Q4 to be even better than current Wall Street expectations. Read it.

Interclick's Katz discussed the company's most recent quarterly results.
AdExchanger.com: To what do you attribute the higher, interclick campaign revenue from both existing and new clients?
MK: In Open Segment Manager (OSM), we have created industry leading, data valuation capabilities that enable us to create successful campaign executions, develop customer segmentation strategies, as well as provide detailed analytics throughout the campaign lifecycle. Because of our ability to offer a full scale solution, new and existing clients have allocated higher budgets our way.

How much is the use of data and exchanges helping drive your business?
Both inventory and data exchanges have helped improve operational velocity but access does not ensure success. Successful execution requires building the technological, analytical, and operational capabilities to create the optimal combinations of data and inventory. So it’s just as much about the tools as it is the raw materials.

Does interclick's results prove that the ad network model is alive and well?
We need to think about the industry a little less black and white. For some reason, you can be either a DSP or an ad network and nothing in between, which has actually created more confusion in the marketplace rather than simplifying it- which isn’t overly productive. I actually can’t listen to another ad network vs DSP panel, I can't see another red t-shirt. In all seriousness however, the industry is evolving and everyone agrees that the simple network arbitrage model is dying and is being replaced with a more sophisticated and transparent solution. In some cases, that’s where the DSPs come into place, in other cases that’s where the supply chain-focused companies like interclick have continued to excel. The industry is evolving, or at least trying to and the companies that can add the most value for the client will be the ones that are successful.

By John Ebbert

November 5, 2010 – 2:32 am

OneRiot Leveraging Real-Time Social Signals With Ad Network Says CEO Peggs
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Tobias Peggs is CEO of OneRiot, a social advertising network.
AdExchanger.com: Can you discuss how OneRiot has pivoted its business model and why?
TP: OneRiot is a social advertising network. We help advertisers engage with a targeted audience of social influencers across leading Twitter apps and social media sites. The company is three years old.

Until recently we offered two separate products that leveraged the same underlying technology platform. The first was a real-time search engine that surfaced the best content being shared on the web right now. The second was the social advertising network. In 2010, our advertising business experienced significant growth due to two things. Firstly, network expansion (we now show targeted ads on leading social apps like ÜberTwitter, Echofon and Seesmic). Secondly, incredible interest from brands hoping to integrate measurable social elements to their advertising and marketing strategies (we run campaigns for the likes of AT&T, Xbox, Gap and Aol). So in August of this year, we decided to focus all our energy on the OneRiot advertising network to meet that demand. It was the right decision. The focus it provided has enabled us to move faster, learn faster and deliver the best possible experience to both our publishers and our advertisers.

What problem is OneRiot solving today?
There’s no doubt that advertisers want to expand their marketing footprint on the social web. But it can be hard to do that well. How do you measure the impact of a social connection? When is the right time to make one? How do you keep up with the rapidly changing social media landscape (from Facebook, to Twitter, to emerging apps, to new social networks)? What ad formats work best with this audience? Advertisers are hunting for a way to extend their campaigns to reach this audience in a manner that’s both genuine and effective. That’s what OneRiot enables them to do.

What makes a successful ad network model successful today and going forward?
Our network helps advertisers reach a targeted audience on Twitter apps and social sites. Key to that success is a deep, data-driven understanding of the right audience for the right advertising message – in realtime. When this is paired with targeting technology and dynamic ad delivery capabilities, advertisers can take full advantage of that data to deliver successful campaigns. Creating connections with ads that are relevant in a specific moment is the key to success when engaging with a social audience. OneRiot has the technical chops, and a deep understanding of this very special audience, to help advertisers reach them in a way that delivers results.

Going forward, advertisers will demand increasing insight into the realtime interests and behaviors of consumers. The insights we’re gathering while optimizing a network focused on Twitter and the social web – where the audiences’ interest can shift in an instant – will ultimately have many broader applications to more traditional ad network models.

How will OneRiot differentiate in the ad network space?
OneRiot has two big differentiators: audience and targeting technology.

First, OneRiot offers advertisers unique access to a large and highly influential audience across leading Twitter apps and other social media destinations. Currently, advertisers are missing out on billions of potential connections with these social web users. It’s an incredible opportunity for advertisers, and OneRiot is one of the only ways to get there.

Second, OneRiot helps advertisers connect with that audience with a mix of new social, realtime and traditional targeting tactics. For example, we might deliver a Super Bowl ad to social environments where the audience fits the demographic profile for a sports lover (traditional demographic targeting), has indicated that they care about the Super Bowl via online activity or social profiles (behavioral), and/or are conversing about the Superbowl right now (conversational and trends matching).

This all combines to create realtime ad relevance for the social web audience, which in turn measurably increases engagement.

Please discuss how you source inventory for your network.
The OneRiot network consists of top Twitter apps, mobile apps, social networks and content discovery sites that jointly reach millions of Twitter and social media users. In order to qualify for our network, a publisher must play a part in the social media ecosystem. Today, we place our inventory directly, which allows us to offer an appealing audience for advertisers at scale. The additional value of working with our media partners direct is that we are able to optimize campaigns in realtime, as well as build out strategic offers as the space evolves.

What are the unique datasets for targeting purposes that you can provide buyers? How do you compensate media owners for the data?
We’ve built up our own unique data sets that help us target with a message that’s relevant right now for the social web audience. Our targeting combines traditional insights such as demographics and psychographics with realtime trends-matching, social influence metrics and conversational targeting. More broadly, OneRiot can call upon social influence profiles, historical data and realtime engagement data that together indicate the likelihood of a particular user, or groups of users, to engage with an advertisement. For example, we helped Time, Inc launch their new People Magazine Mobile Site by delivering dynamic ads featuring fresh celebrity content to social media users engaged in conversations about those celebrities in realtime.

Do you see the real-time bidding (RTB) feature of exchanges as an important component to what you do? Real-time data needs real-time bidding?
Conceptually, yes. What’s exciting about any future RTB work focused on the realtime web is that supply is not just about triggering the best bid for a user of a certain historical profile who is on a site right now, but a user who more pertinently is socially engaged – perhaps myopically so – with a specific topic right now. We’re actively working on making the OneRiot layer of realtime insight available in more standardized ways for wider use by exchanges.

Where do you see addressing advertiser needs in terms of the purchase funnel? Is it at the bottom of the funnel with search?
To date, the majority of our campaigns have helped drive brand awareness, community engagement and trigger social sharing of advertisers’ content. When you get that right, it really flies – especially with the social audience who love retweeting and sharing that content. This can mean that a paid-for campaign can generate its own, massive, organic amplification. In other words, our socially driven ad network naturally lends itself to the top of the purchase funnel. This includes word of mouth marketing, suggestive selling, etc. The top of the purchase funnel is where we seed early stages of a realtime social web marketing campaign.

However, we are definitely experimenting with products that take us down the funnel. To an outsider, the obvious play would be to offer product ads against keywords a user might use in a status update. But that type of explicit promotion does not tend to go down well with savvy social web users. We’re experimenting right now with a more appropriate form – what we call “Persistent Trending Topics.”

For example, we know that X% of our audience will Tweet some combination of “Good Morning” and “Coffee” everyday – which is an interesting segment to offer up to Starbucks or Peet’s Coffee & Tea. In many ways it’s analogous to Twitter’s own Promoted Trends – but we are guiding advertisers to associate themselves with specific predictable, persistent trends, rather than asking them to invent a trend and insert it into the social web.

What formats will OneRiot provide for advertisers/publishers?
OneRiot supports traditional IAB units and custom advertising units for both web and mobile. Our growing publishing partner network currently connects advertisers to over 20 percent of active Twitter users and over 100 million always-on social media users. We also see video as a natural extension to our offering, and that’s something on the roadmap for late 2011.

Can you see offering your targeting data through data exchanges someday?
Yes, inevitably, that’s one way to scale the business. The bigger question is probably, “How do we standardize what is fairly new stuff and make it easily consumable?” We’ll get there. But the focus right now is on keeping up to meet demand for our current offerings.

A year from now, what milestones would you like OneRiot to have accomplished?
Twitter and social media are powerful platforms for marketers, but marketing in these environments can be hit-or-miss and complicated. OneRiot’s primary goal is to help marketers understand the space, access it and use it to their best advantage, resulting in engaging and effective campaigns. We’re in fast growth mode, and social media is evolving fast – so the opportunity is enormous. Let’s do this interview again in 12 months time and I’ll tell you what we’ve done!

Follow Tobias Peggs (@tobiaspeggs), OneRoit (@OneRiot) and AdExchanger.com (@adexchanger) on Twitter.
December 21, 2010 – 12:05 am
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Gurbaksh Chahal is CEO of RadiumOne, an online advertising network.
You're back on the ad network scene with your newest company after a successful and very lucrative exit with Blue Lithium when it was sold to Yahoo!.  Why? Why not kick back?
GC: To sit still is not in my DNA. I sold my first ad network, ClickAgents three months after I turned 18 for $40 million. I could have "retired and kicked back then." Making money isn't what drives me. The challenge to create something bigger out of nothing again is what motivates me. I am back because I enjoy building great companies with cutting edge technology. I love to innovate and I see great potential in our space. The way I see it is that no innovation has happened since BlueLithium days. Since 2007, the Internet has seen one mega-trend - Social. It's become the epicenter of everything we do on the web. People are spending time in areas of the web that are all about a social experience. All of this social activity has created a vast amount of data, but advertising hasn't really cracked the code on how to apply this information to the targeting process. I feel it is time to move the industry forward.

What problem is RadiumOne solving?
Most ad networks today have evolved very little from the behavioral targeting days. They still basically look at previous ads a user has shown intent on to determine what kind of future advertising is most relevant. That is extremely limiting and has a scale problem. Think about the data that exists from just that? It's such a small snapshot of their online behavior that can't scale. We're going to bring volumes of new data to the targeting process. Our goal is to gain visibility into about 90 percent of users online behavior so we can better target advertising. And to get this greater visibility we're going to add data from their social indirect and direct connections.

Using this social data lets us deliver another huge innovation to the ad network marketplace - Scale. Using this social data not only lets us better understand individual users, it leads us to like-minded groups and communities. That means we can build huge audience for ads very quickly and still bring unprecedented targeting to these huge campaigns. The goal isn't to deliver more advertising. The goal is to deliver better advertising. We truly believe that this innovation in utilizing social data in ad targeting is transformative. We think we'll come very close to transforming marketing from strict advertising to something that is closer to "information." The end result will be unprecedented engagement for the entire ecosystem.

What's your competitive set and how will RadiumOne differentiate?
We compete with the legacy networks like Advertising.com, SpecificMedia, and vertically Media6Degrees. Our main differentiator is that we use technology & unique data that will fuel audience lookalikes for users advertisers want to reach. We also only use cookies - a simple method that has been prevalent since the early days of advertising. We don't use pervasive flash cookies or crazy beacons that infringe on privacy rules. Alongside, we have our own proprietary technology that values in real-time the value of potential data segments. Most other platforms that claim to use Social Data - have gotten significant backfire from WSJ - as they use pervasive methods that may be considered intrusive for consumers. We also are transparent and only operate within the ComScore 500 universe of sites offering scalability and brand protection - that others don't.

At the end of the day it's about performance. On the various case studies, we'll announce soon - we've used less inventory to convert more users into customers. So what does that mean? It's simple. The publisher generates more revenue, the advertiser generates a higher ROI, and we capture the upside from the magic in the middle our platform derives.

Let's discuss the pledge from the RadiumOne launch press release that the Company "will outperform any other ad network or refund the full cost of campaigns that run on the new network." Some say this is a marketing ploy. How do you respond? And, what are the success metrics you will use?
When it comes to being an ad network its all about having a method, process, and technology. This is a vote confidence in our ability to bring unique value to advertisers. The industry does not need another ad network; it needs a better ad network. The same folks that created the Blue Lithium technology have created an even better technology to yield results.

We've tested our algorithms, our data sets, supply sources and partnerships to know we perform better than our competition. You can't hide from numbers. Our pre-launch tests showed that when compared to traditional display ad networks, we up to 75% higher conversions without salvaging scale. If an advertiser is transparent with us - we'll gladly live up to the challenge of hitting or beating their existing campaigns.

RadiumOne - sounds radioactive potentially. What does the name signify?
Haha. I guess you can say it's our way of saying we're one degree away from executing our checkmate strategy on existing ad networks.

Can you provide some detail about what the levers are, and/or datasets, that RadiumOne uses to increase performance?
RadiumOne looks at 8 different categories of data, and then we plot that data on a social graph. We can then look at the plot to accurately describe a user's behavior.  We've included the list below.   The 8 datasets that RaidumOne uses are:

· gWallet Social Data (Purchase & Transactional behavior on 75 million monthly active gamers)

· Website overlap (sites visited by the consumer across R1 Network)

· Blog Platforms

· Social networks (outside of Facebook)

· Microblogging/Status platforms

· URL shorteners

· Applications & Social Widgets

· Photosharing Websites

Why should brand dollars not be afraid of social media?
Five years ago, UGC was a bad word. Today, Social is the new behavior of the Internet. Brands have realized they need to be playing an active role here. We're making it easier for them to be part of social without changing the advertisers ways of buying media. We want to be that - alternative to Facebook for Social.

Interaction now happens by sharing information. If advertisers are afraid today to use social media for brands, it is because no one has been able to bridge the gap between the brands and consumers within this media. With the right tools in place, social media can provide brands the opportunity to have their consumer interact and build brand loyalty.

At RadiumOne we are using the social data to help us not only understand individual users but lead us to like-minded groups and communities. This allows us to build huge audiences for our advertisers by creating lookalike users. Basically tapping into the consumer pool and growing scale, not available to the advertisers using the old method of retargeting.  We believe the next evolution in advertising won't be about customers just showing intent; it will be about finding new audiences that look like your existing customer. To understand and explore this, advertisers must play an active role in social.

What types of publishers are you looking as you create your ad network? Will you use exchanges? Intent data such as BlueKai or eXelate?
RadiumOne takes pride to ensure brand safety both on advertiser side as well as publisher side. For publishers, we are an invite-only network - our focus is currently only in the Comscore 500 universe. If 90% of the audience spends time on these 500 sites, we're only interested on this set of inventory. Reach, frequency and content of the sites matter as we optimize the full scale of our product both on the display and mobile. We will integrate with the data exchanges should our advertisers want to overlay segments from these entities to their campaigns, but RadiumOne has its own data set harnessed from the eight categories mentioned above. We feel social data is the natural evolution from behavioral data that most data vendors provide.

A year from now, what milestones would you like RadiumOne to have accomplished?
We have lots to accomplish. Our goal is to continue to hire and surround ourselves around smart & amazing people from the industry. We're 55 people - we'll be well over double that next year.

We're rapidly growing in all of our offices and also launching our European division early January 2011. So my main goal is by end of 2011 - in both geographies - to have over 250 brands and DR spenders on the network working with us.

What would you say are the 2-3 keys of being a successful entrepreneur?
My formula to success as an entrepreneur has been the following three key themes: Build. Execute. Innovate.

When it comes to building - you have to have the right product and business model from the start. I love the ad network model.  If you can create value, it's a business model that can generate value for everyone - and is a great standalone business. Most of the innovations that came to market post-2007 such as DSPs, SSPs, (Publisher daisy chain optimization play), data plays, etc. don't have a model that can allow them to survive on their own as standalone company. They might have hype and some sexiness toward them but that's not enough. Most of them are like burgers - they are made to be flipped. I disagree with this approach. You have to build something that creates long-term value and can survive on its own - that means without fancy VC money that is chasing hype. But, real growth, real revenue, and most of all real profits.

When it comes to execution. I'm a big believer that execution is everything in the business world. While you're playing, someone else is working, and catching up, so learn to play with one eye on the competition. You're not going to be on top forever.

Innovation is the biggest equity driver. You have to tackle something that no one else is working on or has forgotten about and do it better. Being the first doesn't matter - but getting it right means everything. Take the blinders off. Look around. Don't be afraid to go off on all sorts of unusual directions, since that's where you might just find the most unusual-and promising-opportunities.

Follow Gurbaksh Chahal (@GCHAHAL), RadiumOne (@RadiumOne) and AdExchanger.com (@adexchanger) on Twitter.
October 29, 2010 – 12:54 am

Rocket Fuel Gets $10 Million; CEO John Discusses Plans For Ad Network’s Growth, Trends
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Rocket Fuel announced that it has raised another round of financing led by Nokia Growth Partners. Read the release.

Rocket Fuel Inc. CEO George John talked about the new funds and company plans.
AdExchanger.com: Having Nokia Growth Partners as a strategic partner and lead investor in this round would seems to indicate that Rocket Fuel may focus in the mobile space, correct?
GJ: We're very excited by the mobile opportunity and have some early offerings in market testing right now, and the response has been fantastic.   But Nokia Growth Partners (NGP) and Rocket Fuel fell in love more based on a shared excitement over the tremendous opportunity in effective advertising in general, not just mobile.  The whole advertising landscape is in play right now, and in the long term we like our chances at pretty much any ad that isn't being served right after a web search.

Overall, how did you find the funding environment for this round compared to previous? Is ad tech still "hot"?
Investors are categorically excited about advertising, yet concerned by the infamous Terence Kawaja / GCA Saavian chart.  I actually had one VC steal the projector cable from me during my presentation so he could project Terry's chart and ask me why there was room for Rocket Fuel to be successful in such a crowded field.  So investors were circumspect, but we pretty quickly got into a situation where a number of firms were very excited about us.  Generally those firms either had very technical VC's who met with our CTO and VP Engineering to understand our technology first-hand, or they had a number of related investments in web analytics and marketing optimization, and so had seen first-hand the kind of growth that is possible for Rocket Fuel. It definitely helped that we were signing up large brand advertisers and doing million dollar deals while the fundraising process was underway!

Ultimately we felt that Marc Theeuwes at Nokia Growth Partners was a guy we wanted on our board.  He had a number of really insightful observations about opportunities for us after his reference checks with our customers, and also fit in well with our "Nerdy & Loveable" corporate culture in the course of the diligence process.  He's also a Stanford Professor in their engineering school, so he is an example of the VC's who became excited after personally scrutinizing the technology.

And as a footnote, someday I am going to get even with Terry by producing a slide full of the logos of all of the M&A advisory firms, investment banks etc, and then becoming a keynote speaker at investment banking conferences, where I will talk about how the M&A advisory landscape is crowded and confusing.

Can you provide a bit more on insight on what you will use the additional funds for - beyond "rapidly expand its market presence to better address the demand for effective online display campaigns"?
I don't know, that seemed pretty clear to me when I wrote it [image: image8.png]


  The translation is we are hiring salespeople like crazy.  We'd like to hire 20 by the end of the year.  Do you know any good sales reps?  Overall our strategy is to get to $100mm revenue run rate as fast as possible.

What key macro factors in advertising are contributing to Rocket Fuel's 10x growth year-over-year as indicated in the press release?
It's a good time to be in market with a solution that makes display campaigns effective for both brand and direct response advertisers.

Advertisers are shifting budgets online, and within their online budgets they're shifting spend to more accountable media.  I think the economic shockwaves from 2008 and 2009 caused a number of CEO's to turn to their CMO's and ask even more pointedly what the marketing spend is delivering for the company.  That increased need to show results is positive for Rocket Fuel because we measure effectiveness in terms the CEO would appreciate, not just clicks or reach.

And successful agencies have taken the opportunity of the focus on metrics to steer clients towards campaigns backed by more rigorous analytics than they have done in the past.  Generally when I'm visiting an agency, I find that the more analytical the agency, the tighter the office space, because they are growing fast.  During my last trip to New York, 100% of my agency meetings were conducted in hallways and borrowed offices, because the agencies' digital teams were bursting at the seams and had converted their conference rooms to offices.  That's an amazing sign for the industry and testament to the value of well-managed digital advertising.

Although these industry-wide phenomena are winds at our back, a lot of the growth has sort of snowballed from our early wins.  For example, a year ago we were just in the middle of our first automotive campaign with a great luxury brand.  The success of that campaign helped us talk credibly with a number of other auto brands, and now we've run 48 campaigns for 15 automotive brands, with many more in the works.  This story has been repeated across a number of verticals growing quickly for us -- consumer packaged goods, travel, technology, retail, education, finance, dining, and media.

By John Ebbert

September 22, 2010 – 10:04 am

Rocket Fuel CEO John Talks About Sarbanes-Oxley And Start-Up Innovation
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Last week, AdExchanger.com noted in its daily news round-up that ad network Rocket Fuel had reported strong growth in revenues for 2010. Read the release. 

In a brief email conversation with AdExchanger.com since then, Rocket Fuel CEO George John has provided insights on how start-up innovation may be stifled by current U.S. government revenue reporting requirements for public companies. He also responds to comments by some who thought Rocket Fuel revenues should be reported either more openly, or not at all. John wrote:

"I think the negative reaction has come from public company CEO's who are under much fiercer reporting requirements from the SEC and Sarbanes-Oxley. We're not public yet so I have no direct opinions on these disclosure regulations as a CEO. But, as an investor, I like the notion that information should be available to all investors equally (which is the spirit of SEC Fair Disclosure regulation) and that executives who are in a position to benefit from misleading investors also are put in a position to suffer if they are caught (which was part of the spirit of SarbOx).

When entrepreneurs and startup investors get together to talk about factors restricting America's innovation economy, one thing they identify consistently is what they see as unintended consequences of SarbOx, which seems to have had the effect of skewing the playing field even further towards large mega-corporations, as small companies now find it significantly more expensive to go public and maintain life as an independent company. This is unfortunate because it throttled back an engine that powered innovation, jobs and economic growth. Today, fewer startups are being funded, and those that get funded are often launched with a tiny investment. They just try to get bought quickly by a larger player, versus building a great company. This merger/acquisition 'exit' path always stalls and sometimes kills the startup's innovation as it integrates into its corporate parent, so it's a loss for our economy that more companies can't remain independent as they mature."

By John Ebbert

November 29, 2010 – 3:45 pm

Solve Media Putting Twist On Display With New Engagement Model Says CEO Jacoby
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Ari Jacoby is CEO of Solve Media, an online ad technology company.
AdExchanger.com: Where did the idea come for Solve Media? Why the name change from Ad Copy?
AJ: We spoke with over 200 CMO's and senior agency folks who told us that display click through rates were tiny and they needed a solution to help people remember brands and brand messages like they do with TV. Consumers can't buy what they can't remember!

Given what our business is built on, the name Ad Copy makes a lot of sense: you copy the ad you see. However, with simplicity sometimes come unintended ramifications. We realized that many people we were talking with thought we were a copy writing business. So we changed the name to Solve Media—which we think is also a great name that conveys what we do well.

What problem is Solve Media solving?
Solve Media created the TYPE-INTM platform in response to an increasingly fragmented and busy online advertising experience in which marketers struggle for attention and publishers face numerous challenges monetizing their inventory and their audiences. Rather than introducing new distractions or interruptions to the user experience, the solution takes advantage of an existing mechanism which has long been required of consumers and makes it simpler and more effective.

Where in the purchase funnel does Solve Media's product address? And, how does pricing/revenue work for advertisers/publishers?
Solve media addresses the awareness and consideration portions of the funnel with a cognitive experience. We really solve the “last mile problem” for brands. Having a consumer complete a TYPE-IN is very similar to getting a read-receipt in email: message comprehension is guaranteed and on a cost per engagement basis, we can guarantee results.

What is Solve Media's target market both from the publisher and advertiser perspectives?
We can work with any large publisher that has a CAPTCHA verification system and wants to improve user experience and create an additional revenue stream. On the advertiser side, we work with large brand advertisers & agencies across all major categories.

What types of formats are available and where do you see formats evolving?
The TYPE-IN is a 300x150 creative asset; we support rich media and static images. Our widget currently works on the iPhone and Android. We will be releasing a mobile SDK soon.

How defensible is Solve Media's offering? Couldn't ad networks offer such a feature?
We’ve spent a long time developing this product. While the concept itself is simple in nature, it’s quite complicated on the backend. We are a security platform and that’s not what ad networks are, or want to be. Will folks try to attack this same market? Sure. We’re confident that we’ve got a significant R&D and market lead on anyone who wants to try to do what we do.

Where and how do you source CAPTCHA inventory? Is significant scale that might attract bigger brand buys possible?
We are very fortunate to have built an impressive sales and marketing team. And they are selling and marketing a transformative industry product that we believe makes the online experience better for EVERYONE, not just the publishers or advertisers. We are hearing from more publishers and advertisers every day and the pace is very encouraging.

Do you cookie users? What kind of datasets can you offer marketers for targeting purposes?
We fingerprint each user and analyze their use of the widgets to detect bots and fraud.  We do not store PII data.  Anyone can review our privacy policy here.

How many employees today? How are you funded – do you need more?
We’re currently staffed at about 20 people and have received a very healthy series A financing from top tier firms. We’re well capitalized to grow our business and take aggressive advantage of our first mover position.

A year from now, what milestones would you like Solve Media to have accomplished?
We’d like to have global reach and widespread adoption of our TYPE-IN product.

Follow Ari Jacoby (@arijacoby), Solve Media (@SolveMedia) and AdExchanger.com (@adexchanger) on Twitter.
Share It! 



October 4, 2010 – 12:09 am

Specific Media Discusses BBE Acquisition -Is Mobile Next?
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Earlier this week, ad network Specific Media acquired video ad network BBE. This appears to be another step toward the company's ultimate goal as CEO Tim Vanderhook told ClickZ "that the firm will seek to raise capital through an IPO at some point in 2011 if the financial climate allows." Read more.

Specific Media COO/Co-Founder Chris Vanderhook discussed the BBE acquisition.
AdExchanger.com For Specific Media, what strategic factors were involved in acquiring BBE?
CV: Although display advertising is a medium that has come into its own, television continues to attract big brands, who revel in the impact these ads create. Video enables brands to engage consumers and tell a story in a way that display simply cannot do on its own. As the interactive advertising market matures, brands will be increasingly attracted to the way that online video replicates the impact of TV – but they will choose to work with partners who have the strongest targeting and measurement capabilities. The combined Specific Media-BBE offering brings the strengths of display advertising (data, targeting and analytics) to the engaging format of online video, finally enabling brand advertisers to capitalize on this impactful medium.

What are your plans for integration of BBE into Specific Media?
BBE’s current media operations will be integrated immediately into Specific Media. BBE will continue to operate as an independent subsidiary of Specific Media focusing on its technology platform, VINDICO.

Are there other areas that might make sense for acquisition by SM? Mobile, perhaps?
We pride ourselves on being industry leaders and always have our eyes open to emerging technologies and formats that will enable us to offer more impactful advertising to our clients.

Why is the ad network model still successful? How do you keep it that way?
Some time ago we realized that the traditional ad network model was very limited. Specific Media has had continued success and growth because we made a strategic decision at that time to break away by expanding our core offerings through data, targeting and analytics. This has been the recipe for our success and this advantage will keep us in the leadership position. Moving forward, we plan to apply our expertise to the fast growing video market.

By John Ebbert
October 20, 2010 – 12:05 am

Tribal Fusion Focused On Delivering Tech-Enabled Media Services To Agencies Says CEO DaSilva
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Dilip DaSilva is CEO of Tribal Fusion, a digital marketing solutions company and division of Exponential.
Where do you position and differentiate Tribal Fusion today in the marketplace?  Is it starting to take on agency skill sets?
Our key differentiator is seamless integration of inventory, data, and technology to create customized solutions for each industry vertical and specifically for each advertiser. Offering agencies the kind of innovative solutions that deliver results requires tight integration that is simply not possible if agencies have to duct tape together multiple point solutions.

Agencies bring client relationships, strategy formulation and creative to the table.  As a network we target the right users and content, utilize our PageGuard™ technology to insure their ads only appear on pages that are brand safe, optimize the inventory for the best performance, dynamically customize the creative for each user, and deliver post-campaign insights based on rich user data. All this is wrapped in responsive and knowledgeable client service.

For example, for an auto manufacturer’s new product launch we created fine-grained market segments based on propensity to purchase specific makes and models, dynamic ads that served specific make and model to each segment, optimized the campaign, ensured brand safety, tied in site sponsorships and skins, incorporated video and provided post-campaign analytic insights. To execute this without an integrated solution an agency needs to cobble together multiple point solutions from multiple providers.  They would need to purchase the data from publishers or a data provider, utilize a dynamic creative provider and have them create a custom data mapping for their campaign, and utilize a DSP to access inventory. This says nothing about optimization to drive results, brand safety, creative solutions that require publisher collaboration, insights, and customer service to insure everything runs smoothly. With Tribal Fusion you get one IO, one network, one great campaign.

Consequently, agencies view us as a horizontal, technology-enabled media services company and we work with just about every major agency helping them deliver successful campaigns for their clients. We help agencies with one component, albeit a complex one, of their display strategy. What Tribal Fusion does is orthogonal to the value agencies deliver which is to drive strategy and creative across a client’s full advertising plan.

AdExchanger.com: What are the growing trends that you are seeing in media today?
Since the start of 2010, we have seen a strong resurgence in spending on large-scale branding and display campaigns. 2009 was a year of contraction for the advertising industry as a whole, and even though the US economy is showing mixed recovery signals in 2010, online advertising is surging. When times get tough, CMOs and CFOs look for more accountability from their advertising spend and online media is inherently stronger in this regard than other forms of traditional media. So the past couple of years have helped accustom marketers to spending a larger percent of their budgets online and it appears this trend will continue to grow over the next several years.

What's your view on the rise of the demand-side platform model?
The growth of DSPs is yet another indicator of the vibrancy and resurgence of our industry.  When something new comes along, there’s typically a tendency to see it as the “end all” replacement to all that was prior, rather than viewing it in the context of the industry and the needs of its participants.

I view DSPs as a “do-it-yourself”  point solution, mainly providing inventory access. For some advertisers a “do-it-yourself” solution is appealing because it provides direct access to inventory.  However, inventory access alone is not the full solution required to deliver successful campaigns.  You also need top-notch optimization technology to find the best inventory,  rich, integrated data to inform optimization algorithms and to provide insights that drive overall strategy, the ability to micro-customize elements of the creative based on the same rich integrated data, strong analytical teams to drive campaign execution, and page level protection to insure ads do not appear on inappropriate pages.

At this time, DSPs do not offer this kind of fully integrated solution. Over time, agencies will demand these very same fully-integrated capabilities from DSPs and in order to offer them, they will need to become more like full-service networks.

What’s your view on ad exchanges? Is or will Tribal Fusion participate?
Ad exchanges are often compared to stock markets with the claim that market models are the most efficient means of arriving at the optimal price and as a result all inventory will move to ad exchanges. This comparison is too simple and doesn’t take into account a big difference between stocks and impressions, which is that all stocks of a company are equivalent, but every impression on a site is completely different.  This means that every impression needs to be auctioned off individually, and a more appropriate comparison is to an auction market such as eBay provides, with similar benefits and drawbacks. If an auction model like eBay is the most efficient model for finding the optimal price point, then why aren’t shoppers doing all their buying on eBay and why aren’t product companies using eBay as their sole distribution channel? The reason has to do with control. Buyers want control over buying the product and prefer to pay a fixed price to insure they get the product. Sellers need to sell their product to buyers and retain control over pricing, as price is a key component in controlling the perceived value of a product.

Publishers with a sales team representing their inventory, and “selling” advertisers on the value of their inventory, are finding that when the same inventory is also offered on an exchange it undermines their ability to control value and price.  For this reason, we believe most premium publishers will not offer their inventory on an exchange. At the same time buyers will want control over actually getting the inventory they buy, and will buy inventory on a guaranteed basis instead of relying on the unpredictability of an auction.

However, we do see exchanges playing a major role in non-premium remnant and long-tail inventory. In order to insure that Tribal Fusion has access to the best inventory, we have many different types of relationships on the inventory side. We manage this inventory as a pool, optimally finding the best inventory for each advertiser within this pool. Accordingly, we see ad exchanges as simply another source of inventory. However, simple access to inventory does not provide the full solution. Advertisers and agencies want innovative solutions that drive results and most innovative solutions that go beyond the banner require close collaboration with the publisher.

Is Exponential and Tribal Fusion profitable?  How many people work at Tribal and Exponential today? What's next - IPO?
The Exponential team is comprised of 250 people and we expect to grow to 300 people in the next 6 months. We have a presence in 11 countries and 20 cities and in addition to offering our integrated solutions globally, we help local agencies run global campaigns. Exponential has been profitable every quarter for the last 9 years. The company was built without venture backing and we are profitable with strong EBITDA and have the assets to make consistent and significant investment in our technology platform, people and market development.  As far as the future goes, we’ll no doubt look to create liquidity through a public or private event, but given our financial strength we can explore those options when we believe that both the internals and externals are optimal.  My approach is to focus on the business and on delivering value to our clients.  If we do that right, everything else follows.

How does the ad network model survive going forward?
People have been predicting the demise of ad networks since their inception, yet they continue to thrive. Why?  Because delivering the integrated capabilities I’ve been describing, doing it at significant scale, running thousands of concurrent campaigns, serving 10’s of billions of ad impressions per month is very difficult.  It requires deep technical capabilities, data management and analytics, and advertiser and publisher relationship management skills.  Once a network learns how to do it successfully it finds itself in a highly enviable position.  When you create value for clients and do something that helps them succeed, they keep coming back for more.

But networks cannot sit back and rest on their laurels.  We are in a technology-driven industry and change happens fast. Successful networks need to be nimble; to adapt and innovate.  Those networks that have invested in the people, processes and platforms to accomplish this are very well positioned for the future.  They’ll not only be around, they’ll be thriving.

What's the biggest challenge in your day-to-day?
Like most high growth businesses, prioritization is the key to success.  We’re now at a point where we can accomplish most anything we set our minds to and so the question is no longer “can we” but “should we”.  This means that we spend a lot of time thinking about evolving markets and client needs and aligning our focus accordingly.  Managing rapid growth also delivers a set of new challenges; how to communicate consistently across multiple countries on a 24 hour work day, and how to train a growing number of new employees on our products and processes.

What's going to be a key driver for bringing brand dollars online?
Brand dollars are primarily spent on TV and there is no other media that can deliver impactful, full motion, video ads with the massive reach of TV. As people increase their online video consumption, we believe more advertisers will experiment with online formats like pre-roll ads. This will be a fast growing segment of digital advertising, however, since online video does not have the same scale as TV, it will be small relative to TV advertising.

We believe brand advertisers will look to digital advertising for things they cannot get from TV. The first is the ability to get a user to interact and engage with an ad. In addition to watching a video ad, the user could watch other ads from that advertiser, share the ad via a social network, customize or buy a product. Today, you cannot do this with TV.

The second is the ability to get detailed insights on the people who are engaging with an ad and even get them to provide feedback on the ad.  Again, you cannot do this on TV.

We believe the way to bring brand dollars online is through leveraging the strengths of digital advertising, which are targeting, interaction, and insights, but combine it with the impact of full motion video ads.

Please share one prediction in digital media over the next 12 months.
Over the last 24 months, we have seen a proliferation of venture-backed startups offering point solutions such as DSPs, SSPs, data solutions, dynamic creative solutions, and others. These solutions will have to demonstrate they have a long-term sustainable business model, and to do so, they will need to offer advertisers value-added solutions, which will make these emerging businesses look more like networks. As a result, I expect to see a fair amount of consolidation taking place as point-solution providers combine with each other or get acquired by a larger company trying to augment their own offering.  Nearly all technology-driven industries regularly go through these sort of expansion and contraction cycles and the ad tech industry is not immune from these forces.

Follow AdExchanger.com (@adexchanger) on Twitter.
September 27, 2010 – 12:09 am

TRAFFIQ CPO Picard Discusses New Trading Desk Targeting Agencies
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TRAFFIQ announced yesterday the addition of real-time bidding capabilities to its platform and the launch of TRAFFIQ Trading Desk which "gives advertisers the ability to buy into the majority of exchange inventory across the web." Read the release.

TRAFFIQ Chief Product Officer Eric Picard discussed the new trading desk and its features.
AdExchanger.com: Now that you've added the ability to buy across exchanges with the Trading Desk's RTB capabilities, do you think of at least part of the company as a demand-side platform?
EP: The current crop of Demand-Side Platforms support programmatic media buying to get access to audience based inventory. But that's exactly what TRAFFIQ does - our platform is designed to put the power into the hands of the buyer. Whether a buyer needs to buy guaranteed inventory, or wants access to audience inventory via real-time bidding inventory source, they will get access to it via one platform. We also support some supply-side needs and we frequently work with multiple technology partners at the request of our customers to provide as seamless a customer experience as possible.

How will you tie exchange and guaranteed buying together for your clients? Can you provide attribution capabilities such as showing how spot buying affects the final conversion versus guaranteed buying?
Buyers have a primary need to meet the goals of the advertiser in a cost effective and ROI positive way. An RFP created in the buying process typically includes a broad set of goals. But publisher ad platforms can't predict inventory very accurately to begin with, and when lots of targeting parameters get assigned to a buy, campaigns become very labor intensive for the publisher to deliver. This leads to RFP responses that are a bit more broad than the buyer would like, and even with 'relaxed' delivery criteria - publisher ad platforms frequently under-deliver against the contract. We're looking at ways to solve this problem without abandoning guaranteed buying with RFPs, where the buyer can supplement their RFP-based guaranteed buys with audience-based buys available from numerous sources, but using verifiable data to define the audience. Plus we're adding capabilities to manage Paid Search that will ultimately give customers access to one suite of tools for managing guaranteed media buys, real-time bidded display buys, and paid search. This will give the buyer the best of all worlds, where they can blend campaigns across methodologies, and track all the campaign activity regardless of inventory source in one seamless view. They can buy for reach, they can buy for performance, or they can blend back and forth between the two.

Given your guaranteed inventory sources, are there any plans in sourcing unsold inventory from those sources for spot marketing buying purposes?
For clarity - let me just explain that TRAFFIQ works with the sell-side to provide publishers and networks with guaranteed demand, where they're able to have control and transparency in how that inventory is sold - and we provide buyers with the same - control and transparency in how their guaranteed buys are managed. This gets both sides of the transaction what they really want - clarity, control, predictability and flexibility.

Is the product in-market today? How much does it cost - and do you see the client for your Trading Desk product any different than your guaranteed inventory buying capabilities?
TRAFFIQ continues to offer our core platform to buyers for free, and is paid based on revenue share with our supply side partners. We offer a service component as well, which does have a minimum spend that most of our customers easily cover. This is where we'll initially be offering the Trading Desk capabilities - as a managed service. But we are absolutely expanding the capabilities over time to our self-service offering, and you should expect this to evolve a lot as we get closer to market. Based on customer feedback, we expect our agency partners to use all the offerings of the platform, and we'll see our customer base broaden to match our newer broader capabilities - including growth from both performance and brand buyers, and the availability of even more publisher partners.

By John Ebbert
November 3, 2010 – 5:38 pm

Travel Ad Network CEO Brian Silver On Acquiring Publisher TravelMuse
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Vertical ad network Travel Ad Network (TAN) announced today that it has acquired travel planning website, TravelMuse, and labeled the acquisition the continued "transformation of TAN from a vertical ad network into an integrated digital media company." Financial details of the deal were not disclosed. Read the release.

Travel Ad Network CEO Brian Silver discussed the acquisition and its implications.
AdExchanger.com: Thinking back in Travel Ad Network's history, when did it become apparent that buying a publisher would make sense and what are the key drivers for TAN?
BS: We have always believed that owning and operating sites is an important part of accomplishing our mission. Our mission remains to build, organize and serve the largest targeted online travel audience in the world. We do this by tracking, quantifying & exploiting travel intent throughout the consumer travel lifecycle. Travel is an incredibly fragmented vertical and sometimes you need to align with certain reputable brands to help raise consumer value.

What are your plans for the vertical ad network business going forward?
Our core business remains strong and will always be a huge part of our value to the advertising marketplace and the publisher partners we represent. Our exclusive representation model affords us the ability to tie all of our audiences together and help influence the consumer on where to travel, when to travel, and what to do during their travels. We only partner with the best sites in all stages of the travel lifecycle and will continue to do so in 2011 and beyond.

Can you see TAN making more acquisitions? More travel websites perhaps? Or tools?
We are always in market looking to align ourselves with top travel brands— sometimes it’s about the products and services we offer consumers; sometimes it’s about aligning ourselves with the brand or content already established by another site in order to grow our huge worldwide audience.

Why is building and owning a technology infrastructure important as opposed to licensing it?
We use both approaches as it relates to technology. There are some products and or strategies where we feel building is a competitive advantage for us. On the other hand, there are cases where we are looking for speed, and licensing makes sense.

By John Ebbert

November 30, 2010 – 4:28 pm

Travel Ad Network CEO Silver Discusses Funding Climate, New $15 Million Series C Round
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Earlier in the week, Travel Ad Network (TAN) announced a Series C round of funding led by StarVest Partners. TAN consists of "more than 36 million monthly unique visitors worldwide" through its ad network of travel-related websites. Read the release.

Travel Ad Network CEO Brian Silver discussed the funding process and the vertical ad network model.
AdExchanger.com: Can you drill down on what you'll do with the $15 million in series C financing? Will you acquire more travel sites, for example?
We are looking to build our leading travel vertical position with acquition of sites, content and travel tools that assist consumers in travel planning.

What was the funding climate like? And, why was StarVest Partners a good fit to lead this round?
a. The good news is that investors are actively looking to put money to work in the digital space. That said, they seem to be making decisions on a very company specific basis, as opposed to rushing in to make a bet on a macro trend.

b. Investors were focused on our momentum, the growth opportunities in front of us and our management team. We were fortunate in the our story resonated with several firms and so we could chose with whom we wanted to partner.

c. Climate was fairly active. We found that there was a limited number of opportunistic investment discussion and most of the investors we talked with stayed on their strategic investment plan (stage, size, etc)

d. StarVest is a wonderful addition to Rho and Village Venture primarily because they also truly believe in the power of scale of audience and content for both consumers and advertisers.

e. StarVest also distinguishes itself from its competition by making significant customer and partnership introductions – this is what growing companies need most

f. StarVest’s history of success in their targeted investment sectors - technology-enabled business services.

g. StarVest research-driven, proactive investment process.

h. NY based

In September, vertical site network Internet Brands was acquired for $600 million+ by a private equity firm, you've been funded, other vertical ad networks are reporting success. With all the talk about audience buying, it seems placement still matters. Why?
Contextual relevance will always matter. The powerful position is a targeted audience on quality placement (trusted sites).

There is a lot of buzz about audience targeting but the truth is that today it only represents less than 15% of display revenue and 5% of total online revenue according to an eMarketer study. It is certainly a growth area for the industry and for TAN but for now contextual is still dominant.

The travel brands who advertise with us are looking for premium, brand-safe environments alongside related content that we offer at unmatched scale along with very strong performance.

When an advertiser can reach a consumer in the actual session when they are researching a trip, there is an unmatched advertising impact created. Audience relevancy along with contextual relevancy only improves the impact.

By John Ebbert
October 21, 2010 – 3:28 pm

Unanimis Growing Premium Sales And Performance Offerings Says CEO Reeve
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Damon Reeve is CEO of Unanimis, a UK-based digital advertising network and wholly-owned by Orange France Telecom Group.
AdExchanger.com: Please provide a bit of background on Unanimis.
DR: For the first few years, 2001 to around 2005, Unanimis was primarily a site representation business. We worked with premium,  well‑branded sites – ebay, lastminute.com, londonstockexchange.com, Ticketmaster - which are a bit larger than most, required more servicing but yielded good results, particularly at the premium end of the advertising market.

Around the 2004‑2005 mark, the UK started to get more of the US ad networks moving across in a bigger way. A lot of publishers had a lot of spare inventory they needed to monetize, which began to put pressure on the site rep model. Ad networks were starting to break into the market selling blind channels, transparent channels, then starting to move into the performance, CPA end of the market. We got it into the ad network business around that time.

We did an average job of network sales for a good year and a half. Because our business model had been very much premium - partnership, sponsorship integrated deals -  we weren't about performance in the same way that some of the ad networks were.

We eventually recruited a team out of AdLink about a year and a half in. They introduced a new process and a new attitude to running that part of the business and it started to take off from there.

In 2003 we were looking for a tech platform to grow with the business as no adservers at that time were doing a good job of servicing the publisher adserver and ad network market. We invested in an open source project phpAdsNew2 and built a business from that which became awarez, then m3, then OpenAds. It got to a stage, however, around 2006 where the investment needed to continue growing the product was just beyond our capabilities. At the heart we're a media business not a tech business. So we spun that out and sold it off to Index Ventures.

Now called OpenX, with management under Tim Cadogan in LA the business is really taking off. As France Telecom we are a primary enterprise customer in Europe, have a small stake and I still sit on the board.

Can you discuss how the Unanimis business is structured today?
We sold Unanimis to France Telecom in August of last year. So at that point Unanimis became the UK part of the Orange Advertising network, a top 5 advertising sales business that spans across Europe and Latin America.

At a high level, within Orange Advertising in the U.K., we have the OrangeAdMarket and we have Unanimis. The Orange Ad Market is the platform trading part of the business. Unanimis is the network and premium representation part of the business.

Under the hood, Unanimis falls into two parts: 1) premium sales - which is site representation partnerships and integrated sponsorship deals - and 2) network and/or performance offers, which probably has a very similar shape to most other ad networks in terms of the main products we offer.

After joining with Orange, the Unanimis business continues to operate exactly as it did before, however we have now introduced all of the Orange web and mobile properties to the products that we sell.

Do either one of those businesses use data, third party data perhaps to target users?
We use a lot of data that is created from publishers we work with exclusively for targeting to building audience profiles. But that's very much within our walled garden. We don't currently buy in any third party data.

There's no doubt the data market will grow, but it's a little ways off.  People are struggling to place a fair value on data and publishers are pretty anxious about eroding value in the long. Currently, they can't control the expiry of the data and relying on trust and best practice seems like an unlikely solution.

Once there's a framework around what value to place on that data and a bit of a workflow around how to organize the trading of data separate to inventory then this part of the market will grow.

What's unique about the U.K. and European ad markets compared to the U.S.?
In Europe, advertising is a relationship business. In the US it's much more around a system, a process, and less around personal relationships or individual relationships. One of the challenges a lot of US companies that are active in our sector have had in coming to Europe is to appreciate that difference.

The shift underway at the moment toward trading platforms will challenge this in some ways. I suspect that while the platforms will allow much of the workflow to be automated, the relationship side of doing business will remain unchanged.

How do you plan to grow the ad network business?
There’s a two speed plan to growth. Most growth will be found in the short term through performance offers. Out network business is strong today and with the introduction of trading desks and DSP’s the scale of business can increase significantly and efficiently. So a focus on this today makes the most sense.

But an important investment for the future is in premium offers - creative solutions, branding opportunities, mobile and cross-platform opportunities. In the coming years we expect a bit of re-balancing back from performance and growth in premium will outstrip performance.

Can you quantify for us current momentum in your premium business and your ad network business in Orange Ad Market?
On the ad network side – Unanmis - we're probably performing a little bit ahead of market growth. The IAB said recently that online display is growing about six‑and‑a‑half percent year‑on‑year and we’re ahead of that. Our performance network business is doing well and well positioned across most vertical sectors. On the premium side we’ve been investing heavily in our mobile and cross platform ad products, which we expect to have significant growth over the coming years and outperforming the performance network business.

The Orange Ad Market has a different growth profile as it’s so new for us. Up until the introduction of the Orange ad market, the volume of supply under management was fairly in line with revenues. So as the business grows bit by bit, the supply and demand are fairly in line as an ad network.

When you introduce an exchange, the metrics change completely. We're anticipating 10x growth on the supply side for the next few quarters, because that supply will be monetized by other people - trading desks and DSP’s - rather than our own sales force

I'm playing a caretaker role in the short term just to see that the Orange Ad Market develops. Leveraging relationships we have in the market to foster the demand and supply sides is key to gaining liquidity in the early phase, In particular with the larger advertisers and websites. At a certain point, which I'd probably say would be the end of this year, we'll move governance out  from within Unanimisso that it can be managed and run independently.

Finally, The Google question – do you worry about Google taking away your business?
I think that everyone in our market should be concerned about their strategy. There's no doubt about that. We're anxious about their investment in Invite Media, because it confuses their position in the market. It's early, so no one's 100 percent sure how the market is going to evolve or develop, but what I want to see is that the market does evolve and develop, and it's not finished off before it's even started.

Follow AdExchanger.com (@adexchanger) on Twitter.
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Undertone CEO Cassidy On Jambo Media Video Ad Platform Acquisition
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On Monday, Undertone announced that it had acquired Jambo Media, a supplier "of online video advertising distribution and technology with more than 17 million unique viewers per month [according to Comscore for Sept. 2010]." Read more.

CEO Mike Cassidy discussed the acquisition and his company's move deeper into the digital video ad space.
Why is Jambo Media a good fit? And, how will the team be integrated into Undertone?
The acquisition of Jambo is a great fit because while Undertone has been offering video for a number of years, the acquisition of Jambo Media gives us access to new inventory, products and technology.  It creates a synergy of technology and resources to better serve the market as the one-stop-shop for quality display, high-impact and video advertising.

All Jambo employees are being integrated into the Undertone team and we expect that they will play immediate roles in bringing existing and new products to market.

How will you drive business through the online video ad channel? Will you leverage the existing Undertone display ad client list, for example?
Essentially, our current customers will now be able to get more of what they need through Undertone.  Every targeting methodology we apply to display will be applied to video.  We anticipate product integration to be complete in Q1 ‘11, at which time Undertone can execute campaigns across formats from a single ad-serving platform.  We also plan to continue serving existing Jambo customers.

Are more acquisitions possible by Undertone?
We’re always looking for ways to improve our offerings for partners and customers and will seek to build, acquire or partner with best-in-class product and technology providers to meet their needs.

For ad networks to survive in the future, do you think they need to serve all digital marketing channels such as video, mobile, display, etc.?
Absolutely. With the proliferation of DSPs and other platforms offering new ways for companies to buy and serve inventory, it’s the networks that can offer the most robust combination of products, insights and technology that will differentiate.  Video is a critical component of this, as there is a definite need to bridge the gap between traditional TV and digital advertising.  That’s why we’ve made our goal to help marketers ‘span the screens,’ by putting video to work for brands on televisions, personal computers and mobile devices.

By John Ebbert
November 10, 2010 – 12:05 am

Undertone Networks Planning RTB Future, Integrating Agency Trading Desks Today Says CSO Schanzer
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Alan Schanzer is Chief Strategy Officer, Undertone Networks, an online advertising network.http://www.undertone.com
AdExchanger.com: What has surprised you most about online advertising in 2010?
AS: Just when I thought it was impossible for change in the industry to accelerate, it did. The impact that technology has had on the online ad business is quite amazing. 2010 will be the year of third-party data exchanges, ad verification, agency trading desks, DSPs and other platforms, resulting in the rumored death of ad networks and the adoption of emerging technology models. With two and a half months left until the end of the year, I’m anxious to see what lies ahead.

As an advertising guy, I’m very focused on how to combine innovative technologies with the basic notion (and I’ll date myself) that exposure (reach and frequency) and great ad creative and messages build brands and drive demand. I say this because, first and foremost, I really believe it. Second, I often wonder if our industry is so focused on individual low-cost impressions and clicks that we're overlooking the reason why adverting exists in the first place. As our business has become technology-centric, let's not forget about the importance of creative. In 2011, I think we can all think a lot more about that.

How common is retargeting as a campaign tactic among your clients?  Beyond retargeting, is the use of data (online, offline, intent, etc.) growing in campaigns run at Undertone?
Currently, about 20 percent of our clients run retargeting campaigns. This number is growing as we utilize technology to make retargeting more segmented, refined and measurable. We’re also increasing use of third-party data, while spending more time analyzing results when it’s combined with proprietary data. It’s the combination of these data sets that often yields the best performance for customers, but the challenge with data, as everyone is learning, is scale and consistency. Undertone’s analytics and technology are quickly solving these problems, and we’re in the process of rolling out a powerful, next-generation engine that will optimize data in real-time and target on an impression basis. This will not only produce more consistent results, but it will also improve campaign performance.

How has real-time bidding influenced Undertone strategy? Have you added it to your toolkit?
Real-time bidding is something we will make available, because our customers are asking for better solutions to target the right audience on high quality, brand-safe sites. That commitment to brand-safety means that Undertone does not buy blindly through exchanges or daisy chain with other networks. We recently launched Undertone DirectConnect™, a new product that integrates with trading desks, allowing agencies to tap into a supply source of high quality inventory using their existing buy-side platforms. DirectConnect fills a market need by offering quality inventory at scale – something buyers today cannot get through the exchange marketplace. More, it supports the way buyers want to buy media today: electronically. We can do this because DirectConnect is built on top of our proprietary, next-generation technology platform. Today, we support rich media and in-banner video ad units, and future versions will enable real-time bidding (RTB) and allow us to offer buyers pre-roll video, expandable and other high impact ad units.

Is DirectConnect live today, and when will it be real-time biddable for buyers? What about sellers looking to set floor prices?
Yes, four agency trading desks from the major holding companies have signed on to leverage DirectConnect. Transactions are already flowing through the system, with positive early feedback. Early in 2011, we’ll release functionality to support real-time bidding, which will allow agency executives to evaluate each impression that they buy.  We have also planned a series of feature enhancements over the next two quarters, which will make DirectConnect even more valuable to buyers.

Is transparency becoming more of a requirement whether from the buy or sell side?
Yes. With the emerging buy-side platforms, advertisers don’t know the quality of inventory they’re buying. This has never been an issue for Undertone. Our business model remains consistent. We control the sites and placements of 100 percent of the inventory in our network and only work with Undertone Qualified Publishers (UQP). Our buying process isn’t blind, and Undertone offered a quality guarantee long before ad verification was a business.

What is Undertone's target client market today and how do you see this evolving?
We continue to focus on a range of clients with top brands leading the way. In fact, ten out of ten of our biggest spenders are Fortune 500 companies. More and more brands are seeing the value of buying quality, brand-safe placements at scale, which is the reason why they select a core network partner in the first place. Our technology and product roadmap is firmly set on increasing the value we deliver to big portfolio brands and helping them drive better results online.

Does Undertone find itself competing with agency trading desks for media agency business? If not, do you anticipate that you will at some point given the focus on ATDs by ad holding companies?
Undertone doesn’t compete with agency trading desks. Our approach has been very different; we consider the trading desk buyer a growing and very important customer segment. Undertone made the strategic decision to invest in DirectConnect to service the trading desks. Our core value proposition puts us in a positive position to offer quality inventory and scale in both display and video advertising that is differentiated from exchange-based sources that the trading desks rely on.

What ad formats are you providing access to in the Undertone toolkit today (display etc.)? What formats can you see adding in the foreseeable future?
There is a clear market need for creative units that drive performance. We will continually provide and refine unique placements at scale, such as synched ads, homepage channels and other units, while expanding to offer multiple formats in display, video and pure content distribution. By offering compelling creative opportunities, such as PageGrabber, which we announced in September, Undertone is providing products that can’t be bought in an automated manner through buy-side platforms. Even with high impact units, our customers will be able to use targeting techniques and performance optimization tools that help drive the scale and results that they expect from a network.

Earlier this month, an article posted on AdAge.com covered the resurging importance of ad creative in the agency community. I couldn’t agree more, but when advertisers want to target audiences, there isn’t much flexibility or opportunity for them to do so when buying via the ad exchanges. In the near future, Undertone DirectConnect will offer agency trading desks high impact, expandable and pre-roll video ads units that are not currently available today.

How have ad verification companies impacted your business? A nuisance or welcome addition?  Please explain.
For us, verification companies haven’t changed anything in the way we do business. Ad verification requires additional effort for the trading desks – both to setup and to monitor for false positives. But we believe that this is a good thing as it shines a spotlight on the bad behavior that has hurt the growth of the industry. Because this is nascent technology, we’re vetting the partners we’ll work with as part of our Verified Included program, verifying (pun intended!) that their methodology is reliable and consistent. Clients trust Undertone because of our commitment to quality, and they know that when their ads run on our network, they’re not risking their brand with placements that lurk in the dark corners of the industry.

There remains some pushback among publishers in terms of using ad networks. Are you seeing any change of heart on the publisher side these days? How has Undertone's U360 product helped?
Ad networks that don’t bring much to the table outside of the traditional, remnant CPM buying model are certainly seeing pushback from publishers. Undertone’s offering, which consists of not only standard display but also high impact ads and video, has been received incredibly well by publishers who are seeking substantial growth from their secondary channel. With U360, an audience and reach extension platform that allows publishers to maximize opportunities for their direct sales channel, we’ve given them yet another tool in the toolbox to drive revenue. Between the two, Undertone has emerged as a very different type of partner for our publishers: one who is additive, strategic and generates significant revenue.

How many employees is Undertone today? Profitable? Any plans on raising a round of funding?
We’re aggressively hiring in almost all departments; depending on how fast we can fill the open positions and onboard new staff, our employee headcount will be about 150 people by the end of the year. Undertone is profitable with a positive cash flow, which puts us in a position of strength to invest in our business. Looking into 2011, we will continue to invest heavily in our technology, which is a critical part of our strategy and efforts to continually drive campaign performance and results. We’ll continue to hire to support our growth, with emphasis in marketing to help promote video alliance partnerships and products and establish a presence in global markets.

In the press release for your new full-page PageGrabber ad unit, you do not mention improved click-through rates, only better "interaction" rates. Why?  Isn't CTR still a key metric for marketers?
While click-through rates are a standard industry metric, they provide a limited view of online campaign performance. Increasingly, marketers are beginning to evaluate campaign performance in other ways, looking at measures such as post-buy reports, brand lift across the internet, impact on search and offline sales lift reports, just to name a few.

Due to its size, PageGrabber is bound to see great branding metrics and will mostly likely see higher CTRs than standard banner and rich media ad units. Bigger ad units just perform better. But that’s not the point with an ad unit like PageGrabber, which is primarily bought for brand exposure. It’s about the impact of this execution, not the CTR.

Follow Undertone Networks (@UndertoneNet) and AdExchanger.com (@adexchanger) on Twitter.
October 11, 2010 – 12:30 am
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Adi Orzel is CEO of Xtend Media, an online display advertising network. 
Orzel recently updated AdExchanger.com on his company's progress in the past year.
AdExchanger.com: About a year ago, you suggested that there was a growing importance to the demand-side platform model and exchanges in XTEND media's business.  Where do you stand today in this regard?
We work very hard to increase activity on all existing exchanges (Right Media, Google, Appnexus, OpenX, etc,), and media buying has become a bigger part of our business model as an ad network. I think that the pure DSP model is endangered. The Invite Media deal created a valuation cap for those companies and with the pressure on their margins, most pure DSPs will look to be bought in the next 1-2 years. I like the Appnexus model for offering a combination of a DSP and ad exchange, and I also think more ad networks offering DSP services will start to appear. The pure DSP business model will find it hard to prevail.

Are real-time biddable inventory sources important to your model?
Yes, for both our brand and direct response advertisers. I saw tremendous growth in the amount of non-guaranteed inventory available in 2010, and I think this will continue to grow. International inventory is lagging here, but I think it will change in 2011. Definitely RTB is now more relevant to our brand business, but this activity in our performance business is catching up.

How is XTEND Media business today? Can you provide any details on revenue momentum, profitability, clients? Any year-over-year comparisons?
2010 is a great year for XTEND. As a private company we don’t expose definitive numbers, but I can share that XTEND grew approximately 50% YOY in both revenue and profit and our network serves every month over 20 billion ads across the globe. Entering our 5th year of business, this is significant growth. In our performance activity, we’ve increased synergies with our sister company Adsmarket and recently we’ve announced a reorganization and expansion of our group that will boost our performance business next year.

In the brand business, we’re offering brand safe and premium channels in our network, currently focused in the USA, UK, Germany, Spain and France. We will roll out our premium channels in more markets in the coming months. We are seeing a very positive reaction to that business unit as demand grows for quality inventory at reasonable prices combined with advanced media optimization solutions. A lot of that activity comes from brands looking for performance metrics beyond the click. They see our value proposition interesting as we integrate an additional layer of optimization not always available in their direct media buys, or automated exchange buys.

What are you doing about innovation at XTEND Media? Any strategic shifts upcoming or underway? 
We’re in the process of building our own technology stack. Now that we have a very solid data analysis solution, our focus is on building a system that will create better work efficiencies and optimization as we are active across multiple media platforms, and eventually drive stronger performance for our advertisers and publishers. It will be an integrative platform that will work well with other systems we use such as the Adsmarket platform, Right Media Exchange, AppNexus, DoubleClick, and others. The key issues we’ll tackle will be around media optimization which is the core competency of the XTEND business.

Is there enough inventory to reach audiences in all geographic locations using exchanges and aggretators?
Besides the Right Media Exchange which is the only global platform, DoubleClick ADX is pushing large volumes relatively in the different regions, although it’s a portion of what they have. The other platforms are rolling out territories moderately. We start to see more supply in Western Europe from the global exchanges, mainly UK, but also Germany, France, Spain and Italy. There’s also improvement in South America inventory availability. However, other regions are still dormant. Even where we see improvement, the volumes are relatively small to the size of the markets as we understand it. To deal with this, we focus a lot on relationships with local players within the regions. There are some interesting local exchanges / marketplaces developing across Europe that we work with, and I think this will continue. Local players will be dominant in the non-guaranteed local markets, while international platforms will focus on global .com inventory and global media conglomerates’ inventory.

For your performance marketing clients, do you find it important to continue to have direct-to-publisher relationships - i.e. a publisher network?
Our publisher relationship is a strong asset for us. We focus on publishers that deliver strong performance metrics for our clients, and where we can generate high ECPM. In the brand safe and premium space, direct publishers relationships are important to drive demand. There’s more competition on that front than what we saw 2 years ago, although in many cases the promise is far from the delivery when it comes to the yield management platforms and SSPs. For many of our publishers we act as if we are an SSP, as we combine our internal demand, plus demand from 3-4 exchanges and other ad networks. As far as we can see we are quite competitive, but we’re also buying and working with all the SSPs and YM solutions to expand our reach.

In general, do you see pricing models evolving? Are view-throughs important to the performance marketer?
CPM is still the king when it comes to brands. As brands focus on buying brand safe and premium websites, the justification of charging CPMs for a network inventory is there. We actually see higher CPMs across many markets in the last 2 quarters.

I also see a lot more “brand-performance” campaigns where we need to manage a hybrid model. The agency buys at CPM or DCPM, and we’re measured towards both the average CPM price, and the effective CPA goal. I see DCPM and 2nd price auction models taking a more dominant part of this world. Clients will look to bring the advantages of RTB pricing into non-RTB environments, and this something that XTEND can do very well for them. Post-View is very dominant across the German market, most of the performance display business in Germany is based on that. It has some penetration in other markets but not significant. I think post-view is a bit problematic and has to be managed carefully, but in Germany it allows advertisers to see their ads on top tier websites while paying CPA, they seem to favorite that model.

Tell us about your local ad tech community.  What's it like? Strengths, weaknesses?
The Israeli market is very advanced when it comes to the online marketing companies. We have networks, ad-serving companies, contextual targeting, data platforms, and also interesting publishers and advertisers that work globally from Israel. It is a very tight community where we all know each other. In XTEND we work very closely with companies that should have been considered our most “fierce” competition for example, DMG and Ybrant Digital. Part of it evolved around personal friendship.

However, the main reason I think is centered on the fact that we don’t see Israel as our market, rather, the world, and we are all motivated to become a force in the global market. A lot of small startups in Israel enjoy the fact that there are some large media companies here where they can test their newly developed concepts before going overseas.

A year from now, what are some milestones you would like to have seen XTEND Media accomplish?
We’re always aiming for rapid growth in this ever-changing market. In 12 months from now we want to have a strong premium display offering available to our brand clients and agencies directly and through the different exchanges. We are launching our office in Spain this week and we plan to look at more regional expansions in Europe. Last but not least, we’re looking at other mediums like mobile as a great growth opportunity for our group in its entirety and XTEND will take a major part there.

Follow Adi Orzel (@adi_orzel) and AdExchanger.com (@adexchanger) on Twitter.
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Yahoo! VP Patel Says Dapper Acquisition Will Include Integration Of Dynamic Ads In Right Media Exchange
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Dev Patel, VP, Advertiser and Publisher Solutions at Yahoo!, discussed the Dapper acquisition (read the release) and its implications.
AdExchanger.com: Can you discuss how Dapper's technology will enable SmartAds going forward?
DP: Dapper's technology will use consumer ingights from across the Yahoo! network to understand user intent and dynamically generate the creative in real time to message to the user, anywhere on the Yahoo! network.

Dapper's technology is focused on retargeting.  Why is retargeting important to Yahoo!?
Dapper is not just focused on re-targeting, its primary tech function is to generate ad creatives dynamically based on user intent and pixel based information from any site is an input to understanding intent.

How will the Dapper team be integrated into Yahoo!?
Dapper's team will continue to be based in their offices in San Francisco and Israel but will soon start working with the appropriate Yahoo! teams.

How does the Dapper acquisition sync with Yahoo!'s overall product vision?
Dapper is one step further in realizing the product vision of being able to offer the right message to the right people at the right time. Dapper's technology is superior to others in the market and when combined with Yahoo!'s assets
accelerates advertiser/marketer adoption of Yahoo! Smart Ads.

Do you see this as purely a Yahoo! media offering or could this be wrapped into the Right Media Exchange as well?
Dapper will enable dynamic ads both on guaranteed and non-guaranteed inventory and in the Right Media exchange.

By John Ebbert
October 5, 2010 – 11:25 pm

Yahoo! VP Zinman On New Personalized Retargeting And Yahoo! Network Plus Re-Branding
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Today on the Yahoo! Advertising blog, Yahoo! announced its new "Personalized Retargeting" product which it claims can "turn prospects into customers at an even higher rate than standard retargeting—and you’ll only pay for clicks or conversions." In addition the company announced the rebranding of its ad network calling it the 'Yahoo! Network Plus' ad network, "which combines Yahoo! sites with some of the top publishers on the Web, [and] can reach 86% of the consumers on the Web, the largest reach and page views among any network." Read more.

Yahoo! VP and GM for display advertising business in North America, Dave Zinman, discussed the new personalized retargeting product as well as the Yahoo! ad network re-branding.
AdExchanger.com: How is Yahoo!'s retargeting product evolving?
DZ: Yahoo, in fact, had a product in-market called Enhanced Retargeting, which was through partners. We offered dynamic ad creation, and we did it with an audience that was basically retargeting segments. What we're launching with Personalized Retargeting, though, is the ability to offer performance pricing. We'll sell it on a CPC and CPA basis to customers and leveraging Dapper technology (acquired last month).

There’s a lot of potential in the market for this since the performance level is so high for customers. And, it's the first time that customers can easily digest a solution that gives them performance comparable to search in a display environment with all the scale of display.

How will Yahoo! differentiate Personalized Retargeting from competitors?
One is we have scale. We're the biggest display network in the US, based on reach, impressions, media spend, whatever measure you want to use. As part of that scale, we can give advertisers access to greater supply then you get through any other solution.

In addition, we have a dataset that we can use to enhance the retargeting data sets that advertisers bring. We've got access all the searches people do on Yahoo, so we can tell when somebody is in-market.

That gives us a chance -both with the scale of supply and data - to target the number one issue with personalized retargeting, and retargeting in general, which is scale.

In addition, there are some emerging issues around the fact that some of the early players didn't have great frequency controls and there were consumer complaints about personalized retargeting chasing them around the web.

Yahoo! works hard to maintain consumer trust with our users had have gone to market with tools like Ad Interest Manager, which allows you to see what your profile looks like and how you're categorized. You can opt in, you can opt out, you can change it.

Those kinds of controls inspire better, stronger consumer confidence.

Who do you consider to be the target customer for the new retargeting product? And how is that target customer different than what Dapper was going after pre-acquisition? 
We're going to go after very similar verticals in comparison to where Dapper started. We can already see with our existing, early customers in retail and travel that they are having tremendous results. We've got a travel client that doubled their conversion rate above retargeting with this solution. That's impressive and hard to do. We definitely see those two categories having a real affinity for the solution. There are a lot of other verticals that we can take it in and we're experimenting in, but that's where Dapper's wheelhouse was.

We're going to be able to take the Yahoo salesforce - and obviously the much greater reach and penetration of that salesforce - and go and sell it much more broadly than Dapper could as a startup.

Is there a minimum buy to this Yahoo Personalized Retargeting offering? Or a minimum sale? 
There's actually no initial minimum to get up running, but what we do is qualify customers who will use it. So number one: you need at least one and a half million uniques on your site a month, and you need to be able to get up to a minimum spend (of) $170,000 annually. It's a pretty low number for where you typically see minimums and that has a lot to do with the uniqueness of the Dapper technology.

They've automated many things that - especially when you're dealing with Smart Ads or dynamic ad creation - typically require manual effort. Campaign minimums you hear about in the industry are higher because they haven't been automated.

Is Yahoo going to get to leverage its data in a new and interesting way with Dapper technology? 
We’re going to take the technology that Dapper has developed and power it with Yahoo datasets which are not, today, different from what they were before we acquired Dapper.  Search re-targeting is the one that's probably most relevant here because that's where we see people: at the bottom of the funnel, searching on a product category, searching on a competitive product and searching for related products. The technology gives us an ability to broaden the re-targeting audience.

It would seem like sourcing inventory through an exchange - especially if you're offering CPA and CPC pricing - might make the best sense. Are there any plans to buy through RMX or, as you said, continue..? 
Absolutely. The supply sources for this will include Yahoo's owned and operated inventory, and all of our extended inventory on Yahoo Network Plus, which is our branding for the network. The network includes access to inventory we get through the Right Media Exchange. It includes access to inventory we get through managed media buying - so spot buying that we do. Also, Dapper brings some capabilities to market in terms of getting access to inventory from new sources.

Why the rebranding to Yahoo! Network Plus?
Yahoo has grown its network business a lot over the past three years. Since the acquisitions of BlueLithium and Right Media, the company's invested a lot in growing its network. We've reached the point at which we believe we're the leader in display-ad-network space in the US, and so we wanted to more clearly denote that for the marketplace. The challenge we have is that Yahoo is such a well-known brand name and people think of Yahoo as the consumer sites - and they don't always think of us as a network. What we're trying to do is take all the assets and clearly denote for the marketplace the business that we're in.

Are there any other ways to quantify Yahoo! being a leader in display? 
As I said, we believe we've achieved a triple crown, which is reach, impressions served, and media spent. It's hard to come up with other measures that are meaningful.

My last question for you: Aol announced its Project Devil initiative which includes bigger, more integrated ads likely driving higher CPMs. Can you talk about any initiatives towards “big ads” within your Yahoo! Network Plus strategy? 
Actually, let me speak a little bit more broadly to that in Yahoo!'s display business overall. Yahoo! has two marketplaces. We have our premium display marketplace, which is sold on a guaranteed basis and is the more traditional business that Yahoo! has been in. Yahoo! Network Plus is our non-guaranteed auction marketplace run on Right Media. In the premium display business, we've done a lot over the past year in terms of launches around expanding, growing the creative canvas. For example, we launched our log-in page ad. To me, these ads feel like a magazine ad in terms of visual impact.

We also launched units that were initially introduced by the Online Publishers Association. There's a push-down and those types of ad units, which are bigger than the standard IAB units. We're launching those all over Yahoo! Properties.

The scope of inventory available in those sizes has been growing throughout the year. To date, we don't make that inventory available on an auction basis. We believe there's scarcity and value in premium pricing there.

By John Ebbert
November 1, 2010 – 1:58 am

Right Media Head McGrory Discusses New Products, Yahoo! Commitment To RMX, More
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Right Media chief Ramsey McGrory discussed RM's new Audience Sharing product and answers to a selection of questions from Tuesday's Right Media forum.
AdExchanger.com: What is the purpose of Audience Sharing?
RM: Audience Sharing enables Segment Owners and Segment Users to share, manage and monetize audiences at scale. Advertisers have a very specific audience in mind when they launch a campaign and ad exchanges have been at the forefront of developing advertising technologies that help better reach those audiences and deliver a more relevant advertising experience for the consumer. Audience Sharing is the latest capability Right Media is offering to enable more efficient audience-based buying, while delivering more relevant ads to consumers.

Can you go more in depth on the "recency" component to audience sharing and why it's important?
Recency is an element of how we attribute performance to a specific segment.  For example, a Segment User may be interested in delivering advertising to two audiences, and they want to engage those audiences based on segments provided by multiple segment owners.  Impressions for an audience with a cookie that has both segments A and B will often appear and then it needs to be determined which segment drove the value.  Recency is used to help make the determination.  The segment the user most recently joined wins.  This ensures that the Segment User is getting an impression that most accurately reflects the user’s current attributes in the marketplace.

How is Audience Sharing different than what's offered elsewhere? Can you provide a use case?
Other major advertising platforms do not enable Segment Owners to share, manage and monetize their audience segments at scale. We have the largest media marketplace, so when Right Media Exchange Segment Owners decide to share their segments, they are immediately actionable against an enormous media marketplace.

From a corporate strategy point of view, can you address Yahoo!'s commitment to Right Media Exchange?
Putting on my Yahoo! hat for this answer, I’d say the proof is in the pudding. Yahoo! is committed to our exchange and demonstrates it every day by placing all its non-guaranteed inventory on the exchange.

What can you tell us about the product roadmap for RMX?
We’re planning a full product roadmap for 2011, particularly in the areas of Audience Management, Trust & Safety and Yield and ROI maximization.

How does Right Media Exchange fit with APT?  Is APT still moving forward?
Yahoo! continues to invest in two major ad platforms- APT and Right Media. They serve different needs and for now the two will remain separate. APT continues to support Yahoo’s guaranteed inventory and 350 newspaper publisher’s inventory (as part of our newspaper consortium).

What about global support and expansion of RMX? 
Right Media is the largest ad exchange and has a global presence with inventory in over 90 countries and, as a result, can support global buying and selling. In addition to North America, we’re in Europe, Asia, Latin America, the Middle East and Africa. We’re focused on continuing to grow in those regions.

What do you think is the biggest misconception about RMX?
Maybe the biggest misconception about The Right Media Exchange is that it is an ad network, a clearing house or billing solution, or a principal in the advertising transaction.  The reality is that Right Media’s extensible technology platform enables users to access and process data about the available advertising space from their own applications which connect with Right Media’s APIs. The Right Media Exchange has more than 200,000 active buyers (advertisers and agencies) and sellers (publishers) of advertising space on Web-based properties, six to eight billion daily impressions, and 500,000 circulating creatives, and we are squarely focused on making sure that trust and safety are key pillars of our community.

By John Ebbert
November 5, 2010 – 2:56 am
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James Deaker recently joined Yahoo! as VP Data Solutions and Insights after leaving his position at Microsoft as Director, Monetization Excellence.  He discussed his new role and publisher strategy with AdExchanger.com.
AdExchanger.com: Tell me about your new role and why it's a good fit for you. 
JD: I’m joining Yahoo! because I’m amazed by Yahoo!’s leadership position in the digital medium. My focus is to ensure Yahoo!’s products and insights for advertisers and marketers differentiate us in the industry.

Specifically, I will be leading a new organization responsible for data solutions, custom analytics, and data quality. Yahoo! has one of the largest business and data analyst communities of any major publisher on the Web, and we know that sharing techniques and best practices within this community is crucial to delivering unique perspectives to advertisers and publishers.

The reason the role is exciting to me is that we all know the web experience generates petabytes of data, but so often we all get stuck in the noise associated with the technology and the vast quantities of data. It is easy to focus on the technologies, like RTB, that are delivered by the Exchanges, DSPs, SSPs, etc. However, we need to pause and think about how we are delivering insights that make life better for the content consumers and advertisers who want to engage with those consumers. Yahoo! understands this and is making significant investments in these areas.

In your opinion, where do publishers make mistakes today in terms of monetization and yield management?
Wow, that’s a big question because there are so many! To be clear, while my focus over the last few years at Rapt and then at Microsoft was on pricing and yield questions, my new role at Yahoo has a broader and different charter than simply Publisher Monetization. That said, there are three key mistakes I’ve seen repeated.

Publishers forget about the customer: the advertiser. What are the attributes the advertiser values and for which a premium price can be charged? This is easy for Direct Response marketers: clicks, actions, engagement, and transactions. But for most Brand Advertisers the metrics are more nuanced, and the people who understand this are the Account Executives and Account Managers, who are often organizationally separated from the Yield Management and Monetization teams.

Publishers over-complicate pricing. Publishers want to generate a unique price for each product or page-group on their rate card because they have been sold on the promise of yield-management similar to the airline industry. For a major publisher this can literally result in thousands of products. While self-serve automated platforms might one day make this a reality, for the time being most of the transactions are still done through negotiations between advertisers and publisher sales teams and in practice sales teams need a simple rate card that they can sell off. In the past I’ve used the analogy of a publisher rate card being like a restaurant menu. You need to be able to both justify the prices, but also defend the products that are on it… and fit it on one page! Just because the technology exists to price every page-group code doesn’t mean you should be using it.

Publishers fail to enforce pricing. Most publishers do a terrible job managing discounts and will trash their own rate card for a big advertiser. If you believe in your rate card, and you believe that it is aligned with market prices, then you should hold the line on your most valuable products. If you can’t then your products really are a commodity, or your sales force doesn’t know how to sell value.

From your point of view, where does a seller begin when setting pricing and creating a rate card?
The publisher must begin with two factors: what matters to the advertiser and what differentiates the site from other properties. In the end nothing else matters. Most publishers don’t stop to think about why they are differentiated from their competitors. Is it the contextual experience? The user profile? The specificity of the content? The technological ability to target? If the publisher doesn’t know or can’t answer these questions, they may want to consider letting the market decide the value of their inventory based on how it performs for direct response. Then, the publisher can learn from that experience by careful observation of the pricing dynamics. To command premium pricing, publishers must present their inventory to brand advertisers for whom the audience and context matter.

What is surprising you these days about digital advertising?
I’m still surprised by the immaturity of our industry and the persistent fragmentation. The good news is this drives continuing innovation. The bad news is we still lack the level of standardization required for major advertisers to allocate their budgets more efficiently and broadly across the media.

What will be your own success metrics at Yahoo!? -as in, what do you hope to accomplish?
Yahoo! is aggressively executing on its product strategy under Blake Irving’s leadership. Blake and Carol both have set the tone and demonstrated a commitment to the importance of data and analytics in driving business results. My personal commitment is to support this evolution by creating insights and data solutions that enable us to deliver ad products to advertisers and content and communications experiences to users in a unique way. I am very excited to have the opportunity to a make a difference at Yahoo!’s scale and positively impact the lives of over 600 million consumers globally.

By John Ebbert
December 10, 2010 – 12:05 am

Marketers

Del Monte Foods’ Chavez Says Demand-Side Platforms Make Sense For Brands

September 16, 2010 – 8:54 am
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Doug Chavez leads digital marketing for all Del Monte Foods brands. He discussed online display advertising and the opportunity for brand marketers with AdExchanger.com.
AdExchanger.com: Is online display becoming more important to the marketer? Or is it a "backwater"?
DC: The importance of display in an advertiser's planning will vary for brands and DR advertising goals.  I don't believe display is a "backwater" for anyone, especially as display technology continues to get more sophisticated.  I believe display will always have a distinctive role in the communications mix.

What's your view on ad exchanges? For example, are brand marketers ready to run awareness campaigns through exchanges? If so, under what conditions?
For brands buying impressions in "tonnage", I think it makes a lot of sense for brands to use a DSP.  Using exchanges to help aggregate "true" target audiences is a intriguing proposition; one that warrants testing and better understanding. My hunch is most brands will see positive results and adopt quickly.

How do you handle success metrics across channels both digital and non?  Are you measuring the impact of, say, an online video ad on your print campaign which leads to a conversion?
We work closely with our multi-discipline teams to determine how and what we measure.  The important part here is that digital marketing professionals need to truly understand measurement across channels to see how digital is impacting the marketing investment vs. just looking from campaign-to-campaign.  Digital marketers that don't spend the time doing this analysis will forever be playing catch up and having a hard time getting more investment in the digital channel.

How have consumer privacy concerns affected your thoughts on using cookies to target audience?
Transparency is the name of the game. Brand marketers shouldn't be afraid to use cookies or other technologies, however, they should be concerned with being at the forefront of a consumer-trust initiative.  The IAB is doing some excellent work in this area but marketers truly need to understand this and join the conversation.

If you could have the ad tech world build you a tool to help you with your digital marketing, and you didn't have to pay for it, what would it be?
An intuitive, centralized reporting and management dashboard for all of my communications, for all my brands, such as CRM, Social, Paid Media, Search, Coupons, DFSIs, etc.

Follow Doug Chavez (@dougchavez) and AdExchanger.com (@adexchanger) on Twitter.
September 16, 2010 – 8:54 am

Discovery Discusses Mobile Campaign Tactics And Goals; Previews New Storm Chasers Promo Using Medialets

October 13, 2010 – 12:04 am
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For tonight's premiere of season four of Discovery Channel's "Storm Chasers" reality TV series, mobile ad technology firm Medialets was enlisted by Discovery Communications to create a custom, branded, in-app ad which uses a transparent overlay - the HTML5-based creative includes a tornado that wipes away everything in its on-screen path on the iPhone screen See a video of the app in action on YouTube.

Amanda Hoppe, Media Manager at Discovery Communications, discussed her companies mobile media strategy.
In terms of digital strategies, how critical is mobile to Discovery? How do you see this evolving in the future?
AH: As an entertainment advertiser, spreading awareness and sampling of our content across as many screens as possible (i.e., mobile, TV, digital, etc.) is an important part of our strategy to drive tune-in. The proliferation of smart phones, and the subsequent opportunities to reach their users, has proved to be an exciting outlet for us to showcase the best of the Discovery brand.

What are some of the key, common goals you have for all mobile campaigns? What are the success metrics?
Spreading awareness, reminder messaging and encouraging the sampling of video content (when possible, depending on the execution) are the main goals across all of our mobile campaigns. While click-through rate to specific calls-to-action and opt ins are important, we believe that video views/completes gives a stronger indication that consumers will be more likely to tune into the show to watch more of the content that they
sampled.

By John Ebbert
October 13, 2010 – 12:04 am

Analysts

Former Omnicom Exec Goldman Discusses New Book On The Google Marketing Machine


September 7, 2010 – 12:05 am
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Aaron Goldman is the founder and principal of Connectual, a digital marketing consulting firm. Goldman has written a new book called, "Everything I Know About Marketing I Learned From Google."
AdExchanger.com: Please share a little background on you and what inspired you to write this book.
AG: I've been in a digital marketing guy for over ten years. I started off as a sales guy with L90/MaxOnline -- one of the early online ad networks. Then I became a search guy after getting in early at Resolution Media. Then I turned into an agency guy after Omnicom bought Resolution before becoming a consulting guy when I started Connectual.

So I’ve been a lot of different guys but all of them loved to write. At first, I scratched the itch through elaborate (and way too long) emails and proposals. Then I started blogging and eventually got my tally up to some 15-odd blogs. Then I got a bi-weekly column in MediaPost Search Insider.

Writing a book was always on the bucket list but it wasn't until I started my own company that I had control over my schedule so I could days and weeks at a time to work on a manuscript.

As for why I chose this topic… well, Google sells books. And I knew a thing or two about the company, having spent hundreds of millions through Google for my clients over the years.

In the audience-buying world, is it possible to "keep it simple stupid" (a Google lesson) considering the opportunity to micro-target 100s if not 1000s of audience segments in a single ad campaign? What do you recommend?
I think K.I.S.S. comes into play more when it comes to messaging and positioning.

The lesson of Chapter 9 is track everything and Chapter 10 is let the data decide. So I fully advocate for leveraging all available targeting options to reach your audience.

But, when deciding what ad to serve with each impression, it's critical to have a message that’s easy to understand and provide an experience, whether on your website or in a social environment, that clearly articulates your brand positioning and unique value prop.

Where do demand-side platforms fit in the evolution of digital advertising? Will Google own the exchange and/or DSP space at some point in the near future?
You know that display advertising technology landscape slide that finds its way into every deck these days? Well, I created a version that replaces all those hundreds of logos with just one. Take a guess.

At some point, Google will have a play in every one of those "buckets" and it will be easy for advertisers to get all the benefits of each of those middlers with just one (giant) middleman.

That said, the big advertisers will still use agencies and/or DSPs to buy display because they don't want Google having access to all their data. But, as Google proved with search, there's plenty of money to be made along the tail. If Google can make display as easy to buy for mom and pops as search is (and as effective), it will be in a very good place.

What do you see as Google's strategy around consumer privacy? Will it be successful?
I think Google's privacy strategy is to get away with tracking as much as it can without breaking the law of pissing off too many consumer advocacy groups.

The truth is, the average Joe has no idea how much Google knows about him. And he doesn't care. He loves Google. So he doesn't ask questions.

In Chapter 16, I talk about how "Altruism Sells." With its "Don't be evil" mantra, Google has bought a ton of goodwill. And with the millions of dollars and man-hours donated through Google.org, the company has a halo that keeps consumers from questioning its motives.

So, yes, I think it will be successful. The only thing that could derail Google here would be government regulation or a huge snafu along the lines of AOL releasing search data a few years back. 
What do you think of the agency trading desk strategy that many holding companies have started? Will it work in the "Age of Google"?
I think the approach makes a ton of sense for agencies. It's a smarter way to buy display. And it reclaims ownership of the data for the advertisers. Not to mention, it takes margin from all those middlemen.

As I said earlier, I don't think large advertisers would be willing to let Google be their "trading desk" so these agency groups will have a role going forward.

Full disclosure: I just finished a consulting gig for Omnicom Media Group's Trading Desk.

What about Facebook? Is Facebook's strategy a potential Google-killer and when do you release you book on Facebook and marketing? [image: image20.png]



From a search standpoint, Facebook has Google-killer potential. I love the idea of open graph search, which Facebook is slowly rolling out. Just last week, it starting ranking news articles in search results based on likes.

If you think about how the Google algorithm works, it's all about links. A link is a vote for a site's credibility. And Google counts all links and authority of linking domains (along with relevancy and a few hundred other factors but I'll K.I.S.S. here) when deciding what websites to rank in what order for each query.

With Facebook, it's all about likes. A like is a vote for a site's credibility. And Facebook can count all the likes and authority of the "liker" to rank websites in its index.

Who would you trust more to help you decide what website you'd want to visit, a bunch of webmasters or your friends?

Now can you see why Google is so desperate to create a meaningful social network?

What's next for you?
As it turns out, just today, I issued a press release announcing that I'm putting my business on hold and "declaring free agency."

I'm going to follow in Lebron's footsteps and make a move to an all-star team that will allow me to compete at a higher level. Connectual's been great but I think I can have a bigger impact on the space with a company that's already operating at scale with an innovative product and killer team.

I'll be announcing my decision on Monday at 10am CDT through a video interview on the Connectual blog, so tune in to find out where I'll be "taking my talents."

Follow Connectual (@connectual) and AdExchanger.com (@adexchanger) on Twitter.
September 7, 2010 – 12:05 am

Winterberry’s Margulies Discusses The Proliferation Of Online Data For Ad Targeting

September 10, 2010 – 12:05 am
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Netezza has sponsored a new white paper by Winterberry Group called, "Changing Mission of Marketing Data," as the use of marketing data shifts online. The paper predicts, "U.S. marketers will more than double their annual spending on online-derived data sources over the next two years - investing as much as $840 million by 2012 on information about digital audiences, transactions and 'clickstream' behaviors." Read Winterberry Group's release. And, download the PDF (sign-up required).

Jonathan Margulies, a director at Winterberry Group discussed the paper's findings.
AdExchanger.com: Can you qualify what you mean when you say that spend will increase for digital data sources? What do these digital sources look like?
JM: When we started looking at the concept of digital data, our goal was to understand the extent to which online media channels (including e-mail, search, display, social and mobile) are moving towards audience-driven marketing--and, more importantly, attracting investment dollars from advertisers who want to drive better targeted marketing programs. By and large, the concept of "data" as a distinct budgetary line item is something that traditional direct marketers very readily understand; they know precisely how much they pay for analytics, lists and database hosting, and a mature industry has grown to support that enterprise.

In the online world, though, that maturation process is still ongoing and interpretations of digital data vary pretty significantly. So we took a top-down approach and focused only on targeted marketing applications, effectively asking "Where are marketers collecting information for on- and offline targeting? And how much are they spending to aggregate, manage and optimize that data?" From the digital perspective, that activity encompasses original data compilation (which might be performed by, say, publishers, retailers or lead generation platforms), segmentation and secondary transactions (the distribution of audience insight through an exchange, for example).

Not surprisingly, when we compared the models, the "data dynamics" closely mirrored macro trends in both media: Investment in online data sources is up and continues to grow, driven primarily by the continued evolution of data exchange, optimization platform and other targeting technologies. Investment in offline data sources, by contrast, is down--victimized by the double whammy of falling list prices and declining overall direct mail activity.

What about the pricing and valuation of data? Any trends you can share?
In the digital realm, pricing and valuation is so dynamic that any trends identified by our research panel would be out of date well before we had the chance to even put our thoughts to paper!

One theme did emerge repeatedly, though: A widespread sense that the market hasn't yet "settled" with respect to data pricing; that for all the economic efficiencies brought by exchanges and real-time buying platforms, marketers still don't have a good sense for what a single unit of online information ought to cost for a given initiative. Part of this uncertainty, I suspect, rolls back to the deep pools of historical data that are available to inform offline data purchase decisions; it's hard to be as confident you're getting value from data buys without confidence that you are measuring conversion, lift or consideration appropriately.

Part of it also reflects the tremendous extent to which the data landscape is changing right now--from a "household" focus in the offline world to an individual focus on in the online world. So many new data users are engaging in online campaigns--some coming from offline direct marketing, some from digital media backgrounds and others yet from the "above-the-line" world--that expectations are almost bound to differ across the board. I suspect this is one area where we will see very significant growth over the next few years, as a true "digital data" industry begins to crystallize and benchmarks grow more defined.

Do marketers think they will need to build out infrastructure of their own to effectively use data in support of ad spend?
To a certain extent, continued infrastructure development is absolutely in the cards. More marketers than ever are aware that data (whether personal or anonymized) can be a critically important corporate asset, and are thus taking steps to ensure they have the internal resources to manage and derive actionable insight from this information. Strategically speaking, this makes tremendous sense--and so we are seeing data increasingly make its way from the IT driven "operations room" all the way up the corporate agenda.

From an execution standpoint, though, there's a growing realization that certain functional elements can easily (and more effectively) be managed by third parties without fundamentally compromising the "secret sauce" inherent in the data itself. Hosting, maintenance, anonymization and real-time deployment (to drive targeted advertising, for example) can all be driven externally at lower cost--and often better performance--than by managing these functions in house. What we're likely to see, ultimately, is a bifurcation in data roles that's somewhat similar to how large enterprises have traditionally managed certain prospect or transactional databases. Internal teams (and to an extent, their agency partners), will focus on "strategic data"--driving business rules, purchase decisions, tactical deployment and certain management tasks (especially when regulatory guidelines demand close tabs). External suppliers are likely to add more value where data quality, capacity, throughput, processing speed and focused analytical expertise are critical.

What was a surprising takeaway from your perspective and why?
I don't think we were at all surprised to see emphasis shifting so dramatically from offline to online data applications. And to that end, we certainly expected that offline data was still going to command the lion's share of marketer spending both today and into the future. But I can't help but be surprised that for all the new interest we're seeing in digital data--including more than 100 percent growth over the next two years!--online sources still represent just a small fraction of the total pie that is marketing data spend in the U.S.

By 2012, for example, online sources and applications will grow to represent just over 10 percent of all  marketing data investment in the U.S. At the same time (if current projections hold), these same marketers will be approximately splitting their targeted marketing expenditures between offline (that is: direct mail) and online channels. So despite all the growth and all the promise of digital sources, offline data will represent a budgetary line item nine times larger than its online equivalent.

That distinction may prove to be academic, since the real "optimization" power is going to come from combining insights on online media consumption with purchase, click and other behavioral insights--as well as a deep range of offline data to drive a greater degree of certainty around data and targeted media spend. But determining critical digital data elements--and how best to apply them--is still an unsettled question. So to us, that's the greatest reflection of the extent to which the "digital data" enterprise still has a lot of growing to do.

By John Ebbert
September 10, 2010 – 12:05 am

Buying Platforms

Teaming with Accenture, Adchemy Announces WordMap to Extract Search Intent from Queries, Says VP Wadehra

September 22, 2010 – 2:50 pm
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Adchemy announced today a "SaaS software solution to extract underlying intentions from keyword search terms" for paid search ad targeting purposes. In addition, "Accenture Interactive, a business within Accenture that offers services that cover all aspects of digital consulting, marketing analytics and media management, is teaming with Adchemy to develop industry-specific WordMaps for the telecommunications, insurance, consumer banking, retail and consumer packaged goods sectors." Read the release.

Adchemy VP of Product Anurag Wadehra discussed the new product and search intent data.
AdExchanger.com: How is search intent different than the intender data available from companies like BlueKai and eXelate?
AW: The concept of search intent is substantially different in a number of ways from the specific intender data collected by BlueKai and others. 

Search Intent data is more granular. Intender data is behavioral data based on a user’s observed behavior: she visits the laptop department of an ecommerce site; she becomes a “laptop purchase” intender. 

With the Adchemy WordMap, for any given category or domain (such as “laptops”), there can exist very granular intents, such as value, size, condition, brand, color, peripherals, processor speeds, etc. In other words, almost any word that a user might include in a laptop-related query can be an intent. The Adchemy WordMap extracts intents and topics from the query, essentially acting as a translation layer between the user’s query and the underlying intents. For example, when a user enters the query “cheap lightweight laptop”, the search engine (and, indirectly, the marketer) can infer the user’s intent is for “laptops under $500 and less than 11 inches in diagonal screen size”. This granular search intent data, in turn, can be used to deliver more specific ads and landing pages to all the users.
Again, this can’t be achieved through behavioral (intender) data – the user may visit the laptops section of an ecommerce vendor and may be placed in the “in market for a laptop” segment, but the specific nature of the laptop he or she was looking for is lost in the broader intender segmentation. Search Intent can be proprietary to the advertiser or SEM agency. BlueKai and other behavioral vendors define and market intender segments, and, for the most part, advertisers must buy these intender segments “off the shelf.”

With Adchemy WordMap, segmentation is fully proprietary to the advertiser or SEM agency. For example, two laptop manufacturers might both be Adchemy WordMap customers. One manufacturer might parse “cheap laptop” as “laptops less than $500”; the other manufacturer might parse “cheap laptop” as “refurbished laptops less than $400.” Ultimately, WordMaps are assets owned by the advertiser or an SEM agency, and any proprietary marketing strategies or insights can be encapsulated into a WordMap.

Can you quantify what kind of lift are initial (beta) clients seeing with the Adchemy WordMap versus previous SEM methods?
Adchemy WordMap clients have experienced anywhere from 30% to 400% improvement in conversion. 

Do you think Adchemy WordMap replaces SEM offerings by Efficient Frontier, Kenshoo and Marin among others? Or can it be used in conjunction?
The Adchemy WordMap application works in conjunction with 3rd party bid management tools like Kenshoo and Marin Software. All SEM agencies – including Efficient Frontier – can be potential Adchemy partners. As we mentioned, Adchemy is actively looking to partner with SEM agencies to help implement and manage Adchemy WordMap-based campaigns for advertisers.

What is the target market and pricing model for Adchemy WordMap?
The Adchemy WordMap application is most useful to large advertisers who spend $100,000 or more per month in paid search. Adchemy WordMap pricing is a monthly technology license fee based on the number of visits per month generated by paid search campaigns powered by the Adchemy WordMap. 

Are there any plans to integrate the Adchemy Word Map opportunity with display? Perhaps driving top-of-funnel display toward search with dynamic creative and landing page messaging? 
Absolutely. Adchemy WordMaps encapsulates the intent behind a search query. Once a searcher’s intent is known, it can be stored in Adchemy’s Audience Data Cloud and can be used later to conduct more targeted display media buys, and dynamically render more targeted banner ads and landing pages.

By John Ebbert
September 22, 2010 – 2:50 pm

XA.net Adding Creative Optimization And Facebook To Its Display Advertising Toolkit

September 28, 2010 – 12:07 am
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XA.net announced that it is participating in the Facebook Advertising API beta program and the release of optim.al, "a multivariate text and image advertising optimization platform which allows clients to quickly and efficiently test thousands of ad variations via a single interface." Read the release.
AdExchanger.com: How do you see XA.net's integration of the Facebook API differentiating itself among others in the marketplace?
RL: Many of the companies who have solutions in the marketplace are approaching it from a search perspective, or are new companies and are providing a point solution. We come from an audience-centric mindset and think that increasingly, smart advertisers will be thinking about their audience holistically, across multiple marketing channels. Our focus will be on robust testing, workflow, and optimization, and then integration with other marketing initiatives and reporting/analytics systems. As is our usual approach, we build things first, release them to advertisers and then talk about them afterwards. We'll iterate on the product very quickly and incorporate client feedback.

Overall, how do you see Facebook impacting display advertising?
From a sheer audience scale perspective, Facebook is already huge -- we've summarized some data about it on our blog -- but the dynamics of how audience attention in the system is focused and distributed is different. Whereas various bodies like the IAB and OPA are figuring out how to make larger, more impactful or intrusive display ad units (which we believe is important too), there is a need to also focus on smaller real-estate ads like Facebook has and how those can work as well. Access to social/connection data may be on the horizon, but even before that we see this as a big learning opportunity for brands/advertisers.

Why build optim.al, your creative optimization solution? Isn't XA.net's solution more in the buying?
The underlying technology we have built we like to call "PlatformX" - and the systems that we operate branded CPMatic.com and optim.al sit on top of our base technology. We see buying audience-based media as our business, and our technology components help achieve that - we have creative partners in various areas that help us accomplish that (e.g. BoostCTR is doing some great stuff on the copy creation side), and you'll see us empowering other technology vendors and companies in various spheres to help get the right ad in front of the right user regardless of where and when that might be.

By John Ebbert
September 28, 2010 – 12:07 am

DataXu To Provide Decisioning Tech For New Mobile DSP From GroupM’s B3 Platform

September 8, 2010 – 12:05 am
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GroupM announced that its B3 platform is launching what it calls "the industry's first Demand Side Platform (DSP) advertising solution for mobile media." GroupM said in a press release that the "new DSP mobile initiative uses ad decisioning technology developed in conjunction with Boston-based DataXu. Read more.

DataXu CEO Mike Baker discussed the deal with GroupM as well as the mobile DSP model.
AdExchanger.com: How is a mobile demand-side platform (DSP) different than a DSP for display advertising through personal computer?
MB: It’s the same but totally different.  The value prop is the same: better effectiveness, efficiency and insights through impression level bidding.  But consumers behave quite differently on mobile than on PCs.  That means that brand marketing objectives are distinct as well.  And there are a number of technology differences, including browsers, processors, java script, i-frames, cookies, you name it.  Finally, there are differences in the data available and how it’s captured.   First generation DSP’s who rely on cookies to buy audiences will struggle in mobile.   Systems that can make good ad decisions using native mobile data will succeed.

Is there any exclusivity with WPP's B3 in this deal? How does the pricing model work?
We’re excited to partner with WPP/GroupM/B3.  It’s a non-exclusive relationship.  We’ve had good experiences collaborating with market leaders in adjacent domains.  In this case, GroupM brings best in class media buying and DataXu brings real-time analytics & optimization.

Considering your mobile background at Enpocket and Nokia, are you moving DataXu toward a more "mobile-centric" strategy?
We’re moving to a consumer-centric focus.  Keeping up with the consumer -- that’s the key challenge for brands as the digital migration crescendos in the coming years.  Mobile is vital “connective tissue” in the West, and the only platform that matters in emerging markets.

Is it possible to manage a single user cookie in mobile? How about managing the user cookie across multiple digital marketing channels (PC-based display, mobile, video, digital TV, etc.)? If it isn't possible, when will it be and what are the challenges?
There are challenges to tracking users in mobile.  But there are ways to do it. The availability of persistent identifiers across digital channels turns more on normative policy questions than technology questions.  In any case, marketers need to "think beyond the cookie".  Most advertisers totally miss the fact that they are accumulating incredibly valuable non-cookie data.  They just need the right tools to turn their data into actionable insights.  That’s what DataXu does.

By John Ebbert
September 8, 2010 – 12:05 am

DataXu CEO Baker Discusses Company’s Cross-Channel, Demand-Side Platform Update

September 21, 2010 – 11:06 am
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DataXu announced the next update to its demand-side platform known as DX2 which the company says, "measures, buys, and optimizes ad placements across online, video and mobile display channels, on a real time, impression-by-impression basis." Read the release.

CEO Mike Baker of demand-side platform DataXu discussed the new update to the company's media buying platform. 
AdExchanger.com: What are the big differences in this new update to the platform and the previous version?
DataXu is the first DSP technology to move beyond online display advertising.  Like consumers, our new platform -- DX2 -- spans across other media channels such as mobile and video.   At the urging of our big brand customers, we also added a level of brand control not found in ad exchanges, including page level content targeting, brand safety filters, and demographic targeting at the user level.  Last but not least, we added a deceptively simple “self serve” interface that automates the laborious manual workflow required by other DSPs.  As all business owners know, great ROI requires good performance with lean staff operating costs.

How does the DataXu platform address creative?  Any thoughts on how the platform can help creative agencies, creative directors, etc.?
DataXu includes creative optimization in the core decision and bidding process.   We all know that the most effective advertising incorporates good decisions about the audience, creative and context.  What I find strange is that the ad tech industry has created multiple start ups myopically chipping away at each of these domains, as if they were discrete silos.  No wonder agencies are so confused!  We believe in “global optimality” -- consider all of the data and decision domains when you value each impression.  Don’t guess, base each decision on the data generated from your brand’s prior placements.

Back to your question … creative agencies stand to benefit tremendously from the new wave of ad decision technologies.  Our recently published research suggests that creative is actually more important than audience and context in predicting conversions.  And this is true even for the much maligned banner ad!  The challenge for creative agencies, however, is to understand and engage with the new technology.  Figure out how to leverage it.  I can certainly understand why some cop out and vilify it instead.

What's your view on audience buying today? How do you recommend a marketer "audience buys" through DataXu?
Audience buying is widely accepted as an effective advertising approach and our platform supports audience buys of all stripes.  But let’s not confuse a tactic with a strategy.  The fact is that retargeting and audience buying doesn’t scale.  Why?  The available cookie lists aren’t big enough to support a major brand’s marketing objectives.  This is just the inherent limitation of cookie-based targeting … the scale/precision trade-off that characterizes all precision ad-targeting techniques.  We work around this constraint by learning the most effective combinations of creative and context within a defined audience segment and applying the learnings more broadly across the internet, adjusting the purchase price as appropriate.

What's the target market for DataXu today?
When we launched DataXu a year ago, we proved out our platform with direct marketers, who are very exacting in their measurement and ROI demands.  We’ve built a loyal customer base there.  We then moved “up the funnel” to large brands interested in improving the performance of their digital advertising.  And DX2 is aimed at large brand marketers that want to drive consumer awareness, consideration and engagement.  Advertisers can use the real-time bidding and ad exchanges for successful brand marketing.  That’s what DX2 is all about.

What about on the sell-side relationships? Is it important for the platform to have unique sell-side relationships in place to help differentiate?
We continue to focus on providing best-in-class technology to brands and their agencies.  Doing this right is all the differentiation we need to be a successful company.  We don’t take an ownership position in media or data.  Unlike our competitors, we are a technology company, not an ad network, not an agency, not a hybrid, not a Trojan Horse.

What do you see as the overall impact of rich media units, expandables, etc. on the real-time biddable marketplaces in the next year? Why should marketers care?
Our big brand customers love the ROI and insights they get from buying exchanged-traded media through DataXu, but they are asking for more engaging media than is found on today’s online display ad exchanges.  That includes expandables, video, and richer in-banner media, across channels.  In particular, verticals like CPG that are rotating a lot more budget into digital want a richer digital palette to drive purchase intent for offline purchases.

Can you share any numbers and that reflect the deal flow you're seeing for the DataXu platform today?
I can’t.  But I can tell you that this is the first company I’ve been involved in that has had to upwardly revise its revenue goals twice in the first 10 months after launch!  We’re in hyper growth mode.

Do you see the platform as a full-service solution only? Is a self-service component possible?
With the launch of DX2, we now offer both full and self-service options based on our customer’s needs.  Indeed, we have agency customers who use the platform successfully today.  We offer our self-service customers basic and advanced “what you need to succeed” training, service level agreements, advanced analytics assistance, and so on. Even the most sophisticated agencies are struggling mightily to understand this brave new world of data driven advertising; so it’s not enough to just hand them they keys to a powerful technology platform.

By John Ebbert
September 21, 2010 – 11:06 am

In The Name Of Efficiency, Buy- And Sell-Side Companies Create OpenRTB Standard For Online Display Buying

December 12, 2010 – 11:16 am
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In an Ad Age article on Friday, a group of buy- and sell-side companies announced that they had come together to form a new, open standard for online buying they call "OpenRTB." Read the article. AdMeld, PubMatic, Rubicon Project, MediaMath, Turn and DataXu are the initial group members. Ad Age's Edmund Lee explains, "The emergence of a single standard around how both DSPs and RTBs communicate in the ad-buying process underscores the fact that more and more publishers and ad buyers are transacting on these platforms." Visit OpenRTB.info.

Bill Simmons, CTO of DataXu, discussed the new standard and its meaning.
AdExchanger.com: Why form OpenRTB - what problem is this solving? What are the benefits of banding together?
BS: We led the creation of OpenRTB to remove barriers to the growth of programmatic buying and selling of interactive advertising.  As a starting point, we are removing some of the common technical roadblocks that slow down the growth of the real-time bidding market for demand-side platforms (DSPs) and sell-side platforms (SSPs.)  Specifically, we are agreeing on common standards and techniques for synchronizing advertiser and publisher preferences.   In addition, we have agreed to some common taxonomies for labeling of creatives and agreed on standards for filtering out publisher prohibited ad serving and tracking vendors.

The specific benefits of OpenRTB are:  1) Higher CPMs for publishers, since bidders will have accurate pre-filters, 2) more accurate and cost efficient bidding for buyers, 3) better enforcement of publisher and advertiser restrictions, due to a common way of specifying them, and 4) easier integration of DSPs with SSPs, since one you have set up OpenRTB once, the cost of setting up a new connection is trivial.

Overall, this is an "everyone wins" situation that is good for advertisers and good for publishers, good for DSPs, and good for SSPs.

More specific benefits can be found at our project website at http://openrtb.info.

Can you give a specific use case as to how OpenRTB will come into play?
OpenRTB V1.0 is focused on synchronizing publisher preferences with a bidder’s filters.  For example, let’s say the WSJ.com doesn’t want alcohol, tobacco, competing news ads, and a direct-sales account (let’s say Toyota) appearing on their site through the RTB exchanges.   With confidence, they can specify these requirements in a unified way using OpenRTB standards.   The same applies to advertiser who had requirements for the types of sites where they may not want their ads to appear. For example, McDonalds may not want its ads in a health & fitness or vegetarian  site or near articles on child obesity and high cholesterol.

The exchange (an SSP) will set up a simple OpenRTB web service so that all potential bidders will be able to download the publisher blocklist.  In this way, all bidders will know ahead of time to not bid on impressions on behalf of any advertisers who do not satisfy those restrictions.

WSJ.com can now put its inventory into the RTB marketplace with confidence, since they know their restrictions will be enforced with precision. With more bidders sending correctly pre-filtered bids, they will see more valid bids per impression, and their CPMs will rise.

The OpenRTB working group is supplying source code and reference implementation to make it as easy as possible for new players to use the system.

What about Google's DoubleClick Ad Exchange or Yahoo!'s Right Media Exchange? Will they be included? Is it intended as competitive to their exchange efforts?
OpenRTB’s mission is to create open standards. We kept the initial group small to ensure we were able to get version 1.0 out quickly.   Now that version 1.0 is out, we are fully expecting companies large and small to join and contribute their ideas. There will be exponential benefits as more companies join.

Since news travels quickly, there have already been some initial discussions with additional partners but, since we have kept the V1.0 specification under wraps until it was complete, they haven’t had a chance to join yet.  We hope that the effort continues to build momentum so that we have an open source set of buying standards used by many but not controlled or dominated by any one party.

So, to be clear, this is isn't about a private exchange or closed group of buyers and sellers banding together?
No, it’s just the opposite. We like to analogize to the formation of the New York Stock Exchange, which began under a buttonwood tree outside 68 Wall Street in New York City on May 17, 1792. On that day, 24 competing stockbrokers signed the Buttonwood Agreement creating the New York Stock Exchange, a governing body of brokers to establish guidelines for the purchase and sale of public stock.

Up until the signing of the Buttonwood Agreement, there had been no universal standards for the buying and selling of stock. The Buttonwood Agreement brought together rivals in a marketplace who understood they’d all have a better chance to prosper if there were common standards governing their transactions.  Similarly, in today’s digital advertising world,  OpenRTB is about eliminating the friction in the ecosystem in order to pave the way to massive growth of programmatic buying and selling of digital advertising.

Will you add other DSPs, exchanges or supply-side sources as OpenRTB partners? What will be the criteria?
If other exchanges, DSPs or supply-side companies would like to join OpenRTB, they should contact us at openrtb@dataxu.com.  The main criteria are a willingness to commit resources to implement OpenRTB into their RTB technology stack, and a commitment to contribute resources to the further development of the OpenRTB source code and standards.

Is OpenRTB rolled out among the six partners today? Across how much buying/selling? Any data?
There are some simple prototypes of this system in play today.  Commercial roll out of the official version 1.0 of OpenRTB is scheduled for the end of January.  The six partners have pledged to implement OpenRTB as part of their technology stack.  The goal is for 100% of our traffic to be pre-synchronized using OpenRTB.

Is a universal cookie pool a part of this in order to standardize the buying?
We are not considering creating a common cookie pool.  OpenRTB was intentionally designed as a peer-to-peer system to avoid the need for global synchronization. This allows DSPs and SSPs to maintain their competitive differentiation, while standardizing on the data synchronization tasks we all have in common.

By John Ebbert
December 12, 2010 – 11:16 am

Taykey Addressing Social Trending With DSP Model Says CEO Avner
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November 3, 2010 – 12:09 am

Amit Avner is CEO of Taykey, an online advertising technology company.

AdExchanger.com: Please provide a bit of background on you. And, where did you get the idea for Taykey?
I'm 25 years old, from Israel, now living in New York. I started the company 2 years ago with my co-founder, Itay Birnboim, and later we were joined by our CTO, Omer Dror. I have a bachelors in Computer Science and I've been an engineer all my life. I started my first company, called WittySearch when I was 14 (it was a search engine). Taykey started as something completely different, that ended up being a trend platform. Our first thought was to provide users with a dashboard of data, but then we realized that it's impossible for advertisers to act in real time. And that's the idea we had - a real-time trending, advertising platform.

What problem is Taykey solving?
Advertising in social media is not as good as it should be. Researchers show that 30% of time spent online is on social media, and yet - The advertising dollars are now flowing there, that's because the new medium needs better tailored advertising solutions. And that's where we come in.

Advertising is more effective, gets higher recall and perceived with better positivity if it's delivered in the context of what's new, current, and popular. It generates brand uplift, and better user engagement - Social media is an engaging media, we want to create a more engaging advertising experience.

Do you consider your company a demand-side platform?
Yes, I think a DSP is the term that describes us best. But I classify us as an advertising platform.

Everyone says that they have behavioral demos. What makes Teykey's demo set better?  How does Taykey differentiate, in general?
We don't have behavioral demos. Behavioral is nice when it comes to ad networks. If you want to create an engaging experience on social media, no matter if you are on Facebook, Twitter, MySpace, Digg or FourSquare - you need to get the user's attention. And the way to do it, is to tackle what's trending.

Furthermore, we are privacy safe - And we don't build behavioral profiles on users.

Do you think the social web can compete with search in terms of effectiveness for advertisers and yield for publishers? If so, can Facebook compete with Google?
Yes, of course. For search, intention based advertising was the key. Now, we just need to find the key for social advertising, at Taykey, we think trends is the key.

How does Taykey map demos to trends?
It's based on a semantic technology we developed in the last two years to enable us to do that based on public data.

Doesn't creative have an impact on demos and the success of campaigns? How do you manage this "dial", if you will?
Creative has a huge impact. Currently, we serve ads with "generic" creative, but when we detect and forecast a big upcoming trend we contact the advertiser and suggest they will create a specific creative for this trend. Creatives on social media are rather simple, so it's not problem. And the advertiser can always add more trend specific creatives.

What is the target advertiser market for Taykey?
Currently, we work with big brands. But any advertiser can work with Taykey - And we hope that as time goes along more and more smaller advertiser will work with us.

Please discuss your pricing model. How transparent is Taykey on its margins with advertisers when buying on their behalf?
It's a very simple model that was created as a request from our clients, we charge a fixed price per CPM/CPC - And we do all the rest.

A year from now, what milestones would you like to have accomplished?
Build a better advertising experience on social media, which will result in happier advertisers and happier users (who will get better suited ads). Advertising is a medium of information, if the advertising is good, it creates value for the user. And that's what we want to create. A better experience for the user.

Follow Amit Avner (@AmitAvner), Taykey (@taykey) and AdExchanger.com (@adexchanger) on Twitter.
November 3, 2010 – 12:09 am

Former Microsoft And aQuantive Exec Scott Howe Joins Turn Board, Hints At New Startup
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September 1, 2010 – 3:58 pm

Demand-side platform Turn announced that Scott Howe has joined its board of directors. A former aQuantive/Atlas/DrivePM exec who joined Microsoft as part of the multi-billion dollar aQuantive acquisition in 2007, Howe should provide Turn with deeper relationships with both agencies and marketers among other benefits. Read the release.

Howe discussed his new board duties as well as his own plans and views about the digital ad ecosystem.
AdExchanger.com: Where does the demand-side platform fit in the digital ad ecosystem over the next 1-3 years? Will it become commodotized as a business model?
Every online advertising forecast that’s been released suggests that digital advertising is expected to post continued strong growth, and new formats (e.g. video, mobile, social) are going to grow at an even faster rate.  Within that growth, the one common denominator among all advertisers is the need to purchase and evaluate their media effectively.  In a world of increasing choice and complexity, the role of the DSP becomes critical. And while most agencies are carefully evaluating options and the competitive space may seem crowded, this isn’t an industry that I would expect to quickly commoditize given the size of the prize for companies who can unlock better advertising performance. In other words, the driving purchase criteria won’t be the cost of the DSP technology, but rather the value the DSP can provide to the overall media plan.

What are your plans - joining a board or two? how about getting into venture capital? Or will the entrepreneurial bug bite?
I’m pretty selective about board opportunities, as I want to ensure that I’m passionate about the industry, management team and my ability to accelerate the company’s progress.  Turn is a company I’ve known for awhile and I look forward to being part of their exciting journey ahead.  I'm also in process of launching what I think will be an intriguing startup -- social gaming with a twist.  It's still under wraps but my co-founders include Rich Barton (Expedia, Zillow) and Nick Hanauer (former chairman of aQuantive).

With respect to other things, I promised my family I would take the summer off before spending too much time contemplating my next move.  That said, it probably doesn’t involve venture capital – as I really enjoy building a team, charting a strategy and competing.  I hope that there’s an intriguing CEO opportunity in my near future.

Is there still room for ad networks like DrivePM?  What does ad network model of tomorrow look like?
Just as there are mutual funds and exchanges in the securities markets, so too will there likely be ad networks and exchanges in the advertising world.  But the day of the unsophisticated ad network, that simply exists to take advantage of pricing asymmetry between supply and demand, is coming to an end.  In future, ad networks need to create real value – either through ease of purchase, targeting tools or unique packages.

Why do you think a display ad exchange strategy has been so slow to evolve at Microsoft?
Strategy and execution sometime occur at a different pace.  Microsoft has made incredible progress over the past year in search, and I suspect that momentum will next start to accelerate the ad exchange efforts.

Any big trends you're expecting to gain momentum in the next 12 months in online ads?
Continued fragmentation, experimentation and an explosion in media choices will make it increasingly difficult for advertisers to navigate through their available choices and plan a single, cohesive campaign.  For those that can, often by using more sophisticated tools like the Turn Media Platform, advertising effectiveness will enter a renaissance period – marked by heightened creativity, ad effectiveness and ROI.

By John Ebbert
September 1, 2010 – 3:58 pm

Demand-Side Platform X+1 And Creative Tech Company Tumri Partner For Shopper Retargeting
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Demand-side platform [x+1] and creative optimization technology company Tumri announced a "new retail-focused solution, Shopper Retargeting, [which]combines Tumri’s dynamic creative technology platform with [x+1]’s digital media optimization capabilities to deliver personalized ad retargeting." Read the release.

[x+1] vp of media strategy and CMO Perianne Grignon and Tumri president David Kim discussed the new partnership.
AdExchanger.com: Is dynamic creative something clients are asking for?
PERIANNE GRIGNON: Yes, our clients are asking for dynamic creative along with a host of other solutions that have the potential to heighten the relevancy they have with shoppers and thereby increase the effectiveness of their marketing efforts. It is our approach to integrate the best-in-market solutions and make them available to our clients in a seamless manner. Tumri has the best technology platform for dynamic creative optimization and we are very pleased to be partnering with them.

Why the focus on E-commerce with Shoppers Retargeting?
PERIANNE GRIGNON: All marketers will benefit from Shopper Retargeting, but the solution is most immediately valuable to retailers and e-tailers because of the opportunity to customize creative product level information – across virtually millions of SKUs -- driven by consumer shopping behavior on site.

Why are X+1 and ecommerce a good fit for Tumri?
DAVID KIM:eCommerce marketers today are challenged by two aspects of display marketing: finding the right target audience at the right time on a cost-effective basis, and putting the right offer in front of that audience with the right message. Based on past campaigns, Tumri has been impressed by X+1's ability to optimize continuously across a broad publisher network based on its look-a-like modeling and real time bidding algorithms. Combining that with Tumri's Dynamic Creative capabilities provides eCommerce marketers with an unparalleled ability to drive incremental sales from their audience.

Are DSPs and ad networks a new sales channel for Tumri? What are your thoughts here?
DAVID KIM: Tumri currently works with leading DSPs and ad networks across a large number of Dynamic Creative campaigns. As we expand our focus to provide software solutions directly to partners, Tumri will continue to work with our DSP, Ad Network and other channel partners to address the many point solutions that marketers demand today.

By John Ebbert
September 30, 2010 – 12:10 am

Creative Agency

POP Leveraging Brand Power To Engage Windows Gamer Audience Says Art Director Thiel

November 24, 2010 – 12:22 am
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Seattle-area creative shop, POP, recently collaborated with Microsoft to create a Games for Windows Marketplace as the digital agency was tasked with engaging the frenetic audience of online games. Read the release. 

Nick Theil, art director on this project for POP, discussed the ins and outs.
AdExchanger.com: From a creative standpoint, how do you balance between creating excitement and interest for the end user, and getting them to buy something?
NT: This often depends on what you're trying to sell. Nike focuses on the exhilaration of competition and the thrill of the victory. Apple highlights beautiful and accessible design that will make your life better. In this case, Games for Windows (GFW) uses the brand power of the game titles to engage the user and a simple, clear interface to give them the most direct access to buy. Oh and offering some great prices definitely helps.

What are you trying to accomplish with the big images on the home page?
Great products usually speak for themselves, however the brand selling the product can sometimes get in the way. In this design the Games for Windows brand stepped quietly into the background in favor of elevating the individual game titles by making them larger than life. Ultimately the GFW brand accounts for only a fraction of the overall page design. Utilizing Microsoft's "Metro" visual style (seen in the new Windows Phone 7), the content, in this case the game titles, became the design.

How much usability testing did you do with gamers? Any learnings you can share?
Unfortunately the project schedule did not allow for extensive usability testing however POP has a culture rooted deeply in gaming having worked for over ten years in the gaming vertical on hundreds of game titles. We have intimate knowledge of the core demographics from both hard-core gamers and, in the past few years with Nintendo Wii and now iOS, the casual gamer.  The challenge can be speaking to both audiences and ultimately satisfying their unique needs in the same experience.

We also know that we have to create a way for gamers to talk and share. Word-of-mouth is a major force in the video game industry, which is something The NPD Group recently highlighted in their report series, “Gaming Device Profiles.”  In it, they found that 41% of video gamers relied on word-of-mouth to get information about games.  And more than 3 in 10 learned about video games by playing them in person at a friend or relative’s home.  Consumer-facing brands rely heavily on the organic sharing of content through its user base, so simple mechanisms to share on major social media channels such as Facebook and Twitter on each page are essential.

What surprised you during the creation of this site?
What surprised/excited me was Microsoft's new Metro design approach. Historically Microsoft hasn't been considered a bastion for great design and user-centered experiences, however the recent releases of Windows Phone 7, recent site updates to Xbox.com and the release of Xbox Kinect demonstrates how Microsoft is truly putting the users first by focusing on the content. As Microsoft steps up their game by adding really thoughtful user-centered design it will force their competitors to do this same.

By John Ebbert
November 24, 2010 – 12:22 am

Creative Providers and Optimization

Performable Freeing Marketers From IT While Providing Improved ROI And Insights Says CEO Cancel


September 15, 2010 – 12:09 am


David Cancel is CEO of Performable, a marketing platform technol[image: image71.jpg]XA.NET



ogy company.
AdExchanger.com: How is your experience as CTO of Lookery and Compete playing into what you're doing with Performable?
DC: Being a founder and CTO at Lookery and Compete were critical in my development, Performable is benefitting from both of those experiences. I don't believe there are repeatable patterns (that lead to success) with Startups. Context is everything, next up is being able to learn and pivot quickly. Startups are all about feedback loops, the faster you can cycle through them the better. Stay lean, move fast and always be listening.

That being said there are 3 specific lessons that have directly shaped Performable:

1. Serve Marketers - At Compete & Lookery my end-customer was the same, Online Marketers. I love building products for Marketers because from a technology point of view they are typically the most neglected group in any business. At Performable we are solving a very real operational problem for Marketers, converting more of your website visitors into happy customers. Bringing Marketers and website visitors together throughout the entire customer lifecycle today is painful and filled with hurdles. We remove these hurdles at Performable with our closed-loop internet marketing software that helps them find, engage and convert the right customers for their business.

2. Solve for Marketing & Sales not Technology - After being a serial CTO for many years I feel like there are no technical problems that can't be solved on the web today. Technology risk is off the table for web-based startups. The real risks today are Product Marketing and Operational risks. I'm focused entirely on solving these problems, technology is easy for us to solve (it helps to have an all-star technology team).

3. Too early is still dead wrong - I learned this the hard way at Lookery. We were a Data Service Provider (DSP) before that category existed. While DSPs are starting to gain traction they are still a long way away from being a lucrative and sustainable market. Maybe that will happen next year; we started Lookery in 2007 about 2-3 years too early.

What problem is Performable looking to solve?
The problem we solve is straightforward and applies to every business website on the web. Every day, 98% of the people who visit your business website make a near-instantaneous decision NOT to do business with you. They end up leaving, never to return.

Avinash Kaushik, the Analytics Evangelist at Google, has a great quote that sums up the problem we solve - "2%...that's the average conversion rate in the United States of America whether you're selling elephants or iPods.".

It all comes down to a disconnect problem. We have become so used to jumping through technical & political hurdles within our companies that we have lost sight that marketing & selling comes down to connecting to people, it comes down to having permission, being relevant and having the right conversations with those people who have bothered to share their most precious resource with you, their attention.

We need software that recognizes that relationships and conversations are the drivers of business, software that understands the implicit or explicit context a visitor brings with them when they come to your site and uses that to make sure you tailor your message to that visitor, we need software that treats visitors as people, not as unique visitors or server hits.

You've been stealthy thus far - why?
I'm not a fan of "stealth mode". As my friend Chris Dixon would say, we were purposefully "underhyping" our company. All of our energies were focused on working with alpha customers one on one and building our product concurrently.  We were a 3 person team until a few months ago, we simply couldn't afford to spend time building our own website or doing much, if any, marketing. We finally have a website about 8 months after starting the company. [image: image22.png]



Why offer a product that spans the Long Tail to big brand marketers? Why not focus on a niche client?
One of the great lessons I learned at Compete was that it was possible to create a valuable service that served the needs of the long tail AND the biggest companies on the planet. This is an important part of our mission at Performable, our goal is to transform online marketing as we know it today, to give companies the power to have direct and relevant conversations with the most qualified prospects possible, those that have bothered to visit their websites.

My goal is to do to the marketing automation & website optimization space what Salesforce did to the CRM space - make it accessible to everyone, radically lower the costs to implement & use, and make it simple and easy to use for our customers. Our goals are big, hairy and audacious.

With Performable's product, what's in it for the CMO?
Our goal is to make CMOs heroes within their companies.

I love building companies aimed squarely at servicing CMOs, it's been my sole focus for over a decade. In all that time I have never built a product or service that has gotten the type of reaction that Performable has, even now in our very early days. We are solving a real operational problem for our CMO customers. We do this in 3 ways:

First, we free marketers from IT and put the power in their hands. They can be up & running on our platform in minutes - creating pages, analyzing their customer activity, learning what messages work best with certain cohorts within their user base, collecting & routing data to their sales teams and discovering social profiles of their customer base all without talking to a single IT person.

Second, we optimize the ROI of their marketing campaigns by providing visitors with the most engaging customer experiences possible.

Third, our platform provides tools to help marketers not only know what is happening today and over time but recommends to them what they should be doing next to improve their businesses.

How is your product different than other offerings in the space such as multi-variate creative products? Please discuss the competitive set.
It all goes back to our focus. We built our platform for marketers, not IT people. That means we are easy to use, easy to integrate with and focused on solving the pains that marketers and businesses face. We are not a generic testing platform, we don't rely on long & costly IT integrations and we don't require you to constantly update tags on your website.

We are a software service, not a human service. We don't sell a piece of software that requires any expensive consulting services to use. We are a 100% software service, not a 25% software / 75% service based solution like you'll find in our competitive space.

Our competitors include companies like Omniture, Marketo, Eloqua and Silverpop.

How are you funded? Any plans to seek financing in the future?
We were lucky to raise a Series A round from Charles River Ventures. They were the only VCs I spoke to as I'm quite close with them and have a long operating history with them --- they funded both Compete and Lookery. I have no plans to raise additional funding in 2010, I'll reevaluate our funding needs in 2011.

Creatives are wary of technology not only from a POV of potentially losing their jobs to a machine, but the commoditizing of idea creation.  How can technology help the creative?
I was weary of this before starting Performable. We found the current environment to be quite the opposite. Before starting the company we created a community site called ABTests.com, where anyone can upload their test results, share best practices and learn from others. What we found was that our biggest audience was creatives, they were hungry to quantify the impact of their work. At first I was surprised but the more time I spent interviewing our users the more it made perfect sense. Creatives until recently had gotten by without ever being asked to quantify the impact of their designs or their writing.

This has really to started to change in the last couple of years for 3 reasons: 1. Google, Amazon and many others taught the world about the very real impact that design decisions could have on your P&L, 2. Creatives began to feel pressure from clients to prove why their work was much more effective than creative work that they could now crowd-source or offshore, 3. Over the last 5 yrs, mostly due to online acquisition sources such as PPC, the online world got religion over quantifying every single decision that impacted their customer conversion funnels.

All these things came together so that today we find creatives to be our #1 non-marketing team advocates & referral source.

When do you plan to roll-out the product?
We came out of closed beta about 7 weeks ago. You can go and sign-up for our product today. Please send me your feedback if you do, I'd really appreciate it.

Any early findings that you can share with Performable's product?
We have some amazing case studies coming out over the next month. You can see a lot of great results today from our community site, ABTests.com.

Follow David Cancel (@dcancel), Performable (@performable) and AdExchanger.com (@adexchanger) on Twitter.
September 15, 2010 – 12:09 am

PointRoll VP Mead On New Ad Sequencing And Retargeting Research

October 26, 2010 – 12:40 am
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In a press release, creative ad technology firm PointRoll announced new research that it says showed, "Through ad sequencing, advertisers can actively and frequently engage users on a one-to-one basis by developing an ad sequence based on a user’s previous exposure or engagement with ads. The study found that by using sequencing, advertisers are able to better engage their audiences and facilitate them through the purchase funnel." Read the release (PDF).

PointRoll vp of business development and analytics Max Mead discussed sequencing and its attributes.
AdExchanger.com: First, please define what you mean by "sequencing."
MM: Sequencing is defined as a series of distinct creatives served within a single campaign. The triggers can be time-based (e.g. the creative changes daily), view-based (e.g. the creative changes after the user has seen a creative), or engagement-based (e.g. the creative changes after the user has interacted with a given creative). The latter two methods are currently only possible in the digital realm. 

We get a lot of questions about how sequencing differs from retargeting. While both have the same goal of delivering a more personalized message based on a previous event, retargeting is set up as a distinct campaign, and the event triggering the retargeting is often an activity on a marketer’s website, email or other marketing channel. Sequencing, however, can be triggered by engagement with the advertisement itself. Because we typically see 5%-8% of people interacting with our ads, this creates a sizable pool of people available for future marketing. We have started working with some advertisers on a concept that we’re calling “upper-funnel retargeting” that brings this same ad engagement trigger concept into the retargeting realm and helps with scale.

We also do a lot of dynamic ads which also help personalize the ad experience. While dynamic ads are very powerful, we’ve found that sequencing is a highly accessible strategy available to larger and smaller advertisers alike.

What's your sense of how prevalent sequencing is today for advertisers? What have been the hurdles?
Sequencing has been around for a while online—in fact PointRoll has had the capability since 2005—but it is much less common than you might think considering both how simple it is to implement and how powerful the results are. In our study, we found that sequencing increases interaction rates by almost 50 percent, increases brand time by 56 percent and increases click-thru-rates by 43 percent. When combined with impression-level buying, results can be even more impressive.

How important is understanding the placement/URL with sequencing? Is context a data point for effective sequencing?
Context is very important in advertising, but not necessarily more important for sequenced campaigns than non-sequenced campaigns. In fact, for advertisers buying from the non-guaranteed marketplace where context can be distanced from the advertisement, the creative and messaging are especially important. In other words, sequencing can be a tool that helps compensate for the lack of context. 

One of my favorite examples of sequencing was actually very context-rich—our clients Razorfish and Spark executed a self-guided tour around Yahoo and other sites for Purina/Alpo. In this campaign, viewers watched various videos and interacted with the ads, turning to subsequent chapters of the unfolding story each time they clicked through the ad to a new site. (See the ad.)

Are PointRoll's clients using sequencing today? And, how is audience buying relevant to sequencing?
Some clients use sequencing to introduce a full marketing funnel within a single campaign by using brand-heavy messages upfront, and then lower funnel /direct response creatives and offers in subsequent messages in the series. One client used escalating coupon values throughout the campaign to find each viewer’s marginal price curve. Another client used push-downs and full-page takeovers initially, then more subtle interactive ads and social features toward the end of the campaign. 

Sequencing is an excellent tactic for audience-based buying because companies can purchase impressions for users who have already demonstrated an interest in the brand’s message—and users can be identified, selected, and messaged to one by one as with a retargeting campaign. Further, sequenced messages can be varied depending on what you know about the user from what they’ve explicitly told you, what you’ve learned from a third party data source or what you’re able to intuit about them based on their interactions with your ads. As one basic example, a male could receive different sequenced ads than a female.

We're especially excited about the potential for sequencing and impression-level buying now that we’ve started to enable expandables in the non-guaranteed space.

By John Ebbert
October 26, 2010 – 12:40 am

Data and Measurement

BlueCava Targeting Device IDs While Maintaining Consumer Privacy Says CEO Norris

October 28, 2010 – 12:09 am
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David Norris is the CEO of BlueCava, an advertising technology company.
Please share a little history on the company. BlueCava was spun-off. Why?
DN: In early 2010, BlueCava was spun out of its parent company, Uniloc, to be a focused operating company to take Uniloc's core technology to market. As part of the spin-out, BlueCava took an entire operating business, including technology, patents, people, customers, and partners. BlueCava's technology has been around for many years and is installed on millions of computers around the world. Since the spin-out, BlueCava has aggressively invested in developing additional technology and building its brand.

What problem is BlueCava looking to solve?
BlueCava solves the problem of identifying who is visiting your web site. Using our technology, we can identify the desktop, laptop, or mobile device that a user is using to visit sites, make purchases, or surf the web. By being able to identify the device, businesses can improve the way that they interact with the user - providing more relevant information, advertisements, or user experiences. Businesses can also determine if devices have a history of committing fraud, so they can protect themselves.

Are you concerned that users will be concerned that there user IDs will give away private information? How do you overcome this concern?
We take consumer privacy very seriously. We have a strict policy of not using any personal information about the user. We only identify devices and avoid all personal information. We also believe that consumers should have the opportunity to understand, and control over how targeted advertising is done. BlueCava provides consumers with the ability to configure the types of relevant information/advertising that they want to receive. We also give consumers the ability to completely opt-out of targeted advertising. We believe that putting the consumer in control is the best way to gain consumers confidence.

Who is your target market on the advertiser side? Will you work with partners such as ad networks and data exchanges to facilitate ad sales?
Our customers on the advertising side include Demand Side Platforms (DSPs), ad networks, ad servers, media buying companies, publishers, and marketers. We work with each of these groups to provide device identification and device targeting services.

What are the applications beyond advertising for user IDs?
In addition to providing advertising solutions, we also enable a number of other solutions, including: fraud solutions, age verification, social networking solutions, and digital rights management solutions.

How will the "publisher" side play out? Do you target all mobile handset manufacturers, for example?
We do target mobile handset manufacturers, as well as other OEM's, such as computer manufacturers, networking hardware vendors, software vendors, and embedded solutions. Device Identification has many applications and we are embedding our technology in many areas to provide valuable solutions. One example is a partner, Econolite, who embeds our technology in control boxes at each intersection, that control the traffic signals.

In general, what's your view on consumer privacy online? For example, do you see a generational divide where younger generations are less concerned about their online data?
Consumer privacy is a big topic. I believe that for most consumers, it is not about privacy, but rather about disclosure - they want to know what is being used and how. Certainly some information needs to be kept private, but there is definitely a generation divide. The younger generations are very open about sharing personal information at a level that most more mature generations would find disturbing. But, even the younger generations care about privacy when it comes to certain information.

Over the next 5 to 10 years, consumers in general will become much more accustomed to targeted marketing efforts - to the point where they will expect them. They will demand relevant information, rather than the generic types of advertisements that we were accustomed throughout the 1990's and 2000's. Consumers will just expect things to be tailored for their wants and needs.

Can you quantify how large the company is today in terms of revenue, clients and/or employees?
We are privately held and do not disclose any internal information about the company. I can say that our headquarters is located in Orange County and we also have people in New York, Philly, Dallas, San Francisco, Chicago, and Boston.

Please discuss the $5 million recently invested in the company.
This is an exciting time for BlueCava - as we have just raised a round of funding that was more than 500% oversubscribed and I am very excited to have 2 very seasoned entrepreneurs as investors - Mark Cuban and Tim Headington. The interest in our company became very evident when we opened this round of funding and had so many people that wanted to invest - so many that we finally had to close the round, making many investors wait until the next round to be able to get in.

Besides Mark Cuban, who else is investing? What are your plans for the funds?
We brought in a small group of investors, that included Mark Cuban and Tim Headington. This funding will be used to expand our sales and marketing efforts, along with expanding our engineering efforts.

A year from now, what milestones would like BlueCava to have accomplished?
Over the next year, we have a number of ambitious goals. #1 - we will using our technology to identify over a billion devices. #2 - we will expand into Europe and Asia. #3 - we will increase our brand awareness significantly.

Follow David Norris (@David_L_Norris), BlueCava (@bluecava) and AdExchanger.com (@adexchanger) on Twitter.
October 28, 2010 – 12:09 am

BlueKai CEO Tawakol Focused on Yield Management and Technology for Data Providers
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Omar Tawakol is CEO of BlueKai, an online data exchange. Tawakol recently discussed his company' strategic direction with AdExchanger.com.
AdExchanger.com: Looking at the new website, it seems BlueKai’s business is evolving? Can you touch on how?
OT: BlueKai’s business is constantly evolving to respond to new demands that we see in the industry but we continue to build on the core asset of our business, which is our data exchange, anchored by our intent data.  Our new website aims at helping people visualize the continued growth in scale of our intent data.  Beyond intent data, our buyers can now access upper funnel audience data from our exchange through partnerships with companies like Acxiom, BIZO, DataLogix and Lotame. (some only available through BlueKai.)  Finally, the same platform that supports the BlueKai Exchange is now available to marketers and agencies as a private solution to managing their first and third party assets.  We have seen significant growth and activity in the platform side of our business. 
It feels like BlueKai has been focusing on the demand-side opportunity to-date. What about the publisher side?  Are they increasingly looking for data solutions?
As an exchange, BlueKai’s priority is to create a healthy data economy that is fueled by quality data access and active data demand.  Having quality data publishers is the key to this.  Our entire business is founded on providing the best yield for publishers of data – so yes I would say we have always had a focus on data publishers.

From your viewpoint, what do publishers care about in terms of their data?
Data control is number 1 – who can access it, at what price, at what level of granularity.  Yield is number 2 – how do I make the MOST money from my data at the best price without cannibalizing other revenue opportunities.  User impact and privacy is number 3 – how do I minimize the impact to the user experience (i.e. site load times) and how do I do this in an open, transparent, privacy-safe matter.

Can you drill down on Control? What does that mean?
Control has many forms.  The first form of control is to understand your own data asset by classifying it in a way that your business thinks.  That way you can then decide to lock, privately share or publicly share any type of data.  The second form of control is price.  You might want to control how the data is priced (sell by cookie, sell by impression use, sell a subscription).  You shouldn’t have to treat your entire data asset the same way.  Some attributes you might keep to yourself – others you might share selectively and yet others might be listed in an exchange. You might even want the ability to mix and match your own data asset with additional 3rd party sources. That is why we separate our BlueKai Platform product from the BlueKai Exchange.  Many people use us to control their data asset without selling any of it in the exchange.  In fact some of our largest sellers do both – they share some and keep some for their own use.

And, yield? This seems to be the basis of any publisher interest – “how much am I going to make?” 
At the end of the day our data publishers want more money.  But they want to know that the check they are receiving will grow and that it will grow in a way that doesn’t hand out the crown jewels.  So yield is about getting the best price for every bit of data.  Auctions are great at that.  An auction can allow multiple pricing models but in the end the auction drives the best price through liquidity.  We believe we are one of the few (or maybe ONLY) auctions where the price of good data rises with competition.  It will produce better checks today and it will set the publisher up for even better checks tomorrow without commoditizing your data asset.

So, is data worth more than media? And, how does that relate to yield?
Yes, we think good data is worth more than the average impression.  But the problem is that historically, publishers with good data were not compensated on the quality of their data so they were not incented to participate.  If you sold diamonds for $10,000 and a ring seller asked you to give him your diamond on consignment so that he could sell $300 ring-diamond packages for a 30% rev share – what would you say? No way! We know data drives targeting performance (think about layering on re-targeting data on RON impressions) and that over time if you let the market pay for value – the creators of good data will get the best possible yield.

Many people would argue that an exchange isn’t the best way to drive yield – that a yield manager should yield manage multiple exchanges.
You don’t yield manage an efficient marketplace.  In other words you don’t list the stock of Apple on both NASDAQ and NYSE with a yield manager on top of it.  You can’t get a better price on a luxury good by not listing it on ebay, but instead listing it on three, small, non-ebay auctions.  The best way to yield manage is to place your goods in the largest most efficient marketplace.

What is your target market in terms of publishers today? Everyone – long tail, fat tail, etc.?
A BlueKai intent data provider is a publisher who has very valuable audience data.  That is VERY different than someone who has lots of impressions like the classic web impression publishers.  Our intent data providers are high value data publishers like commerce sites, research sites, and creators of highly niche audiences.  We generally skew to larger commerce publishers with quality brands but we have begun to diversify into the mid-tail.  For these publishers we are the best at protecting their assets.  Don’t confuse this with a classic publisher who is afraid that people are cherry picking their asset. In fact, this fear couldn’t be more unfounded - publishers that leverage a unified data platform like BlueKai’s are far better equipped to protect their assets and guard against data leakage than publishers without one.

What are you suggesting to publishers and ecommerce sites about data collection and protecting the user experience?
There are two completely different approaches to reducing the site impact of data collection.  We are executing on both.  The first technique is to allow standard pixel data collection but to limit and control how data is collected; the second is to eliminate pixeling from happening on the site itself.

We developed a product called the User Experience Guard (UXG), specifically to address impact on the largest e-commerce websites on the internet.  It actively monitors and eliminates javascript calls which can grab anything off the page even if the publisher didn’t intend to share that data.  It also monitors for and eliminates pixel daisy-chaining which is a huge problem because you think you are sharing the data with one partner but they then redirect to 5 others.  UXG 2.0 allows pixels, but it actively monitors all the pixels that partners want to fire off a site, and it kicks out pixels that are below a certain response time.  We monitor these response times both on the client and on the server from several locations across the country.  Even the best networks or dsps can have slow responses, but UGX2.0 prevents that from ever impacting the data provider’s site.  UXG kicks out underperforming pixels and brings them back to life when they speed back up.

And the second approach sounds like some of the pixel-free solutions?
Our approach to eliminate pixels is to move the buy side to buying data through server-to-server integrations.  That way all data queries can happen server side.  This is similar to the RTB integrations.  The way it works is that BlueKai will id-swap with most the major data buyers, networks, DSPs, portals, etc.  We then have a map of IDs from all interesting consumers and all interesting buyers.  Once we have that – we can eliminate buy-side pixels altogether.  Our APIs are integrated into dozens of the largest buy-side platforms.  By next year, the vast majority of data buying will happen that way.

How are you addressing privacy concerns these days?
We have a very simple idea here.  Every page that collects data should have a link at the bottom of the page which says “About Advertising” or “About Data Collection”.  This page should then have simple, short English about what is happening (not legalese).  Finally, that page should link to a transparency tool which shows the types of data that are collected.  BlueKai has a white label transparency tool. Google and Yahoo have transparency tools – we don’t care who you link to.  Without full transparency, it isn’t fair to ask a consumer to trade free content for targeted ads.

Do you think it will someday make sense to merge all of these privacy tools from different companies into one for the consumer? 
Yes, I think that is definitely something that would make sense for consumers.  However, while the industry gets on board with the idea of a consolidated preference tool, I think it is imperative for companies like BlueKai and Better Advertising, and Google to lead the charge.  We are laying a lot of the groundwork for what a preference tool should be for the consumer, but it will take organizations like the NAI or IAB to establish central platform for the industry.  (much like what the NAI has done for one-step opt out.)

Follow BlueKai (@BlueKai) and AdExchanger.com (@adexchanger) on Twitter.
October 6, 2010 – 12:09 am

BlueKai On New Search Engine Marketing Offering Through Efficient Frontier
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BlueKai recently announced a deal with SEM firm Efficient Frontier to provide "BlueKai Intent" which, according to a press release, provides marketers with "another way to buy in-market audiences -- defined by existing search keyword lists -- and reach them outside the walls of search engines with any media partner." Read the release.

BlueKai business development executive David Wiener discussed the new product.
AdExchanger.com: How can search marketers be sure that their keyword lists are being mapped properly? Can you discuss the methodology used?
DW: In order to avoid some of the challenges we saw in other products we took a multi-step approach to ensure we offered scalable high-quality keyword mapping. Our analytics practice has put some serious horsepower behind building technology that helps us better understand relationships between the billions of data points we process - we use this to create more accurate data maps and do better data discovery. At a very high level, we crunch large sets of discreet data points, correlate and classify them, but we also use these datasets to help us more accurately tune. There is also an art to keyword mapping - we have built an incredibly talented editorial team with degrees in library science and they will oversee the accuracy of the mapping during the beta process.

Overall we are pretty excited about some of this technology - it was actually the subject of some patents we filed earlier this summer and you can expect to continue to see us push the envelope with analytics.

What is the cost of the BlueKai Intent service? And how long does it take to map a list?
Participation in the beta program requires a financial commitment to purchase a certain amount of the mapped data, but the actual cost of the data will not be marked up in any way. The data will be exposed within each beta participant's BlueKai account and available for purchase the same way they purchase BlueKai data today. As always, we offer flexibility in terms of pricing model - data can be purchased either on a CPM or CPS (cost per stamp). As far as speed, there are obviously some variables (like number of keywords, match type, etc) but generally speaking the mapping is actually surprisingly quick.

Who is the target marketer for the product - all search marketers, eventually? Or larger SEMs like Efficient Frontier?
The product was designed specifically for marketers that wanted to translate keywords into channels outside the walls of search engines - it just requires a keyword list, but that list can come from your AdWords account, your Omniture account, or even your product catalog. Right now there is a lot of expertise in the search space that is difficult to translate into other highly targetable and scalable environments like display and video. We think this product is well suited to support the larger paradigm shift in the industry whereby search and display planning will interact more closely. We have seen the buy-side begin to morph from channel-specialists (search vs display) into two discreet groups who are defined by how they deal with addressable media (biddable media traders vs. non-biddable media planners). This product is well suited to help support both sides of the market as this transition occurs.

Will it be possible to eventually map SEM lists against other third-party data providers that are hooked into the BlueKai Exchange such as TARGUSinfo or Bizo?
Yes, we will be doing this as part of the beta. Once a keyword is mapped into BlueKai, there is tons we can do with it - mapping against all other data sets is one way to provide a lot of additional intelligence. We do not impose any artificial assumptions about data-source that we use for this product - if there is a strong map to a third party data source, it is absolutely taken into consideration. That said there are a number of complexities with regard to mapping keywords against third-party data sets, so this will be a growth area.

By John Ebbert
October 25, 2010 – 12:04 am

VP Hunter Says Comscore Focusing On Data Effectiveness Not Just Ad Effectiveness

[image: image23.png]


 Email This Post 
November 12, 2010 – 12:09 am


[image: image76.jpg]


Anne Hunter is VP Advertising Effectiveness at comScore. She discussed comScore's products and initiatives around what's core to her role - advertising effectiveness - and, in particular, a new product called Campaign Essentials announced in September. Read the release.
AdExchanger.com: comScore has been thought of as the company that measures website traffic.  What is the AdEffx offering and how does it fit in with comScore’s place in the market?
AH: comScore Media Metrix is our audience ratings service and flagship product, which is why a lot of people associate the company with audience measurement. We’re trusted as the most reliable source of digital audience because it has been our core competency from day one.  Agencies, publishers and advertisers around the world rely on it to make important business decisions every day.

Advertising effectiveness research is a large and growing component of the comScore’s product offering building on our reputation for trusted digital measurement. Until about a year ago, the majority of our advertising effectiveness work was conducted on a custom basis for clients.  We’ve since developed AdEffx, a standardized product suite for measuring the impact of online campaigns.

Our audience verification product – called Campaign Essentials – is available in the same client interface as Media Metrix, which means clients can log-in on a daily basis to assess a campaign’s performance with digital GRP overnights, as well as verify audience and geographic delivery. Campaign Essentials uses the same people-based methodology as Media Metrix so clients can plan and measure performance using the same data, giving our clients the ability to understand how their topline strategies are driving actual campaign performance. This alignment is critical for marketers who want to understand why a particular campaign is working or which levers to pull when a campaign isn’t performing up to expectations.

If click isn't the right success metric for display according to marketers, what is?
comScore has been banging the drum for years that, in the wide majority of cases, click-through rates are not an appropriate measure of advertising effectiveness. I actually started working on this research when I was at TACODA in 2008. At the time, we partnered with comScore on a study called Natural Born Clickers, which showed that few people click on ads and those who do click on ads are not likely to be the right people for evaluating a campaign’s performance.  comScore updated the research this past year, and it showed that click-through rates have declined considerably from the first iteration of the study.  Despite comprising only 8% of the total online population, moderate and heavy clickers account for 85% of all click-throughs. And, 84% of people don’t click on any ads at all.  Unless a CMO wants to talk about her click-through rate in an investor call, we’re obliged to give her better information about how her campaign is performing.  Bottom line is that click-through rates completely ignore the latent branding and sales impact of advertising, leaving a lot of value on the table for everyone in the advertising ecosystem.

You recently launched Campaign Essentials.  What problem does this solve?
There are fundamental metrics that every advertiser needs. We like to think of these as the truths that transcend.  They are metrics that are important in other media, and they are important today in digital media as well.  These metrics include reach, frequency and GRPs as well as demographic and geographic verification. They help to answer essential questions about a campaign’s performance:

Is my campaign reaching my target audience? How often is it reaching them? Is it being delivered to the right geographic locations?  How many GRPs did it deliver and how does this compare to my offline spend?
We designed Campaign Essentials to allow measurement at granular levels and with built-in customization so clients can get the detailed answers they need for their specific business issues.  Some clients are using it to see which sites perform best in their media plan.  Others use it to compare the relative value of different data sets.  One client is using it to develop unduplicated GRPs for all their creative that is “TV-like,” such as homepage takeovers, pre-roll and interstitials.  The question this can answer will continue to grow as clients take advantage of the customization features.

It’s also important to note that this isn’t just a tool for advertisers and agencies. We have a lot of sell-side clients who buy Campaign Essentials so they can validate delivery for their clients as well as optimize campaign delivery on-the-fly. This helps them save money by eliminating wasted inventory and avoiding make-goods for their clients.

Are you seeing any convergence with other channels which is helping display?
Cross-media research is one of the largest areas of growth for comScore.  Building a cross-media model of effectiveness within digital is where comScore has significant expertise.

Our measurement is not just relegated to the digital world, however.  We also measure offline advertising effectiveness for offline media as well.   We’re definitely seeing that marketers are thinking more holistically about their media allocations now and want to understand the synergy between multiple media.  Our cross-media research with Brand Survey Lift and Action Lift is showing us that when you add digital display to a traditional media plan, the positive impact is greater than either one alone.  In order to help make cross-planning and measurement easier, marketers have been asking for GRPs and TRPs that are comparable for digital and offline media, which we deliver daily with our Campaign Essentials product.

Is comScore thinking about providing research around the topic of "data effectiveness"?  What are the challenges here?
Campaign Essentials is well designed to tackle the data effectiveness issue.  We have developed the product to enable clients to create reporting for various segments of their buy based on what they deem most important to their needs.  One common way, for example, is to look at the results from a “moms” segment from various data providers.  Because we are providing results daily in an online interface, clients can see quickly which provider is working and which is not.

One challenge in measuring data has been that so often the data providers themselves are trying to measure and verify campaign delivery with the same cookies they are using to target the ads.  It is dangerous to rely so heavily on cookies in this type of effectiveness measurement. For example, if their cookie assignment to a teenage girl in household is actually a fifty year old father because of a shared computer, the ability of the data providers to measure the quality of their own data is impossible because they don’t know the truth.  Because we use a Unified Digital Measurement solution, which combines census ad tags with our panel, we have insight into the actual demographic make-up of the person who received the ad behind the screen and can therefore more accurately assess the true quality of various data in cookie pools. This is a capability unique to comScore and a reason why clients are turning to us for audience verification.

By John Ebbert
November 12, 2010 – 12:09 am

Nielsen EVP Paparo Driving Accuracy, Cross-Channel Metrics And Ad Effectiveness Themes In His New Role
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Ari Paparo, EVP, Product Leadership at Nielsen, a media research and measurement firm, recently discussed with AdExchanger.com his new role, Nielsen's initiatives in the digital space and his experience as an advertising product leader at Google.

AdExchanger.com:  Tell us about your new role and its responsibilities. 
AP: I'm in charge of online audience measurement and ad effectiveness at Nielsen. I'm particularly excited about the ability to help marketers, advertisers and media companies measure online and digital media across channels and across user behavior. I think that the proliferation of devices and the proliferation of ways in which consumers interact with media is causing some really exciting opportunities, but also some really significant measurement challenges.

What would you say are some of those measurement challenges, in particular?
Being able to measure audience across devices, in particular. Three‑screen: TV, PC and phone. And now, four‑screen with the iPad and tablets, etc. Being able to figure out who you reached and the value of the media that you bought - or the value of the media you sold - is incredibly challenging.

Why did you leave Google?
Well, I love Google. I use Gmail. I miss Gmail for work. I was working on DoubleClick products for roughly six years. I certainly had a good amount of experience on the online audience measurement problem. And I felt that the position at Nielsen is what lets me explore some of the challenges I've been talking about and deliver solutions that are uniquely available to companies focused on market research.

What are one or two key learnings that you'll be bringing from Google to your role at Nielsen?
First off, free food is highly motivational. Yeah, you never get tired of free food.

I think that the key is to keep things simple. In this stage, it's very easy to make things complicated because they are complicated. But successful product management, be it new measurement products, new ad serving products, whatever you're trying to develop, keeping the benefit clean, crisp, precise and easy to understand is really a factor in success. Hopefully from my experience at Google, I'll be helping here at Nielsen in rolling out new products that are immediately understandable and valuable to the consumer.

Considering Nielsen's many business units, where do you begin in creating a product strategy?
There are three driving themes I'm looking at.

One is, simply measuring online more accurately. Nielsen’s online division has a great history of measuring online audience and we're looking to continue to invest in that and to move ahead with the market as online buying becomes more complicated.

Secondly, as I mentioned before, figuring out how to create meaningful metrics across as many screens and devices that consumers are using. That's a challenge that cuts across many groups at Nielsen and is of key importance to our customers.

Then finally, there’s ad effectiveness. We see ad effectiveness as an area for innovation in the marketplace. And we think through our products that we've announced, like BrandLift, which is part of our work with Facebook, our IAG products which are leaders in the television ad effectiveness space, as well as other innovative work we're doing that will be able to provide better insights about how marketers’ dollars are actually being spent and the value of that spend.

Let’s talk about the online GRP. Why is Nielsen creating it? And, is that something you're going to be directly involved in building out that technology, that model?
Yes, this is one of my key initiatives. We hear over and over again that brand advertisers are held back from spending money online because of, among other things, the metrics. Brand advertisers don't feel that online metrics meet their needs in terms of planning, measurement, effectiveness, etc. So we looked at online measurement and saw that the traditional currency is impressions from the ad serving companies - and that's really not what drives a brand plan. The brand advertisers want to know who they reached in terms of the audience, the demographics, and so on. Nielsen is building this online GRP product in order to satisfy that need and to deliver television‑compatible metrics from the online environment.

How do you define the online GRP or gross rating point?
Online GRP is actually a bit of a misnomer. What we're delivering is reach and frequency by demographic segments.

Then how are those data sets collected and inform the online GRP metric?
The unique aspect to this program is that we're using a combination of the Nielsen Online Panel, census data collection through a pixel, and a group of publishers who are supplying registration data in an anonymous fashion to help calibrate our panel data.

How is the online GRP different from the GRP used in television?
We define them primarily to be comparable and compatible, but there are some differences. In online, we're measuring the ad's reach and frequency, whereas in television, using the commercial minute ratings, we're tied to the program averages.

What do you think some of the technical hurtles of creating this online GRP system are?
This is a pretty massive undertaking. We're investing quite a bit in this program and this technology. But, we see enormous amount of demand, especially on the marketer and advertiser's side. We are optimistic that we will see fairly wide adoption as we move forward with this program.

What's the roll‑out plan for the online GRP?
First, we're testing this with select publisher and advertiser clients now, and expect to continue testing with a broader set of participants within the next several quarters. We hope to have it generally available by mid‑2011.

When do you envision the online GRP affecting digital ad spend budgets appreciably?
It's hard to predict, but I will say that's the ultimate goal of this program. We really think we're bringing new dollars online and potentially new dollars to advertising in general.

Any predictions for 2011?
I think that we're going to see more brand advertising online in general, bigger ad units, which is part of that. We're also going to see more video adoption, both on the advertiser and publisher side. Videos have been growing like crazy, but still underachieving versus its potential in online. A lot of that hopefully will be driven by operational and measurement efficiency. Then finally, mobile advertising is certainly going to be a big story.

Finally, should we think of Nielsen as a measurement company, a technology company? How would you define it - or how do you define the part that you are in particular control of from a product standpoint?
Well, the strategy for the whole company is pretty simple: we divide the business into watch and buy: what do people watch and what do people buy? It crosses channels, geographies and products. That's how we define what we do and why we get up every day. Technology is an important enabler and part of the company's tradition as well. But I'd be hesitant to classify us as one, or the other, or something else. We're just trying to answer our client's needs along those dimensions.

Follow Ari Paparo (@aripap), Nielsen Wire (@NielsenWire) and AdExchanger.com (@adexchanger) on Twitter.
October 25, 2010 – 12:09 am

TARGUSinfo Releasing New Self-Service Product To Further Enable Audience Buying Says VP McLenaghan
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Paul McLenaghan is Vice President, AdAdvisor Platform for TARGUSinfo.
AdExchanger.com: TARGUSinfo launched AdAdvisor data solution in February of 2009. Knowing what you know now, what one change would you make to the AdAdvisor strategy if you could start over again?
PM: I don’t think we would have changed our approach at all. We knew we wanted to launch a solution with appeal to both the supply side and the demand side of the industry, as well as avoid competing with potential clients by acting as an ad network or agency. Sticking to our company’s core as a neutral third party, we made a conscious decision to not pursue buying media as a way to sell our data, but rather partner with agencies and leading advertisers to power their efforts. As a result we are engaging equally successfully with both the supply side and the demand side of the industry.

How does TARGUSinfo differentiate amongst its competitive set today?
One key differentiator is the fact that AdAdvisor is built on core competencies that TARGUSinfo has been perfecting over the last 17 years. We are the market leader in multiple industries when it comes to delivering attributes in real-time to improve the profitability and personalization of our clients’s interaction with a customer or prospect. AdAdvisor is really no different in that regard; it is simply an extension of a large and very successful set of solutions we have been offering for many years.

Secondly, we built the audience targeting data assets and methodology using proven offline scoring and analytical process. We believed it was important to build the capability ultimately focused on advertisers and their desire to use their own data to drive branding and acquisition. With an existing client base of over 1,000 clients and long-standing relationships with some of the largest media spenders online today – we are in a strong position.

Lastly – our position as a privately held and profitable company with years of consecutive growth and profits give us the ability to invest and built long-standing strategic relationships.

Lately, it seems data providers such as TARGUSinfo are offering access to their cookie data so that buyers can see which segments may of particular value. Can you talk about this? Is this a new way of selling data?
We are working closely with some partners to expose our data transparently for the purposes of analytics and to build custom audiences. To date, it isn’t a new way of selling data, but on the sell side, we are helping publishers understand more about the makeup of their inventory. On the buy side, we have a number of partners that use our segments (which are discrete parts of our Audience Groups), as part of their bidding algorithms and to build custom audiences based on performance or brand lift.

You've announced recent deals with Pulse 360, Metamarkets and others. As well as Demdex and BlueKai. What are the takeaway from these deals?
These are all good examples of different sectors of the industry utilizing data to improve their offerings, whether its ad serving, analytics, data management, or optimization. As the ecosystem has grown ever more diverse, our client base and the variety of business models we are supporting or in discussions with has also grown.

Beyond data targeting, is data analytics important to TARGUSinfo's solution? How is this the analytics business?
Without analytics, it is impossible for data buyers to value data properly, and also for data providers to serve their clients. Our clients are increasingly turning to us for analytics on how our data interacted with a campaign, even if our data was not being specifically used for targeting. These insights help ensure that the next campaign has a greater chance of success by using the right data in the right way.

As more companies offer analytical capabilities and transparency on the value of data assets, it will continue to show that not all data has the same value, and that pricing, scale and quality are key to evaluating and integrating the right data assets.

Your Interactive Insights summit in Las Vegas has special focus on demand-side platform and ad networks as it relates to AdAdvisor. Are they the biggest buyers today? What buying trends are you seeing from clients today?
We see our ad network and DSP clients as great channels for exposing our data to a large percentage of the available inventory. At the same time, our teams based in New York and San Francisco are in meetings with agencies every day, creating awareness of our data, helping plan campaigns, powering campaigns for some of the largest advertisers online, and building strategic relationships at the senior levels of the agencies.

As far as trends, we continue to see a lot of activity driven by trading desks running campaigns through DSPs. We are also seeing increased of interest in the video advertising space, which is why we are excited about our long-standing relationship with TidalTV and the recent deal with Adap.tv.

Please discuss the product roadmap. For example, what new targeting segments have you added in the past year and what's in the pipeline?
We think in terms of Audience Groups, which are built from the data assets we expose in our solution today. These Audience Groups are comprised of groups of individuals that all behave in a similar fashion and based on verified offline data assets that include brand preferences, life styles, life stages, and demographics. We have close to 1,000 predefined Audience Groups in our repository, and we also have created hundreds of customer Audience Groups for our clients.

This month, we are excited to preview our audience self service capability for existing integrated clients, enabling them to build custom Audience Groups on top of all of our data assets (see screenshot below):
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In general, what is the biggest mistake that buyers are making with targeting data today? What do you recommend?
The biggest mistake buyers make is in not knowing how to apply data to the various stages of the purchase funnel. We all know that intent data is not really effective on a branding campaign as the individuals have already made their decision. Life stage data is not ideal for bottom of the funnel messaging, but it continues to be purchased and overlaid on acquisition campaigns.

One of the disturbing trends we see in the market is actually on the sell side of the data ecosystem. There is a pricing race to the bottom across a number of data providers. Continued downward pricing pressure, "all you can eat" pricing deals for small monthly amounts, and selling data assets lower than the cost of goods sold, is committing venture money after business that isn’t sustainable.

Follow Paul McLenaghan (@PaulMcLenaghan), TARGUSinfo (@TARGUSinfo) and AdExchanger.com (@adexchanger) on Twitter.
October 13, 2010 – 12:09 am

Zagorski Becomes eXelate CEO


December 22, 2010 – 7:18 pm
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Data exchange eXelate announced today its chief revenue officer Mark Zagorski will become CEO - a role previously held by Meir Zohar. Read the release.

Zagorski discussed his new position and its responsibilities.
AdExchanger.com: Why take on the CEO role? Who will replace you as CRO?
MZ: After a great year of growth and investment, a founder and our first CEO, Iri Zohar, needed to return back to Israel for personal reasons with his family, where he will plan to continue to play a key role as an executive in the company.

With the backing of the Board and of Iri, I was given the opportunity to expand the leadership role that I first took on when I joined the company in April of 2008. It has been truly an exciting time to be in a space that we literally defined almost 3 years ago, so a chance to continue to work with the visionary leadership team and investors that we have assembled at a more elevated level was a no-brainer for me.

With regard to the CRO role, we will be announcing a series of key executive hires over the next few weeks that will reflect the kind of top talent we have been able to attract, and the formidable force we will be in the online data space in 2011 and beyond.

As CEO, what do you see as your key responsibilities going forward?
My key responsibility will be to ensure that the momentum that we have achieved so far continues and that the Company adapts to a rapidly changing advertising ecosystem. In addition to an evolving competitive landscape, we have consumer privacy considerations that will play a role in everything that we do in 2011. Bottom line - eXelate will be focused on continuing to improve our industry standard data access engine that empowers publishers, enhances performance for advertisers and respects consumer transparency.

What can we expect from eXelate in the coming year in comparison to last year?
Fueled by superior VCs like Carmel Ventures, Menlo Ventures and Trident Capital, a great team in place in our New York headquarters and a data technology platform second to none, we really feel that we have everything we need to take the online data world to the next level. 2010 was certainly a breakthrough year for both data, and for eXelate. 2011 will be no different. Better targeting, a bigger data footprint, new partners, more control for publishers and consumers and new data engine enhancements are all on tap in the next year for us. We are excited about the opportunities ahead.

By John Ebbert

December 22, 2010 – 7:18 pm

Digital TV, Video and Radio

Adap.tv Co-Founder Grenager On Recent Video Ad Marketplace Developments

November 1, 2010 – 12:17 am
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Video ad marketplace Adap.tv announced recently that it is seeing "a 92 percent average monthly growth rate for video ad views within its marketplace since the launch in February 2010". Read the release.

Adap.tv founder and VP of Product Teg Grenager provided some perspective on recent developments at his company.
AdExchanger.com: Historically, there has been a lot less non-guaranteed video ad inventory available than, say, pc-based graphical display. Do you see this changing? Why or why not?
TG: Premium pre-roll inventory is in very high demand and, currently, there are supply constraints. This is not likely to change. Unlike display advertising, where many publishers designate a portion of their inventory as "remnant," pre-roll inventory is available as fixed placements and drives higher engagement. What the adap.tv marketplace provides buyers is increased access to a high volume of premium video inventory.

How would you characterize your announced results in comparison to your expectations a year ago? Ahead, behind, in-line?
The rapid growth of the adap.tv marketplace has exceeded even our own bullish expectations. A year ago, we knew there were inefficiencies in the online video advertising space and that buyers and sellers wanted more openness and transparency. We didn’t realize how quickly they would change their behavior and adopt an open platform like the adap.tv marketplace. Just eight months after the launch, adap.tv is the third largest online video property by video ads delivered, according to comScore’s Video Metrix September 2010 report.

How would you say you're differentiating Adap.tv today in comparison to other video marketplaces and networks?
Inventory, openness and transparency. Adap.tv is the only source of aggregated premium online video inventory based on deep relationships with publishers. The majority of inventory in the marketplace comes from publishers who run their entire businesses on our onesource video ad server. This means that the inventory is "always on," and we can provide buyers with easy, self-service access to inventory for each campaign. Second, the marketplace is based on an open technology platform with a set of powerful APIs that help buyers and sellers leverage best-of-breed technologies from data providers, rich media vendors, and measurement and analytics companies. Third, the marketplace is completely transparent which means buyers and sellers know exactly who they are transacting with and what they are paying for. Essentially, publishers and advertisers want a more efficient and transparent mechanism for transacting, given the complexities of running pre-roll video campaigns at scale.

Can you talk about the momentum in the use of third-party targeting data through Adap.tv?
In display, third-party targeting tools traditionally have been used for direct response campaigns. Audience targeting is critical for video as well; however, as more TV and brand dollars flow into the marketplace, we frequently see data used to achieve scale and safety.

And, are your clients able to effectively map user cookies between display and video inventory in Adap.tv's marketplace today, for example?
Yes, online video uses exactly the same cookies as display, so you can buy data once and leverage it across both video and display.

Can you touch on what formats you sell through the marketplace today? And what might be the next formats you add?
Our focus has been in-stream pre-roll video. However, we support any type of ad formats that fit into the linear video ad space and can run them across all of the publishers in the marketplace. We recently added support for interstitials in casual games and Telemetry’s hot spots. Moving forward, we will continue to integrate emerging rich media and work to support the buying and selling of ads across any device that delivers online video.

By John Ebbert

November 1, 2010 – 12:17 am

Auditude Targeting The Live Event; CRO Gaffney Discusses Live Stream Ad Insertion Deal, Digital TV


September 14, 2010 – 1:46 pm
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Auditude announced that a partnership with "Allied Pacific Sports Network (APSN), based in China and Hong Kong, to deliver dynamic insertion of advertising into live games online." Read more. 

Auditude CRO Mike Gaffney discussed the company's live event targeting capabilities and future plans.
AdExchanger.com: What targeting options can you offer a marketer with insertion of video ads in a live video stream?  Is it possible to understand age, gender and geographic location, for example?
MG: Auditude can target users by age, gender, demographic and other behavioral target segments. We can also offer marketers exclusivity within a single ad pod, which contains multiple ads, exclusivity across multiple ad pods and targeting by position within a pod.

Given the broadcast nature of a deal such as this, is it a far leap for Auditude into digital TV?
There is a tremendous amount of disruption in the traditional television market.  All of our customers are moving aggressively to offer more content on connected devices like the iPad, iPhone and Android as well as live content.  It is Auditude's mission to offer ad management no matter where a digital video plays whether it be online, VOD, mobile or via IPTV.

A year from now, how will international business play a part of Auditude's business?
Auditude currently has a presence in Europe through our London office and one of the largest European destinations as a customer in Dailymotion, based in France. Our partnership with Allied Pacific Sports Network is exciting due to the proliferation of mobile devices and the higher rate of consumption of online and mobile video. Our initial focus for international expansion is in Europe followed quickly by Japan/Asia. A majority of Auditude's revenue will come from US-based business in 2011 but we expect
that international business will grow as a percentage of revenue over the next couple of years.

By John Ebbert
September 14, 2010 – 1:46 pm

SpotXchange Entering Real-Time Bidding Space For Online Video Ads Says CEO Shehan


November 15, 2010 – 12:09 am
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Mike Shehan is CEO of SpotXchange, an online video advertising network.  The company is announcing a new real-time bidding-enabled service for online video ads today. Read the release.
AdExchanger.com: First, can you provide some background on SpotXchange?
MS: SpotXchange is an online video advertising network that offers brand advertisers a scalable, efficient and measurable way to attract new customers with high-quality online video ads on premium websites.  Focused on performance, SpotXchange is a one-stop shop for advertisers and publishers, offering a simple, automated way to deliver targeted, effective and efficient video ad campaigns.

Serving highly interactive in-stream and in-banner video ads in the US, Canada, Mexico, the UK, Ireland, Spain, Portugal, Italy, Belgium, China, New Zealand and Australia, among other countries, SpotXchange is the #3 online video ad network in the United States, and #1 in the UK and Australia for potential reach, according to comScore.  SpotXchange is a privately-held company based in Denver and has offices in New York City, Los Angeles, Atlanta, Chicago and London.

What problem is SpotXchange solving?
To put it simply, the lack of widely adopted standards and the difficulty involved with integrating dynamic in-stream video into video player environments has made it terribly difficult for advertisers to access large quantities of high-quality premium video ad inventory.  Consequently, those advertisers that don’t currently use SpotXchange have not been able to operate highly targeted audience-based buys on a transparent basis that is typical of display buys.  Instead, advertisers have often relied on direct sponsorship models, which limit reach and effectiveness.

SpotXchange’s SpotMarket RTB dramatically simplifies both buying and selling video advertising by enabling DSPs, trading desks and ad networks to achieve scale while operating in completely transparent brand-safe environments.  RTB participants can now control their video ad campaigns on an individual impression basis.  These advertisers can use the full spectrum of SpotXchange’s advanced targeting capabilities such as retargeting, and behavioral targeting using third-party data.  DSPs, trading desks and ad networks can also take advantage of SpotXchange’s user syncing ability, which allows the SpotMarket RTB participant to see if they have any historic behavioral data on a particular user, and then lets them value the impression opportunity more highly and serve a more targeted ad.

SpotMarket RTB is a win for all involved -- advertisers eliminate waste, maximize reach and increase the performance of their campaigns in a safe and private way, while publishers benefit from the increased competition resulting in higher CPMs.

Do you see SpotXchange fitting within the recent mergers and acquisitions wave occurring in the online video advertising space? What type of company might SpotXchange make sense for?
Our belief is that the companies that have sold recently did not have confidence in their long-term strategy or prospects.  We’re very confident in SpotXchange’s current market position as a top-ranked video ad network, our internally developed technology assets in which we’ve invested significantly, and our growth prospects both in the US and internationally.  SpotXchange is profitable, growing rapidly, and we believe the video ad industry is still in its infancy.  We’re also having a lot of fun in a space that is white hot, so we want to remain independent.

That said, SpotXchange’s assets may ultimately be considered valuable by a wide range of companies who desire a large integrated footprint of in-stream video ad inventory, cutting edge targeting and optimization technologies and a large active marketplace of advertising campaigns.   Those may include display networks, exchanges, major agency holding companies, and, even media companies as digital and traditional media collide.  But these same companies can currently leverage SpotXchange through services like SpotMarket RTB.

Regarding your real-time bidding enabled video exchange, what variables are being sent to the RTB bidder about the impression?
As outlined in our SpotMarket RTB API, SpotXchange passes along a number of parameters to RTB participants.  Most notably, SpotXchange can pass IP address, user agent, referral URL, content taxonomy and reserve price.  RTB participants can set up when SpotXchange should present an opportunity to bid on an ad impression by using any of SpotXchange’s targeting capabilities (behavior, demo, context, site specific, retargeting, geo, keyword, etc.), use their own  third party data, or leverage user syncing.  Those that respond within the timeout period and with the highest bid for any particular ad impression opportunity wins.  Also noted in the SpotMarket RTB API, SpotXchange offers a number of bidding options to RTB participants.

What video formats will your RTB offering include?
Currently, SpotMarket RTB supports a variety of in-stream ad types, including pre-roll, in-game, and interactive pre-roll. RTB advertisers can use any number of third party video ad servers including Telemetry, DART, Atlas, Innovid, and any other ad server that supports VAST 2.0 and VPAID.  SpotMarket RTB also supports 300x250 in-banner video ads.

How does this differ from non-RTB inventory? And what's the bottleneck in video for RTB, if any?
There is no difference between RTB and non-RTB inventory in the SpotXchange marketplace.  As opposed to several of our competitors, SpotXchange has focused on integrating premium publishers into the marketplace since the company was started as opposed to ‘repping’ inventory where creative assets and tracking tags are turned over to the publisher.

There are no bottlenecks currently in video for RTB from a technological aspect.  From a market aspect, advertisers and agencies have yet to fully adopt DSP and trading desk strategies en masse for video.  The transition to these types of strategies will take time to move from experimental budgets to large budgets.  We believe our service will accelerate this transition as SpotXchange offers significant volumes of inventory available in the market.

Where will SpotXchange source its RTB inventory?
SpotXchange has been integrating publishers into its marketplace for more than five years, and consequently offers the broadest reach of integrated in-stream video ad inventory in the industry.  The SpotXchange video ad marketplace has more than 700 publishers and currently receives requests for advertisements from approximately 50,000 unique websites each month from 60 countries.

This is not a new exchange.  SpotXchange has always operated an auction-based marketplace because transparency, reach and competition will ultimately prevail in the market.  In this way, SpotXchange is differentiated among other competitors in the market.

How does SpotXchange differ from other RTB video marketplaces such as Adap.tv?
SpotXchange has a long-standing relationship with Adap.tv, and we have a great deal of respect for them and their platform.  SpotXchange does not participate in their RTB marketplace; but does work with several of their OneSource customers.

However, the SpotXchange strategy for building the world’s largest video ad marketplace is different.  We have been selling to agencies and brand advertisers for more than five years.  That has allowed us to support a growing, and very active marketplace that features many Fortune 500 brands.  We have also been very responsive to the creative, targeting and optimization needs of these customers.  That translates into a wider variety of targeting options, flexible bidding options, and a very large marketplace available to our RTB customers.

What about other inventory such as PC-based display and mobile? Any plans to expand to other video formats?
Yes, we are currently working on launching several video ad units for a variety of IP-based devices, including mobile.  Stay tuned.

A year from now, what milestones would you like the company to have accomplished in the RTB space?
Our goal is to operate the largest and most vibrant video ad marketplace in the world.  RTB was a crucial step to increase competition in our marketplace, and more than 30 companies are currently working towards integration of the SpotMarket RTB API.  SpotXchange will be announcing several new initiatives over the next 12 months concerning RTB but we also have a number of new service offerings planned for our publishers and agency customers.

If you asked me a year ago that SpotXchange would have the kind of success it’s had in 2010, I’d think you were kidding.  I’ll probably be saying the same thing this time next year.

Follow SpotXchange (@spotxchange) and AdExchanger.com (@adexchanger) on Twitter.

November 15, 2010 – 12:09 am

Tremor Media CEO Glickman On ScanScout Merger And The Advantages Of Scale For The Video Ad Network


November 9, 2010 – 12:05 am
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Yesterday, it was announced that video ad network Tremor Media had acquired ScanScout. In a trade industry article, Ad Age's Michael Learmonth notes, "The combined Tremor/Scanscout served a collective 667.5 million video ads in September, according to ComScore, a close second to Hulu's 794 million." Read it. ScanScout CEO Bill Day will become the CEO of the combined entity while Tremor Media CEO Jason Glickman will become executive chairman.

Tremor Media CEO Jason Glickman discussed the merger and its implications.
AdExchanger.com: Is the ScanScout acquisition mostly about scale? If so, what does "scale" give Tremor Media?
JG: Scale provides for a fluidity of inventory that allows for largely 3 things: 1) you can find deeply targeted audiences that some advertisers desire, in meaningful numbers, which allows for verticals within our broad coverage. 2) it allows for our engagement engine to find the right audience where brand lift or purchase intent is likely to occur. Scale allows us to optimize each ad call in that manner and not simply drive for a simple objective like a click. 3) scale allows us to reach a very large audience at an optimal frequency. For too long the web has been bought on impressions alone. Finally we can offer real reach and frequency and not simply bombard the same viewers repeatedly which only causes harm. And of course, all of the above happens with the beauty of video advertising with innovative ad formats that push the envelope far beyond the :15 and :30 TV spot.

What is another area that Tremor may look to for a possible acquisition? Mobile or creative tech, perhaps?
We've got some excellent core competencies already when it comes to HTML5 developments, and we are the pioneer in bringing proprietary new creative formats to market. That said, all options are on the table that fit in our core values and expand our capabilities that matter…we won't simply buy something that doesn't fit with our objectives.

How long until we get to an upfront model for online video advertising which echoes the TV market? Is the upfront what attracts TV ad dollars online?
An upfront is a model that works when you own the programming and launch new shows that will launch in 6 months henceforth. I'm not sure that we need to replicate that market efficiency. However we do sign advertisers to annual deals quite often. Not a week goes by where we don't speak with a Fortune 500 marketer about a deep partnership that involves an annual spend. These advertisers are committing to multiple 7 figures budgets and are increasingly positioning their buys against core demographics that are important to brand advertisers, similar to how they evaluate their TV is spend.

By John Ebbert
November 9, 2010 – 12:05 am

Search Engine Marketing

DataPop Segmenting Interest-Based Audiences For Offer-Driven Marketing Says CEO Lehmbeck

November 17, 2010 – 12:09 am
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Jason Lehmbeck is CEO at DataPop, a search marketing technology company.
AdExchanger.com: Obviously, lots of former Yahoo!s at DataPop including yourself.  What did you all learn at Yahoo! that is inspiring the DataPop business model?
The core team at DataPop was lucky enough to spend a 5+ years working together with all kinds of search marketing customer’s day in and day out at Yahoo and Overture.  We sat in their offices and explored ways that they could get the most out of their paid search programs.  In doing so we learned a ton about how marketers do what they do, and saw how painful it is to develop and organize keywords, build great ads and choose the right landing pages at scale -- something absolutely critical for maximizing ROI.  We have been working to solve this at DataPop ever since and have built a platform that both eases marketer pain while significantly increasing their ROI.

What problem is DataPop solving?
Search is the poster child of relevant advertising because consumers are literally expressing what they want at the moment they want it. But, if you really pay attention to the ads currently running across most searches on Google, Yahoo and Bing the ads are generic at best and many times irrelevant.  The reason for this is the problem that I just highlighted - the toolset for mid- to large-sized advertisers is severely limited.  We have seen lots of great innovation over the years in bid management, analytics and other technologies, but it is still very hard to develop keywords that are relevant to the business, match them to great ads and land people on the right landing pages. The result is the generic and irrelevant ads we see all too often.

How is DataPop's solution relevant to today's audience buying environment?
Search is the most powerful audience buying environment in the world. Each hour over 150 million people perform a search on Google, Yahoo and Microsoft. That's the equivalent of a super bowl sized audience every hour. The difference is that each member of that audience is telling the marketer exactly what they want. DataPop helps marketers effectively segment consumers into interest-based audiences. We then enable the marketer to effectively engage those audiences with the right combination of targeted ads and landing pages to drive deeper engagement and higher conversions.

Rather than just targeting the demo, geo and behavioral characteristics of audiences, our platform determines the semantic meaning of each and every query an advertiser sees and maps it to the actual intent of the searcher.  This makes it much easier for an advertiser to build an ad message that resonates with each consumer.

Are their unique datasets to offer-driven marketing? If so, what are some of those data points?
First, I think it’s worth spending a minute talking about what offer-driven marketing represents. We believe that keywords, targets, and audiences, while critically important, should not be the primary orientation of ad campaigns.  What really matters and should be the starting point is what the advertiser is selling or promoting... their offers.  So we take each of our clients full set of offers like products, services or promotions represented on their website, then map each of them to all the ways people can express the intent to find those offers, wherever the user might be in the purchase funnel.  We lift the marketer up a level and let them stop thinking so much about media buying tactics, and focus more on what is unique and compelling about their offers, and how they can showcase that in great, well placed ad creative.

So to answer your question, when we build offer-driven campaigns there are some basics we know about most offers that are already stored in our databases based on how consumers are searching for that offer. For instance the core features of a particular Sony LCD TV are the same no matter who is selling it. However, the marketer may want to emphasize different product features like the screen resolution, screen size or refresh rate depending on how consumers are searching for Sony LCD TVs. In addition to these core features there are things specific to the marketer’s offer like price, promotion, shipping times, customer reviews, editorial content and inventory availability that are really important for building great campaigns. Some of this data updates in real time, so it can be tricky to deal with at the scale of search.  We’ve created a platform that allows a marketer to test and learn which offer features resonate most with consumers.

Who is in DataPop's competitive set? Efficient Frontier, Searchandise, Kenshoo, etc.? How will you differentiate?
Surprisingly enough, building the actual content of paid search ad campaigns to take full advantage of marketer’s offers is very much a cottage industry.  Many advertisers and agencies have pulled together some very basic tools, but the vast majority of ads are created in a purely manual way.

Data Pop is a complementary solution to current SEM services providers. In fact we have campaigns live on many of the leading SEM platforms/services.

Can you see extending your paid search platform into PC-based graphical display, video and mobile marketing tactics?
We are heads down focused on Search given the big gap in the marketplace and the significant opportunity to help marketers better engage consumers through Search. That said, we believe that our offer driven approach has broad applications and can help make marketers lives easier and increase ROI in many different ad channels.  As we make progress in search we will start to work closely with our customers on where to go next.

Who do you see as the key client market for DataPop's products and services?
We are focused on working with customers who have a rich set of offers, products and services. We work with customers who have anywhere from 100s offers to hundreds of thousands. The total number of products and services is less important than how rich the information can be about the product or service. We work with a number of customers that only have a handful of products but the information about those products can be really dynamic including pricing updates based on inventory availability and unique offers by geography. Our platform really thrives for marketers as the offers get more complex. Our current customer base includes leading marketers and agencies including a number of top marketers in retail, travel, auto, local and the education space.

Tell us about your recent funding.  And, what is the funding environment like today for ad tech?
We are thrilled to have brought together such a great group of investors to help us scale our core platform to meet customer demand. Based on early customer feedback we realized we had a unique set of data assets & IP in core technology that we want to accelerate development on and found great partners in Rincon, IA and the rest of the funding team to accomplish that.

It's no news that the funding market for ad tech is positive. That said, our first priority was to align with partners that had our same approach/philosophy to building a business. Furthermore, we wanted to align with partners who brought a deep expertise in the data and advertising spaces. Rincon, IA Ventures and the rest of the team stood out to us on all fronts.

A year from now, what milestones would you like the company to have achieved?
We have confirmed with many leading search marketers that our offer driven approach can drive significant ROI improvements and lot of pain reduction for the marketer. Over the next 12 months we plan to scale the platform in such a way that 100s of marketers will get to leverage our offer driven approach to search marketing. Our end goal is to remove the pain that comes with search marketing and let marketers get back to what they do best … delivering relevant, timely ads that consumers love to click on.

Follow Jason Lehmbeck (@jasonlehmbeck), DataPop (@datapop) and AdExchanger.com (@adexchanger) on Twitter.
November 17, 2010 – 12:09 am 

Efficient Frontier Integrates Facebook Advertising Into Platform

September 27, 2010 – 12:05 am
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Search and display ad platform provider, Efficient Frontier, has announced the integration of Facebook Ads into its platform. Efficient Frontier CEO David Karnstedt said in the press release, "While other players in the market may now provide Facebook advertising to their clients, they are not truly optimizing across the other channels to improve performance in search, display and Facebook. Our platform provides this integration – and at scale which is an industry first." Read more.

Justin Merickel, Efficient Frontier's vp of marketing and new business development, discussed EF's Facebook strategy.
AdExchanger.com: What will the API partnership open up for Efficient Frontier?
JM: The API partnership with Facebook allows us to automate key aspects of Facebook marketplace advertising, like building and managing targets and bidding.  The API is also a critical piece for reporting, allowing much more flexibility in how you analyze Facebook campaign results than is available via the Facebook UI.  The additional flexibility allows marketers to more accurately identify the individual entities driving campaign success, critical information for strategic campaign expansion.

Are your clients asking for Facebook integration with your tools? Any sense of the scale of the interest on the marketer side? 
The demand among our clients is extremely high.  Nearly every client is interested in developing a strong presence in Facebook.  We’ve been testing our platform with a number of clients, like Chegg, and the results have proven that Facebook can be effective for performance marketers and deliver interesting scale.

What is the unique opportunity that Facebook opens as it relates to the display advertising toolkit? 
Facebook is a valuable piece of the display puzzle, and one that Efficient Frontier can access with traditional display ads via the ad exchanges.  The Facebook marketplace ads are a new and complimentary opportunity that should play a significant factor in the digital marketing mix.  We’ve already seen strong overlap between Facebook, display, and search.  Attributing success to the right channel, including Facebook, and tying attribution to bidding is critical for marketers' success.

How are you mapping and optimizing between Facebook, display and search advertising?  Is it through landing page cookies for Facebook, display and paid search campaigns, for example? 
Because we have a common platform across the three channels with universal tracking, both at the ad and advertiser site level, we seamlessly get accurate cross-channel conversion attribution.  The deep understanding of channel performance that results from our attribution, along with our predictive modeling capabilities, allows us to establish budgets and set bids accurately across search, display, and Facebook.

By John Ebbert
September 27, 2010 – 12:05 am

Digital Out-Of-Home

Adcentricity Evolving As Digital-Out-Of-Home Ad Network Says CEO Gorrie


November 23, 2010 – 12:09 am
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Rob Gorrie is CEO of Adcentricity, a digital out-of-home (OOH) ad network.
AdExchanger.com: Why did you decide to get into the out-of-home business? What intrigued you?
RG: When it really comes down to it, I didn’t decide to get into Digital-Out-of-Home; it was never my intent. A couple of years ago we saw a convergence of retail and digital media, and it was really trying to find its place in the media landscape.  Brands were also chasing an elusive consumer that was spending less and less time with the same old media. That convergence and early stage of the industry was attractive. I wanted to take digital’s capabilities and targeting and give it a real-world face.  It just so happens that the digital in-store and location based media is classified as an Out-of-Home medium.

What problem is Adcentricity trying to solve?
Right now, there are a number of lost souls trying to figure out where DOOH fits in the advertising ecosystem. Ultimately, navigating this landscape is becoming difficult; there are a very wide range of DOOH technologies and the industry itself is fragmented – it’s really difficult for a brand or agency to put together an innovative, complex and impactful DOOH campaign that runs across many platforms.

At the same time, marketing is really maturing and we can really begin to hone plans to reach very specific objectives. With DOOH we can really communicate and converse with consumers, over time with the right message at the right time, in the right location where they ultimately might be making a purchasing decision. But, again, the fragmentation of DOOH platforms makes the benefits difficult to decipher and get results back on quickly.

We are trying to solve this by putting connective tissues in place in an intelligent manner that provides more efficiencies to agencies and brands and more impact for brand messaging.

From your site, Adcentricity offers "strategy, planning, buying and execution." Why do you need to offer all of these as opposed to specializing in one or two?  Do you consider yourselves an agency, perhaps?
Adcentricity is not an agency, but rather an ad network. Adcentricity is not in the business of strategy, planning or buying – we leave that up to our agency partners.

What Adcentricity does specialize in is targeting and the acquisition and aggregation of data. As a DOOH ad network, we provide efficiencies and data you can't get directly from a single platform. We also have a vast amount of data on the DOOH space that we can interpret for each campaign, helping to improve overall effectiveness. For example, if an advertiser was hoping to reach 24-35 year olds in LA with an income of over 80K that spends $250 a month on a Verizon smartphone and watches Glee, then we can work to pull the right locations within our ad network that would reach that very specific target audience. Our platform also helps our partners to target these locations in a much shorter time frame than more traditional methods and can be used in conjunction with an agency’s consumer and shopper insights platforms to identify the best consumer story to tell across platforms or network categories.

Given some of the other marketing channels out there, do you see an opportunity together with mobile or online video campaigns, for example? How do you approach being a part of cross-channel buys?
Absolutely.  At Adcentricity, we continually seek out and try to understand other mediums and agency tactics that dovetail with our medium DOOH.  There are a phenomenal amount of symbiotic relationships between mobile, location-based, online, video and social media depending on agency's campaign objectives.  Digital OOH can not only integrate with and support existing digital, mobile and social tactics & initiatives but also extends a digital tactic to the real world and actually engages consumers with that tactic in real time – for example offering today’s Groupon deal in Atlanta in Pediatrician offices for the Atlanta Zoo or discounts on insurance which you can get by texting in or downloading the Groupon mobile app. Or showing Pepsi’s Refresh Project for a community and comments from local citizens about how to support it and get involved.

Understanding what brands and agencies are doing across digital channels allows us to better target and implement into their cross channel strategies and campaigns. DOOH is really a supporting actor within campaigns – we see other mediums getting the lead actor role. But, DOOH can certainly make an impact in that supportive role as long as the work is not done in isolation. We spend an enormous amount of time with agency strategy and planning groups to make sure we're on target not only in reaching the right consumer but also in integration with existing strategies and helping them understand where DOOH can make the most impact.

There are some other players out there aggregating OOH or DOOH inventory. How do you differentiate?
First, OOH and DOOH are two very different mediums; with OOH you can buy space on a transit shelter or billboard. Consumers see these mediums as they are driving or walking by, but there really is no room for interaction. DOOH is very different because it’s all digital, and it’s not just a headless inventory buy. With DOOH, we’re going to see the medium become fully connected within a couple of years, which will allow brands to converse in near real-time with their customers – static billboards and other OOH vehicles can’t do this.

There are three different types of players trying to make targeting and use of the DOOH medium easier. Companies like Adcentricity that are ad networks, and work very closely with agencies with ad targeting.  Ad networks really can provide agencies and brands with the data they need to target specific audiences – it’s not just about demographics, dayparts and and “buying platforms”.  There are also aggregators that take inventory from multiple DOOH networks, giving brands and agencies a packaged up buy. The third is ad exchanges, which like aggregators, package up inventory from multiple networks but facilitate a “trading platform”. The issue with some of these approaches is that there really is not enough space or activity to support the industry. We’re going to see some consolidation of DOOH players in the coming years.

Adcentricity differentiates itself by providing the most comprehensive targeting data and methods in the industry. We work very closely with agencies to help them target the audience that makes the most sense for their clients, providing metrics along the way to back up each targeting recommendation; and we can easily work to integrate DOOH with mobile and online executions.

In your previous "life" working for an ad network, what has been relevant to the DOOH space from the ad network model?
I actually worked for a digital agency that used ad networks, but did not work for one until we started Adcentricity. However, I have watched online ad networks grow up over the last few years, and what has fascinated me are the linkages with retail history and seeing digital and retail/in-store marketing alive. With having deep experience in this area, seeing the needs and being able to apply the retail/in-store experience with the ad network space was really the relevant link to the space.

How does Adcentricity make money? Can you share any client trends whether revenues, deal size, verticals, geos, etc?
Adcentricity has a number of partnerships with network clients, which is where our revenue comes from. We’re up over 100% in our revenue figures over 2009.

We’re seeing interest from companies in the automotive, financial and retail sectors growing, and have had good campaigns with brands like P&G, Toyota, GM, Verizon, AMEX and Mentos. Most of the brands in these verticals are returning to the space within six months to spend again, and often the spend grows; it’s a good sign for the medium as some sustainability is being built around use of the networks.

In terms of how we make money, we are paid by the networks for our services and you can  work with us for exactly the same rates and such as with the networks themselves.

Is there or will there be a tipping point for DOOH?
I think we’ll reach a tipping point when DOOH starts to demonstrate efficacy or ROI; but it won’t be all at once, rather on a vertical by vertical basis.

This is really because brands use their own metrics to measure each campaign – for example, Mentos would measure differently than AMEX or GM. Unlike the Internet, DOOH really does not have one universal metric, so it’s going to take some time.

There are other factors that are prohibiting us reaching that tipping point. Compliance is a huge issue - we're watching this closely. Scale continues to be a problem; brands are spending in tiny chunks - doing four week program that is highly successful, but then might not come back for a year. For the medium to be widely adopted, we need sustainability from the agency and brand communities, which has been elusive. We are going to have to put forward a defined focus industry by industry to get sustained spending in DOOH.

Regarding funding, how are you funded? Any plans to tap the private or public markets?
While our own revenue growth has been exciting, we are privately funded and VC-backed. It’s very likely that we will return to capital markets in early 2011 in some form in early 2011 to accelerate our growth both domestically and internationally, as we are looking to obtain a Series B round in the coming year.

A year from now, what milestones would you like Adcentricity to have achieved?
I’d love to see Adcentricity continue on its leadership path, and be mentioned as one of the companies that really has put DOOH on the map with both brands and consumers. We also want to continue our revenue growth – our goal is to again double our revenue year over year. We’re on quick growth trajectory, so we want to close a series B round of at least $6M. We’re looking to launch a number of new game-changing products in DOOH medium, and will make strides to become the go-to source for consumer & shopper data as it applies to Digital OOH to help make medium more effective.

Follow Adcentricity (@Adcentricity) and AdExchanger.com (@adexchanger) on Twitter.
November 23, 2010 – 12:09 am
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eBureau Reaching Across Digital Channels With Audience Targeting Solution Says SVP Longinotti

November 4, 2010 – 12:09 am
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Jeremy Longinotti is Senior Vice President/General Manager, Audience Targeting, of eBureau, a lead verification and audience targeting solutions company.
AdExchanger.com: First, please share a background on the company's different business units or channels.
JL: eBureau has been helping consumer-focused businesses find their next customer since 2004. We provide a powerful suite of predictive analytics and real-time information solutions, geared at helping performance marketers and digital advertisers improve the profitability of their new customer acquisition efforts.  Historically, we’ve focused on three main solution areas: Lead Quality Scoring, Contact Center Optimization and Risk Management. All of our product offerings are based on eBureau’s core technology - a robust, proprietary data mining platform that aggregates massive amounts of offline consumer data licensed from dozens of sources. We’re excited about our newest solution - Audience Targeting - that is built using this same technology, and rounds out our predictive analytics solutions for upper funnel and brand-focused advertising.

Generally speaking what are the differences in audience targeting online versus offline? How is eBureau uniquely serving online today?
Targeting for offline advertising and much of online is based on simple demographic composition indexes for a program, publication or website. Online has developed more sophisticated targeting options, but most lack precision or require a huge amount of trial and error to determine if the approach is achieving the desired outcome. It’s still very hit or miss and the process is expensive and laborious.

In our case, eBureau builds a Custom Audience for each advertiser or campaign, based on historical performance or demographic profiles. We then use our massive aggregated dataset of offline data - more than 50,000 attributes per record - and our automated predictive modeling platform to determine the specific 150-200 attributes that define the ideal audience.  This comprehensive analysis combines the power of many different data sets into a single, custom targeting attribute. The final result is a propensity score of 0-9 that grades each prospect on how well they fit the advertiser’s criteria.  A score of “9” means that someone is a great fit and a score of “0” means they are a poor fit. We don’t rely on generic, predetermined clustering schemes or limit the audience to a particular type or source of data. The result is a highly precise, easy to use audience targeting solution that can reach the client’s ideal audience at scale.

Advertisers can then buy advertising against their Custom Audience. We’ve partnered with BlueKai as well as directly with some large publishers to make eBureau Custom Audiences available from a wide variety of inventory sources, including premium publishers, ad networks, demand-side platforms and agency trading desks. Our approach expands the addressable audience, rather than restricting it, but only delivers advertising against truly ideal consumers. The precision and scale are unmatched by any other targeting method. As a bonus, the simple way we deliver the audience with a single targeting parameter of 0-9 makes media buyers’ jobs much easier.

What is your target market for audience targeting?
Initially, we are going after online display and video, working with both the brand marketers and their agencies to improve the effectiveness, scale and ROI of their campaigns. There are also plenty of performance marketers in these channels that need to reach qualified buyers and brand marketers who need to get their message in front of the right audience at scale, but without waste.

Ultimately, eBureau’s solution is a strong fit across multiple digital advertising mediums - online display and video advertising, e-mail campaigns, mobile advertising and IPTV, when it arrives. All of these channels have an interactive element that allows two-way data to flow between consumers and advertisers, thereby enabling more sophisticated targeting than previously available. We can define and target advertising to custom audiences across all of these channels.

Can you provide a use case for the type of product you provide when it comes to digital audience solutions?
When we work with a client, the first step is to define the audience they want to reach. We primarily rely on the client’s data, which identifies historic performance on the client’s audience: past leads, conversions and/or which customers have high lifetime value. For example, we implemented this solution for a leading online university to help them target advertising to new leads that were both likely to enroll in and complete a degree program - the latter being the most profitable students. The client provided historical data on all their previous leads, conversions and students who completed the curriculum. We matched this list against our massive dataset of offline licensed data - all “who” data that profiles individual consumers. Using our predictive modeling platform, eBureau identified the common attributes that were predictive of who had a high likelihood of signing up for and completing the curriculum. We then built a Custom Audience for the client, using these attributes to identify online visitors who met the criteria. The client purchased ad impressions against this audience with their media partners. For the duration of the campaign, we saw a significant increase in lead traffic from the Custom Audience segments that scored at the high end of the audience targeting model with more than 50% of the leads coming from visitors scoring 8 and 9.

Stepping back, how has the lead generation world evolved in the past year? Is it ready for a data-driven lead generation business through demand-side platforms, for example?
Some of our initial successes with the audience targeting product involve exactly that. Many of our long-standing clients who use our lead quality scoring solution to aid their execution of lead buying from aggregators are turning to display advertising as another lead channel. Using the same audience definition approach, we identify the ideal audience and clients target display advertising to them. Using this approach, they can directly source their own leads often with higher efficiency than via the aggregators. Most of this buying is done through the demand-side platforms (DSPs) as DSPs and the underlying RTB exchanges are generally the most cost-effective media-buying channel. In addition, some DSPs can really help with campaign optimization to drive higher conversion rates.

How does eBureau address consumer privacy with its datasets?
eBureau’s audience targeting solutions are all developed offline, using offline data that is licensed from a variety of sources and housed within our highly secure datacenter. We don’t use any behavioral or clickstream data in our modeling. For each Custom Audience, we look for patterns and commonality in this data that help us predict if a new prospective consumer is likely to be a good fit for our advertising client. This analysis produces the 0-9 numerical score for each prospective customer. When we push a client’s Custom Audience online, the only information that is associated with a web visitor is this single numerical score and few pieces of very basic demographic information. No personally identifiable information is ever available and there is no way to tie the score back to a specific individual from an online user session.

How are you measuring and ensuring success for your clients?
This is a big challenge overall for the industry, especially for brand advertisers. Attribution ranges from last-click to view-through to brand perception. Our data is best for top to mid-funnel advertising. For pure branding campaigns at the top of the funnel, the goal is to change perception within the target audience to drive visitors into the top of the purchase funnel and make them more likely to buy at a later date. For that type of campaign, we see the most success using a test-control, survey-based ad effectiveness measurement like Vizu or Dynamic Logic.

For top or mid-funnel performance campaigns, the conversion process takes a bit longer than impulse buys or finding consumers who are at the end of the purchase funnel. In those cases, we can track conversion rates, but we counsel our clients to use a view-through attribution with multiple channels (i.e. search, direct navigation and landing page) and with a reasonable time horizon - usually between 7 and 30 days, depending on the product sales cycle.

There are cases for very short sales cycle products (i.e. impulse buys) where we can drive immediate transactions at a very high conversion rate with our targeting. Of course, in those scenarios, we can drive a very profitable cost per lead (CPL) for our customers compared to other methods.

Do you see potential for brand marketers looking to drive awareness with eBureau's digital tools? Or is this strictly for direct response?
Absolutely - we think this is the largest potential for our Audience Targeting business. While we have demonstrated that we can successfully build Custom Audiences for performance marketers seeking specific outcomes and drive strong ROI on conversions or cost-per-lead, we think the even larger opportunity is with brand marketers. They have long been hungry to spend larger budgets against the online channel, but need better confidence that they are spending their budgets with appropriate effectiveness and efficiency. Their basic, but critical, challenge is getting the right message in front of the right consumers to influence their perception about the brand in order to drive them to become a customer eventually. Our Custom Audiences provide precision and scale in defining and reaching that ideal audience that are unmatched in online brand advertising.

What are a few goals that you would like to see eBureau accomplish with its audience targeting business over the next year?
We are officially launching our Audience Targeting solution to the marketplace this month. We have executed numerous successful pilots and are excited to expand the business with a variety of existing and new customers.  We are also working on a variety of partnerships to expand supported inventory sources and the scale of our addressable audience. It is critical that clients can buy media against eBureau Custom Audiences for campaigns of any size or breadth, based on their objectives.

How does pricing work?
We’ve seen several different pricing schemes work depending on clients’ preferences and economic models:

· Percent of spend: fixed % of the media plan

· Cost Per Stamp: pay for the addressable audience once for a specific time period (say 30 days) and serve as many impressions as you want during that time

· Cost Per Transaction: pay a CPM-based fee for every ad impression served against the custom audience

We’re relatively flexible in our pricing as long as the impact of the data on the campaign is being fairly reflected in the deal.

Follow eBureau (@eBureau) and AdExchanger.com (@adexchanger) on Twitter.
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Goodzer Extracting Shopping Intent Through Location-Based Product Search

November 30, 2010 – 12:02 am
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Dmitry Pakhomkin is Co-Founder and CEO of Goodzer, a location-based, shopping search engine.
AdExchanger.com: Where did the idea come from for Goodzer? Is it in market today?
DP: The idea came from me and my wife's personal frustration about local shopping and what could help us find things faster and closer to us. At the same time, the same idea came to my business partner Artem on the other side of the planet. Last Tuesday, we launched Goodzer.com starting with the New York City area.

What problem is Goodzer solving?
Goodzer is  improving consumers' discovery and decisioning process, making it easier for them to get what they want, at the best price, in real-time and, importantly, closest to them.

Wait.. product search for mobile? Aren't you concerned that Google will run you over?
Our technology has been in development for 2 years, and search has so many aspects to it that - even for Google - this particular part of it is an extremely hard nut to crack. Plus, please remind me when was the last time Google actually developed something cool by itself and not by acquiring another company?

From your standpoint, why is product search so valuable? And, what is a common misconception, if any, by clients?
It saves time and money. Offline shopping is still more than 90% of all retail transactions in the U.S.

A common misconception is that small local shops will be left alone there to die in the Internet age.

How will Goodzer make money from this model?
Our user is THE most targeted user for the advertisers. This is a person, who is willing to spend money at a particular moment, at a particular location and we even know what the buying intention is. It is as targeted as it can get. Perfect platform for the local small businesses access there targeted audience. Location based advertising, affiliate programs with the stores (offline and online), partnerships with location-based service offerings, content providers, and of course we want to be in each and every barcode scanning app out there.

Have you raised capital? Any hiring plans?
We raised an angel round in the end of the summer to build our first beta version of the service. All the things in the company are done by just 2 people, so yes, we plan to hire after the launch and next round of investment.

How long has Goodzer been in the making? What sorts of goals would you like to accomplish a year from now?
Our technology has been in development for 2 years and the company itself was founded in April 2010. A year from now we plan to have all US and Canada covered and most probably 10-15 European countries.

What can Goodzer do to help advertisers and publishers produce better performing creative?
And again - Goodzer will have the most targeted audience. We totally expect that marketing campaigns are going to be implemented through Goodzer may be much, much more effective than the "usual" ones   .

Would it make sense someday for cookie-based and/or audience targeting methods to be merged with Goodzer technology for marketer campaigns?
It may. We still have to look at the details.

Follow Goodzer (@goodzer) and AdExchanger.com (@adexchanger) on Twitter.
November 30, 2010 – 12:02 am

Retailigence Bridging Online And Offline to Address The Bottom Of The Funnel At Retail Says CEO Geiger
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Jeremy Geiger is CEO of Retailigence, a location-based shopping technology company.
AdExchanger.com: Do you think 2011 is the year that mobile finally lives up to its billing?
JG: We believe that 2011 will be the year that mobile in the US will finally catch-up with the rest of the world.

What problem is Retailigence solving?
Retailigence bridges the gap between a consumer finding or discovering a product in nearly any medium, and then allowing them to easily take that next step to actually purchase the product at a nearby store. Research shows that as much as 87% of consumers research purchases online before they buy offline (source: BIGresearch’s June Consumer Intentions and Actions Survey), but before Retailigence came along, actually finding the product in-store frequently required consumers to do a lot of hit and miss legwork, and many sales were lost in the process. Retailigence streamlines the path between product discovery and in-store purchase.

Retailigence appears to have four target client markets: publishers, brands, developers and retailers. Can you drill down on each of these silos to reveal what some of these target customers might look like?
Sure, publishers can make advertising or editorial content more effective by adding a "find it near me" feature to any products featured within their content.  Target customers would include online publishers, traditional magazines and newspapers, blogs or petty much any content creators where products are featured, location can be determined and where consumers can take action to find it nearby. We would love to work with an IPTV provider to see how we could work with them to push the envelope.

Retailigence is also great for keeping brands connected to their most loyal customers. Brands spend millions of dollars every year to reinforce their messages and to build brand and product loyalty. But at the end of the day branded products also need to be easy to find and buy. Retailigence creates a brightly lit runway to guide consumers directly to their desired destination… your brand at the nearest and most convenient store possible.   Target customers would be most any brand owner, but there is a particularly good fit with products that can sometimes be hard to find, or where there are many competitive alternative for customers to switch to, out of sheer convenience of availability. It’s also great for products that consumers want to touch, try-on, or speak with someone about, before purchasing.

The Retailigence solution is ideally suited to mobile application developers, because more and more phones are becoming location aware every day, and consumers are beginning to use their phones for anything and everything including shopping.  The most obvious benefit for mobile developers would be to expand the capability of their existing services to give consumers a choice between and an e-commerce option and a ‘find the nearest store’ option.  Other target customers would include nearly any location-based services (like FourSquare, Gowalla, BrightKite, etc.), shopping applications and tools (including any application with bar-code scanning functionality), virtual assistants and mapping solutions.

Finally, there are really two opportunities to leverage Retailigence if you’re a retailer. For one, many of these organizations are growing more large and complex and multi-channeled everyday, and simply having access to centralized, unified and open inventory availability across retail, telesales, catalog and e-commerce groups can be a powerful benefit… just ask Nordstrom’s which recently saw an 8% lift largely thanks to a program designed to open up access to its internal inventory systems.  Second is the reality that consumers are increasingly using digital tools to discover and shop for items, yet very often still want to buy in store, and increasingly a retailers’ stores and the products they sell need to be easily found in the “here and now” or they will increasingly risk losing the sale. Target customers include both small and large retailers who have some electronic records about the products they sell.

How do you address pricing and/or revenue sharing with your client partners?
Our bread and butter is pay per use metered through the use of our APIs. But we believe that our service adds significant value, and are willing to demonstrate this by offering pay for performance when and where it makes sense.

You've taken an initial small round of $1.5 million. Will you need more eventually? Does a company with a business model like Retailigence's require less capital?
Retailigence has had an overwhelming response from the investor community and is well-positioned for further funding.

Could Retailigence bridge beyond mobile search and into video or display?
We think that the potential applications for the Retailigence service are enormous. For example, in this age of rapid innovation in the digital advertising world, it’s not difficult to foresee a world where a generic banner or video ad is made more relevant by featuring a locally available product, including price, color and how to get to the store.

Is your product in-market today? What's the roll-out plan?
Yes it is in-market today and we are rolling-out rapidly to additional verticals and solutions with the greatest consumer demand.

Why do you think you won the Best in Show award at the recent 2010 Under the Radar Conference?
It’s simple. We solve a real and complex problem and we do so with a solution that is quite simple to integrate. Yet if you stop to think about it, what we can provide can really be quite powerful in the breadth of areas where the information can be applied… from mobile shopping and digital ad serving to providing mass localization for national magazines, broadcast or product sampling efforts.

A year from now, what milestones would you like Retailigence to have accomplished?
Retailigence will become like air for the consumer goods market.  Consumers will no longer be satisfied with simply knowing that a product is for sale somewhere, but will demand details about exactly what variations are available when and where. It will be a necessity, available anywhere you go, through any application you use, to keep you sane and happy! ; )

Follow Retailigence (@retailigence) and AdExchanger.com (@adexchanger) on Twitter.
November 17, 2010 – 12:05 am
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Mobile Ad Network Jumptap Going Global As Dentsu-owned CCI Makes Investment

December 1, 2010 – 12:30 am
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Mobile ad network Jumptap has announced that it has entered into a partnership agreement with Dentsu-owned, Cyber Communications (cci) to provide mobile ad network services in Japan. Also according to a press release, "Under the agreement, cci will be the exclusive partner for Jumptap technology in Japan and will make a strategic investment in Jumptap." Read the release.

Jumptap CEO George Bell discussed the deal and the opportunity ahead in Japan for his company.
AdExchanger.com: How much is the investment? Does Denstu or Cyber Communications get a seat on the board?
GB: cci has made a seven figure investment, which strengthens the relationship between the two companies. We maintain our existing board composition.

You say this a leap forward for Jumptap and its global presence. Can you quantify that leap - even on a percentage basis? The Japanese mobile market is ahead of the U.S. so it would seem like this could drive business quickly, no?
The Japanese mobile advertising market as a whole is the largest globally, currently larger than the US. Mobile content and commerce are significant drivers for this existing advertising activity. In the smartphone category, the iPhone has been the #1 seller in Japan since July 2009, with very promising early sales of new Android devices. Brand advertisers see these smartphones as an opportunity to deliver messages to the right audience on a larger screen with richer format capabilities. This market trend will be a large growth driver for both cci and Jumptap.

Why partner with an advertising holding company? Could this limit you with other holding company agencies?
The Japanese market is very unique. In order to be successful, US companies that enter Japan need strategic partners who have the right ecosystem relationships, domain expertise, operational capabilities, financial resources, and market credibility. cci is the best partner in all of Japan for a mobile advertising company like Jumptap along all these criteria.

By John Ebbert
December 1, 2010 – 12:30 am

Medialets Making Mobile Display Interesting At Scale Says CEO Litman
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Eric Litman is CEO of Medialets, a mobile advertising technology company.
AdExchanger.com: What's in a name: why "Medialets"?
EL: The short version is that I already owned the domain name. The somewhat longer version is that I was one day musing about opportunities to innovate in the online dating category, and had idea for federating out dating as social layer within other sites rather than within the dating hub sites as they are now.  Once I had the idea for “lovelets,” I bought other domains that were to be a part of the “lets” empire… one of which was Medialets.  Think of Medialets a little bits of media - like chiclets.

What problem is Medialets solving?
We are focused on making display advertising interesting in mobile at scale.

Can you explain the difference in the opportunity for Medialets in addressing Apple's proprietary platform and Android's more open platform?
We think that each device platform has a unique set of characteristics that consumers come to expect from it and that brands can and should leverage in their advertising initiatives.

It’s important to remember, however, that consumers make decisions based on platform preferences, brands don't (or shouldn’t).  When advertising across mobile platforms, it’s relevant to build an ad experience that fits with what the consumer expects from that platform. But ultimately, brands should want to reach people wherever they are with brand-associated content, and that has very little to do with how open or proprietary a platform may be.

If you were to picture a scale that measures a platform’s desire to technically differentiate itself on one side and a brands’ desire to buy in volume on the other, that scale would lean heavily in favor of the brand.

According to you interview with The Business Insider, you're not an ad network, you're a technology platform. Can you explain why? You still are an intermediary, no? Is there some similarity to an ad exchange?
We provide publishers with the technology to sell and deliver rich media ads, and brands and agencies the tools to create them. In the process, we provide a bunch of training and evangelism to help to drive transactions and move the market forward.

When we meet with an advertiser, our mission is to help them understand what can and can’t be done in mobile, convey what we have learned in the space both anecdotally and through direct measurement, and provide guidance on how to effectively execute a campaign. When that brand is ready to buy, we step out of the way, hand over a list of all of our enabled distribution points (premium publishers, ad networks, mediators, etc.) and let the buyer go directly to the seller. We don’t take the insertion order directly, and do not media plan on behalf of the agency. It keeps us in a neutral position outside of any sales channel conflict with our publisher partners.

Think of it more like a matchmaker than an intermediary.

What companies do you see in your competitive set?

We certainly watch what others in the online rich media space are doing, although to date there has been very little activity from them in mobile. Others in the mobile rich media space are just getting started and lack both the depth of mobile campaign experience we have and the sophistication of our technology platform.

Can any publisher be a Medialets publisher? Is it for "apps" only? How about about mobile websites, etc.?
A majority of our clients are top tier publishers like The New York Times, NPR, Fandango among many others.  Through partnerships with ad networks, servers and mediators, we work with thousands of other publishers in addition to our premium clients.

Today, Medialets is the most widely deployed cross platform rich media ad solution for mobile apps.  We are always looking at new platforms, new outlets and new ways to expand the availability of mobile rich media.

How many employees do you have today? Given your $6 million of Series B funding, beyond more engineers, what are the funds for?
We currently have 41 employees. We plan on using the proceeds to focus on the growth of our mobile rich media ad platform and supporting tools that together will continue to bring rich media ads to the broadest range of advertisers possible.

What is your strategy around data? Given Medialets' ability to see the delivery of ads across all of its publisher partners, there would appear to be a great deal data in play.
Every ad tech company is fundamentally a data company at heart with a bit of sizzle on top - or in our case, a lot of sizzle. Advertising can only be known to be effective through direct measurement, and as such data is an enormously important part of our R&D and product focus.  The mobile industry as a whole is just beginning to understand what’s important and how to measure it and there is still a long way to go to tie mobile data into the overall advertising and marketing processes for a brand.   That said, the opportunities to do very detailed measurement in mobile are in a number of ways greater than they are online, and our unique position of having broad visibility across the market creates an opportunity for us to help drive and accelerate the pace of innovation in the marketplace.

Follow Eric Litman (@ericlitman), Medialets (@medialets) and AdExchanger.com (@adexchanger) on Twitter.

September 28, 2010 – 12:09 am

Microsoft On New RTB-Enabled Mobile Ad Exchange


September 21, 2010 – 12:23 am
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Microsoft Advertising's Raj Kapoor announced the launch of "the Mobile Advertising SDK for Windows Phone 7 and Microsoft Advertising Exchange for Mobile, the industry’s first real-time, bidded ad exchange in mobile." Read the announcement.

Microsoft's Jamie Wells, Director, Global Trade Marketing, Mobile Media and Jed Nahum, Director, Online Advertising Exchange and Channels, discussed the launch of the SDK and the mobile ad exchange.
AdExchanger.com: First, Jamie, please give us some background on you.
JAMIE WELLS:   I've been here at Microsoft a little over a year. I came out of OMD where I ran the OMD national US practice for mobile across search and display. I moved out to Redmond last July to be a part of their newly forming mobile business group and to lead trade marketing.

Tell us about the news regarding Microsoft’s mobile ad exchange. What does it mean?
JAMIE WELLS: [Last Thursday]'s news was around two areas: launching the Microsoft Advertising SDK for Windows Phone 7, as well as the Microsoft Advertising Exchange for mobile – both of which are designed to work together. The SDK is obviously crucial in that developers developing for Windows Phone need an ad‑supported monetization option at launch, and our solution really delivers for developers on so many fronts, as it is brought to them by the folks that are also bringing them the OS… they’re tightly integrated.

Also, one of the key ways in which this monetization is enabled is through Microsoft Advertising Exchange for Mobile - the industry's first real‑time bidded mobile ad exchange.

Why is this an important announcement?
JAMIE WELLS: For me, the real headline is that these solutions solve so many pain points for mobile developers – as they are challenged as in creating applications for different mobile platforms. They obviously have to make money at the end of the day, and it's not enough to provide them with just another ad solution. Superior monetization is one of the things we're hanging our hat on as a company for mobile application developers, and with this announcement we’re really making good on that promise.

A big part of the announcement is around our initial demand partners in the Exchange: Millennial Media , one of the largest independent mobile ad networks; WHERE, which is the leading hyperlocal mobile ad network in the US; InMobi, which is a global leader.. the exchange and in-app SDK are launching in the US right now – but we obviously have our eyes on the world, as we're a global company ‑ and then there’s Mobclix, which will also be with us at launch as a source of demand for the Exchange.  We also have our own sales force. And finally, we have adCenter advertiser demand as well.

How easy is all this for developers to take advantage of?
JAMIE WELLS:  We focus on providing truly complete solutions and understanding what developers want, what they need. To implement the SDK into their application there's a plugin already created for Visual Studio. It's very easy with zero lines of code and extremely well-documented.  We really try to take care of all the pain points and make this a very seamless launch.

What’s the value proposition for advertisers?
JAMIE WELLS:  There are the benefits behind the exchange itself ‑ the real‑time bidding. With this solution specifically, we're hitting areas that are going to bring additional value of advertisers and make it easier for them to buy mobile. For example, we’re making sure that at launch, all these systems and all of our reserve inventory will be compatible with DoubleClick and Atlas, for third‑party verification and ad delivery, and click performance.

This really helps buyers scale their buys, by using the same systems their already using online to manage, traffic, and pull reporting.  By being compatible with Third Party Ad Serving systems advertisers can optimizes creative efficiently and in a matter of minutes. They don't even have to pick up the phone. They can just do it on their own system and point the ad tag to the creative on their servers. It's a very different type of solution, designed to scale with advertiser need. It's about control.

So visibility, transparency, control ‑ these are all things that are important to advertisers and important to us in this launch. A big part of control is making sure that your ad is reaching the right person. In addition to the standard targeting parameters - unit specs, demographics, location, carrier, etc. - the big one will be behavioral. If you're familiar with our behavioral targeting product, it's driven by PC content consumption, Bing search queries and Xbox Live data. It's cut for recency to inform those segments.

Do you have a sense that there is real demand out there from advertisers for access to mobile inventory in a real‑time bidded environment? 
JED NAHUM: What I have experienced from the agencies and a lot of other buyers is that the love affair with RTB is still going on and they are pushing us to expand beyond just straight PC display inventory. The demand is there.

Given the bandwidth constraints and potential latency issues of mobile, how can a real-time bidded (RTB) environment work in mobile?
JAMIE WELLS:   Most of the heavy lifting is done on the server side. Certainly the carrier network has the narrowest pipe in that whole chain, but we are already dealing with those pipe constraints every day when we do third‑party ad serving in mobile.

You’ve said advertisers will be able to buy mobile exchange inventory through adCenter. For the bigger buyers, will there be an adCenter API that they can to and access for this real‑time bidded inventory?
JAMIE WELLS: Nothing on that to announce today.

What are you thinking about pricing?
JAMIE WELLS: Pricing in the Exchange will be on a CPI (cost per impression) basis.  AdCenter demand will be purchased as CPC (cost per click), which is then converted to CPI in order to flow thru the system. Obviously, however you tabulate it, buying on a CPC basis is more difficult in the exchange where someone's taking a risk somewhere. But, the buyer isn't typically exposed to that risk.

Can you provide an estimate in terms of expected impression levels for the mobile ad exchange? 
JAMIE WELLS:   The short answer is the device hasn't launched yet. So, it's far too early to give an estimate publicly. The device launches in the holiday season.

What are the main inventory pools for the mobile ad exchange?
JAMIE WELLS:   There are several main pools of supply.

The first are the traditional publishers, the big powerhouses that are developing, extending their brands across through mobile into the application space.

Then you have the non‑traditional web publishers that are also pushing through in mobile publishers into the mobile application space.  An example of this type of publisher would be Pandora.

And then the third big bucket is the mobile-only guys that you may never have heard of. Think of PopCap gaming and these types of companies, for example.

And then there is the long tail of developers. That's the beautiful thing about mobile now. You have this sort of garage developer mentality whereas if you were to have the barriers too high, you couldn't do it. We have a long body and tail of developers creating Windows Phone 7 applications, and now they’ll have a very quick and easy way to monetize with the launch of our Advertising SDK for Windows Phone 7 and the Microsoft Advertising Exchange for Mobile.

By John Ebbert
September 21, 2010 – 12:23 am

Mobclix Providing Supply-Side Platform In Mobile Ad Exchange Says CEO Subramanian

November 16, 2010 – 8:01 am
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Mobclix Co-Founder Krishna Subramanian discussed his mobile ad exchange its new sell-side platform functionality. Read the release. (Mobclix was acquired by Velti on October 1.)
AdExchanger.com: Why are you calling this a supply-side platform for mobile? What happened to "the exchange?"
KS: Mobclix is a mobile ad exchange that allows demand partners to reach mobile supply - in other words, we are now allowing partners to reach our mobile supply using real-time bidding (RTB). Mobclix does not currently provide a bidder for demand partners to use to bid on Mobclix RTB inventory.

Will ad networks, DSPs be able to map a user from, say, a PC-based display ad impression to an impression on the Mobclix exchange and then bid in real-time? If so, how are they able to do this for mobile?
This is exactly what many data providers and cross platform marketers envision. The problem here is we are still missing the bridge that connects mobile data to online data. In an ideal world, Amazon would notice a user browsing a book on their mobile app and then target an ad to that same user for the same book when they are browsing a website on their computer.

What types of controls will publishers specifically have in the RTB auction?
Publishers can control which demand partners can access their inventory and how they monetize it. Publishers have the ability to set floor rates on inventory and run direct campaigns at certain price points. They also have control over the type of ad creatives that can run on their inventory: rich media, full screen interactive, text, banner, etc. Allowing publishers to benefit from pricing advantages that come with fluctuations in demand will also help drive a fair market value for that specific inventory.

How is the Mobclix RTB auction different than other mobile RTB-enabled exchanges such as Microsoft's?
The Mobclix RTB platform allows demand partners to reach inventory across iOS, android and WP7. Marketers know the audiences they want to reach and those audiences span across multiple devices, carriers and operating systems.

Mobclix is unique in that it enables demand partners to leverage rich media (e.g., video and HTML5) while using RTB.  Mobclix has always been mobile focused - it was built for the mobile ecosystem and how developers integrate the ad experience into mobile. Most RTB platforms today focus solely on the technology, but what's important is that the demand has the capabilities to be mobile, immersive and engaging - and more importantly that the demand sources understand how to maximize it.

How will the Velti acquisition of Mobclix impact development of the mobile ad exchange or sell-side platform?
Mobclix continues to focus on the supply side and allows any demand source to reach that inventory across the exchange. RTB is just a new access point on the Mobclix mobile ad exchange.

Do you have any sense of how RTB will impact yield for publishers on a percentage basis?
A recent Mobclix survey of marketers and ad networks revealed that early adoption for RTB on mobile will garner more traction due to the success seen online. We expect total mobile inventory bought with RTB to be 10 to 15 percent of total ad buys for 2011. The RTB system will give publishers complete control over every impression so they can maximize revenue, monetize relevant audiences beyond typical strategies and achieve eCPM lifts of 40 to 85 percent over non-bidded inventory.

By John Ebbert
November 16, 2010 – 8:01 am

Velti VP Sullivan Sees Mobclix’ Long Tail Focus As Key Synergy In Acquisition


October 7, 2010 – 12:05 am


[image: image94.jpg]1)
medialets




Late last week, UK mobile marketing firm Velti announced that it had acquired mobile ad exchange Mobclix, which "connects more than 25 online, video and mobile ad networks including Millennial Media, Jumptap, InMobi, Traffic Marketplace, Mojiva and Smatto," according to the release. Read more.

Dakota Sullivan, VP of global marketing at Velti, discussed the acquisition.
AdExchanger.com: Regarding the importance of both the software and technology of Mobclix as opposed to the buyers and sellers on Mobclix exchange, which is more important to Velti?
DS: Both. Velti will certainly leverage key pieces of Mobclix technology, which are excellent. Particularly since Mobclix has been focused on "long tail" mobile publishers and application developers while Velti has focused on major brands and media companies.

Will you be focusing on the UK with the acquisition? What do you see as next steps in terms of Mobclix and Velti's geographic focus?
Mobclix is already doing business in the UK and certainly will leverage Velti's footprint there more aggressively in the coming months to meet the needs of UK developers and ad networks.

What will happen to the Mobclix team and how will it be integrated into Velti's?
Mobclix will operate as a separate company through 2011, with the two companies working on joint development opportunities. All Mobclix management and staff are remaining with the combined company.

By John Ebbert
October 7, 2010 – 12:05 am

Performance Marketing

From Ad Network To Trading Platform, BannerConnect Has Evolved Says COO Schepers


October 21, 2010 – 3:29 pm
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Sebastiaan Schepers is Chief Operating Officer of BannerConnect, an online display advertising network.
AdExchanger.com: Please provide a bit of background on BannerConnect. And, how is it tied to TechConnect?
Officially, we started in 2001 when TechConnect was an IT service provider with a small network of technology and gaming publishers.

However, the roots go back to 1997, when one of our founders Michiel Beenen started an online hardware magazine called m3dzone.com. Later that year, as visitor numbers grew, ads were placed on the website which earned our first advertising dollars. The site attracted more and more visitors and was translated from Dutch to English. Now visitors from all over the world found their way to the site, but the ads remained targeted to Dutch users only - many webmasters were facing the same problem at the time. To meet our need for geo-targeted advertisements, we set our own ad server up, and with that our ad network was born. It was at that point that BannerConnect, as a new division of TechConnect B.V., was established.

We started with three ambitious people and right now we have thirty-three full-time employees. Our HQ is located in Sittard, NL and we have an office in Manhattan, New York.

What is BannerConnect offering clients today both from a publisher and advertiser perspective?
Our aim is to form strategic partnerships with publishers to increase monetization of online advertising. A recent example of this is RealGames, where we facilitate the direct sales teams with training, trafficking and technical support. We are also expanding into new areas like social and mobile media for increased reach. A custom platform was built by our in-house engineers specifically tailored to facilitate processes like IO’s, reporting, finance, revenue forecasts and partner logins.

For advertisers we provide transparent media buying services and exchange expertise, with a very hands-on personal approach. As a complimentary service we offer view-time tracking, creative interaction and conversion path tools, which we initially built in-house for internal purpose.

What do you think are the keys to remaining a successful ad network? - Do you consider yourselves an "ad network"?
As in any other field of business, the key to remaining successful in advertising is to continue adding value for existing and prospective customers.

From its origins as an ad network, BannerConnect has since evolved into a Trading Platform. Along with facilitating the buying and selling of online inventory on specific sites, channels and audiences through multiple auction-based technology platforms, we go beyond regular commercial publisher/advertiser interactions.

With advertiser services such as spot buying and full control on our proprietary self-service solutions, which fully support white labelling management, a Trading Platform extends partnerships with direct publisher relations, a top layer of management software that transcends existing platforms, and ad operation management, business development and optimization.

Beyond the basics, our more advanced services include training sales and management teams, and offering integrated support and optimization for the companies who want to get the most out of their inventory or advertisements.

Do you use third-party data fit in your plans today?  Are regulatory restrictions prohibitive for the use of data in Europe today?
We found that the uplift of third-party data often isn’t worth the expense. Instead, our system uses proprietary data analysis tools which we often combine with additional services such as those from AudienceScience. Nevertheless, we are always on the look-out for new data providers.

Like most companies in the industry, we follow the discussions about the use of data very closely. Laws and regulations will come sooner or later, which is why it’s important to make sure our business is ready for when that time comes.

Today, we have started building our own user analysis algorithms to identify users server-side without the need for cookies. In addition, we are a member of the IAB and adhere to their regulations for data collection and audience targeting. Proactively working with the IAB is also a way for us to speak up as an industry player and inform governments about who we are and what we do.

More U.S. ad networks and demand-side platforms are opening offices in Europe. Does this concern you? How will you differentiate?
We tend to look at our own strengths and weaknesses first before looking at others. In this fast-moving industry, competitors come and go very often. We also recently opened our own US office.

BannerConnect differentiates in knowledge, media relations and service. Our way of doing business is transparent, honest, fast and direct. The Dutch way, if you will. Over the years we have learned that our clients really appreciate this, because in the end people doing business with people is what it’s all about.

As a privately owned company, we have the ability to be very flexible and act swiftly as new developments arise. It also leaves room for that personal touch in the services we provide.

What's your view on ad exchanges? Have you considered building your own demand-side platform?
Ad exchanges have been our area of expertise for over six years now. They allow us to virtually expand global business where needed. The important thing is that the level of dedication and commitment to an ad exchange has a direct relationship with the success you’re achieving with it. Figuring out how to shine in such a complex environment is not an easy job, to be honest. We’ve used these experiences to build our proprietary brand safety skill set.

Brand safety is important to us and our clients, therefore we have adopted the IASH code of conduct and the strict audit process of ABCe, which resulted in the first accreditation of a Dutch advertising company.

We are currently building our own platform with codename ‘B-Nocular’. In the meantime new technological opportunities - like AppNexus - are of great value to us. Not only does it empower us with the capabilities of Real-Time Bidding, there is also a high level of control and transparency.

If you were a large web publisher in Europe today, what would you do regarding your digital advertising strategy?
We would choose a strategic partner, who understands both sides of the business and share knowledge with that partner. The use of the right technology creates new opportunities and enables you to gather user data, analyze it and make it actionable. As a large web publisher we would also add social media tactics, mobile, and integrated content to the mix to diversify and expand inventory.

What digital marketing channels is BannerConnect focusing on today such as display, mobile, search, online video, etc.?  Where is the momentum?
Over the years we have become very efficient in monetizing mass media and identifying recurring trends amongst several, different media.

For example, mobile usage has become more and more like the regular Internet. Monetizing mobile inventory will be the next logical step to make and one that is not that different from our existing advertising model. Instead of investing into mobile when it was still a hype, we realized that it would soon move into our direction. The only thing we needed to do was prepare to integrate it. The same tactic can be applied to several other upcoming markets.

The opportunity lies in efficiently connecting all playing fields to reach your audience anywhere and at any time.

How would you characterize the interactive marketing community in the Netherlands? Strengths, weaknesses?
It’s a rather small market where everyone knows each other. The landscape is very competitive, straightforward and internationally-focused. Many people don’t know this, but the Dutch East India Company was the world’s first multi-national, and originated here. Because of our international ambitions many of us are multi-lingual and adaptable to other cultures.

The Dutch economy is healthy and people have money to spend, which reflects in advertising budgets. On the other hand we notice that a majority of Dutch advertisers and agencies are having a hard time keeping up with the speed of innovation.

The urge to share knowledge is strong when you consider all the events and groups you can attend. We play an active role in IAB Task forces – the latest of which gathered the top Dutch networks together to create a white paper on Online Advertising. It will be released in December of this year.

Possible weaknesses we would identify are mostly with the key publishers in this market. The revenue they generate from their online activities is still small in comparison to the other media they utilize. Unfortunately for them, traditional media interest keeps declining and so does traditional media’s revenue. They put more effort in damage control instead of looking into possibilities of online revenue. Here lies a great challenge as well as opportunity for us.

Are you profitable today? A year from now, any milestone that you like to have seen BannerConnect accomplish?
Even with declining economies all around the world we have managed to maintain steady growth in our revenue and our recent accreditation by IASH enabled our primary objective of enhancing our online brand safety protocols.

We look forward to rolling out our in-house-developed platform, B-Nocular, which is to launch next year. Aside from this we are pursuing local representation in our key markets.

The year ahead will be interesting, rife with new technology and media possibilities.

Follow BannerConnect (@bcadvnetwork) and AdExchanger.com (@adexchanger) on Twitter.
October 21, 2010 – 3:29 pm

Criteo CEO Rudelle Responds To Recent Concerns Over Retargeting And Consumer Privacy

September 14, 2010 – 12:09 am
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Criteo CEO JB Rudelle responds to the recent controversy - outlined in Ad Age and The New York Times - regarding the use of the popular online advertising tactic known as "retargeting" and its impact on consumer privacy.
AdExchanger.com: There is a fairly active conversation happening in the marketplace with respect to targeting and consumer privacy and some recent campaigns. Should consumers be concerned? 
JBR: There is a very important element of consumer education and dispelling myths that come with any new technology that involves personalization. As a leader in this industry, we  understand that consumers can be a little uneasy about the concept of retargeting and privacy because, until now, there has been little information about how personalized retargeting works and much confusion with other types of data-driven marketing tactics.

Criteo solves a need created by two very important trends in the media and advertising industry: less than 20% of people are willing to pay for their favorite news and information site online, according to the Pew Research Center’s Project for Excellence in Journalism 2010 “State of the Media” report.  Meanwhile, according the same report, 79 percent of online news and information consumers had never or only rarely clicked an online ad.

This creates a situation where consumers want services to be free, but the current advertising models are broken, forcing the industry to rethink how it engages with customers and do so in a way that can generate meaningful returns to advertisers who support free content and services. To solve this predicament, retargeting – and Criteo in particular – has found a way to leverage consumer intentions to create ultra-relevant advertising.

Retargeting is commonly misunderstood. Consumers can be caught off guard when the see an ad that matches their shopping history at another site online. While most consumers appreciate the targeted and relevant message, while a tiny minority, according to our data, has privacy concerns. Regardless, it is paramount that we ensure consumer privacy and that the relationships that brands have with their customers remain strong.

Thus, the onus is on us, as responsible vendors, to readily provide information to these consumers about how it works and that privacy is actually a strength of personalized retargeting given that does not use any personally identifiable information (PII) and is supported by transparency and a clear opt out route. Today, retargeting has become mainstream amongst advertiser; however we realize the need for some consumers need to be educated about how it works and that they’re in control and that’s been reflected in the feedback we’re seeing.

What’s the tone amongst your advertisers about retargeting and privacy?
One of the primary components to our rapid and continual growth is the fact that our retail partners are thrilled with the technology and the results they are seeing. When privacy-related feedback in the marketplace arises, our advertisers first and foremost want to make sure that their customers understand what’s happening and are very responsive to concerns. We also work closely with our clients to make sure everything we do supports their relationships with customers.

Our business is about building trust with consumers and building a deeper relationship between the consumer and a brand. To do this, we must be completely transparent and provide consumers with the information on why and how they are being served an ad, giving them the control to opt out of being shown personalized ads from Criteo, and only showing relevant ads that enhance a browsing experience.

It only makes sense for our retail clients to continue their relationship with Criteo – they pay only for an ad when the shopper clicks on it (a CPC model), thus bringing them back to the retailer’s site. We are proud to share that Criteo has generated  more than $2 billion in post-click sales generated by consumers who have actively engaged with retargeted ads and proceeded to purchase. This number is incredible because it was only in June that we announced reaching $1 billion in post-click sales and demonstrates the wide acceptance, and even preference, for this type of relevant advertising.

Why is retargeting a good thing for the consumer?
We believe that retargeting is good for consumers because it provides consumers the most relevant online advertising experience. The overwhelming response from consumers has been positive. The benefit is clear for consumers: they are served ad which are relevant to their exact purchase history and avoid being exposed to hundreds of ads each day, which contain no individual relevance.

Retargeting is good for consumers, when compared to other types of advertising, as it doesn’t rely on personally identifiable information (PII). We don’t track personally identifiable information, no data is shared with advertisers or publishers and no third-party data used for targeting purposes. Retargeting only uses anonymous information from a the merchant’s site and yet can still deliver the most targeted and effective ads on the planet.

It’s good because consumers are in control. If consumers don't want to receive retargeted ads, they can opt out of ads from a specific merchant, or from retargeted ads through Criteo in just a few clients. Each ad served by Criteo provides an easy opt out route which is an industry first.

Also, Criteo’s technology not only displays ads that are so personalized as to show the exact products the online shopper clicked on, but the ads also recommend additional products the consumer might be interested in purchasing based on what other shoppers had purchased in the past with he “clicked” on product. For all the reasons above, not only have our retail partners benefited from Criteo, but also consumer satisfaction can be seen through the amount in which they click and buy, which is equating to greater numbers at faster rates than any other company in our space.

Any plans on how you may change the personalized retargeting core to Criteo's offering given recent events?
We are on an amazing trajectory. We’ve had a tremendously successful entrance into the U.S. market and continue to see huge influx of advertisers and consumer clicks across all 12 of our offices internationally. And although clicks are great – conversions are even more meaningful. We also recently surpassed more than $2 billion in post-click sales for our advertisers, which is astounding.

With that said, we’re listening and engaging in the conversation that’s happening about retargeting and are grateful that sites like AdExchanger are taking a closer look at the space and how it’s evolving. We have the largest R&D team in this space and are constantly incorporating client and consumer feedback to improve both the product and consumer experience with Criteo ads.

We’re one of the most open, accessible and transparent companies out there when it comes to retargeting and how our technology works. We have a number of important technology innovations in the pipeline and look forward to sharing them with AdExchanger’s readers when we make them public.

What is Criteo's view on protecting consumer privacy?
As mentioned, we have some of the most strict privacy policies in the entire industry – operating in 12 worldwide locations, including some of the most privacy-conscious countries, including Germany. We place a major emphasis on transparency around how our technology operates and empowers consumers to control their engagement with retargeted advertising. The overwhelming percent of online shoppers not only identify this, but also save their own time and resources because they enjoy using the personalized ads.

I go back to the three things we fundamentally believe every consumer should understand, almost a “consumer advertising bill of rights” if you will with regards to online advertising in general and retargeting in particular: 1) why am I receiving this ad, 2) what kind of information was used to tailor the ad to me, and 3) how can I stop receiving ads and others like it? All of this information is provided to consumers by just clicking on the “i” in every banner we serve. We are the first company in the industry to proactively make this information available to consumers and we've received great feedback from consumers and industry experts about our practices.

We believe the industry should move to a place where consumers understand why they are receiving every ad, including methods where there no PII is used in the ad-delivery process, and where consumers are empowered with the opportunity to control their exposure to advertising.

Further, we believe that once consumers truly understand retargeting, they vast majority will see retargeting as one of the most transparent, ethical and valuable ad delivery methods in the industry.

By John Ebbert
September 14, 2010 – 12:09 am

CEO Rudelle Discusses Criteo’s Display Advertising Platform Bidding Enhancements

September 24, 2010 – 12:05 am
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Earlier this week, Criteo announced its new display ad, bidding platform which allows ecommerce display advertisers to bid on a CPC basis by category. Read the release.

Criteo CEO JB Rudelle discussed the update to his company's display advertising platform.
What problem is this new update to the Criteo platform solving for the eCommerce marketer using display?
Today marketers are under more pressure than ever to drive ROI from their portfolio of online marketing tactics. With this, we see the trend in controlling campaign optimization down to the most granular level. Criteo’s new platform, called the Criteo Performance Optimization Platform, includes a self-service CPC bidding by category, which solves the advertisers’ dilemma of traditionally lacking control over their display campaigns and driving phenomenal ROI. Now, e-commerce marketers can choose how much they wish to invest “per click” for every item in their product catalog (very similar to choosing how much you'd like to bid on specific search terms).

The new platform also provides increased performance visibility through an enhanced customized reporting feature. This customized reporting tool provides real-time performance updates, coupled with the self-service bidding platform empowers advertisers to make real-time adjustment to better optimize their campaigns.

How is this different from other solutions in the retargeting marketplace?
The Criteo Performance Optimization Platform is unique in that it is the first to offer complete self-service campaign control to display advertising. In simpler terms, the platform brings the power and flexibility of search to display. Similar to bidding on specific words for search, advertisers are now able to set the optimal CPC bid for each of their products or any set of customized product categories. For example, an advertiser that sells both jewelry and school supplies can set a different CPC per product category based on the impression levels and cost-of-sales goal for that specific category. Although this is a novel concept for display advertising, it is a concept that many are familiar with in SEM, making adoption streamlined and efficient.

Also unique to the Criteo solution, with Acquisition Funnel Management, advertisers can set up separate sub-campaigns based on where each online shopper stands in the buying process. Criteo’s technology can determine a prospect’s propensity to make a purchase – from cold prospects through to frequent buyers. With this information, advertisers can bid accordingly for each category of shopper – thus placing their marketing dollars in the most optimal campaigns.

Is there value in targeting audience rather than products-only for eCommerce? If so, any brief use case you can provide?
The greatest opportunity for e-commerce product companies is the ability to create targeted advertising down to the product level, for costs less than basic, non-personalized campaigns due to the effectiveness of this personalized medium. Going back to the “search” comparison, the reason so many people have integrated that practice into marketing programs is because of the specificity enabled through bidding on exact words they wish to associate with their brand – rather than a very broad and competitive category such as a generic audience.

This same concept relates to Criteo’s personalized retargeting. Not only can retailers now control their bids on the exact products that will be displayed in highly targeted ads to their online customers, but also they only are charged when the customer clicks the ad, in turn bringing them back to the site.

By  John Ebbert
September 24, 2010 – 12:05 am

CEO Shaw Discusses Company Momentum And The Future For Epic Media Group

November 11, 2010 – 12:09 am
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Art Shaw is CEO of Epic Media Group, an online advertising company.
AdExchanger.com: Can you talk a little about Epic Media Group’s integration of Connexus Corporation? Is it complete?  Any challenges?
AS: We are almost exactly six months post-deal, and it is going very well. Our integration efforts, and the strategic synergies we saw when we examined the deal, are coming to fruition more quickly than we thought. I would say the highlights include an ability to serve a full spectrum of clients, from Fortune 500 brand campaigns to customer response campaigns, including building awareness, building brand engagement and driving customer acquisition. More specifically, we are seeing a lot of traction with our multi-channel marketing approach for our clients, including social, display, mobile, search, and rich media. And, the progress we’ve made on leveraging our world-class technology platform is exciting. Of course, we’ve faced our challenges along the way –- any deal of this size has challenges, especially in our case with so many different offices –- but I’m very happy with the overall progress we’ve made so far.

How do you break out the business units of Epic Media Group today?
Right now, we go to market with a few different brands. This will likely look a little different in 2011, stay tuned, but currently our business units include: Traffic Marketplace, our branded advertising network; Epic Direct Network, our customer acquisition arm; tmpSocial, our fast-growing social media business; Firstlook, our contextual search business; and Online Intelligence, our online forensics and compliance group which is led by the former head of the FBI Cyber Crime unit and which provides anti-fraud and anti-abuse protection services to our clients.

Any client buying trends that stands out from those units today?
I would say the biggest trend is the growth we’re seeing in our own social business, via tmpSocial. Despite a lot of the chatter and claims made by some competitors in the space, our business has actually been tapping into the social phenomenon and the enhancement of data for quite some time. Rather than just talk about what we can do in vague terms, we have a great book of case studies for major brands from entertainment to the food industry and dozens more. We’re helping to leverage the vast appeal of social media through all we do for clients –- including things like fan pages, profiles, groups, applications, virtual currency and a lot more -- and then we are able to harness that data on the open web. Truly, no one is coming close to what we are doing in social right now. The other notable trend is obviously how hot the mobile sector is, and leveraging our unique rich media capabilities for clients through all the great devices out there, like the iPad for instance. Again, we have a great book of case studies and successes with brands like Nikon, so its not just fluff, what we’ve done is proven.

What do you see as the key growth opportunities for Epic Media?
Clearly, our opportunities stem from our diversity – meaning, the broad range of marketing solutions we offer clients. The key to enabling this full-spectrum approach – rather than being just another point solution provider -- is with our platform. The power is in that platform, where we meld integrated reporting, optimization, data, compliance and ultimately delivery. It is a huge opportunity for us and for our clients, we believe, and is where we’re well ahead of the game relative to our peer set.

Can you see making any more acquisitions? Would you look for a services or technology business?
Well, we would never say “never” because things can change so rapidly in our industry. If there is a great opportunity out there that came across the transom, we would certainly look at it. But for right now, we are pretty laser-focused on getting maximum value through the company as it exists today. We’re seeing that there’s a lot of growth in what we’re doing now, and so our focus is razor sharp at the moment.

Recently, what might be termed "traditional" ad networks who are your peers - Undertone and Collective, for instance - announced distinct products offering different "flavors" of exchange buying and selling.  Does Epic Media have plans here?
Well, we understand some of the other ad networks have announced specific products and so forth. The reality is that the platform we have today currently accomplishes many, if not all, of the same functions. We just don’t have a snazzy name for it I guess. Ultimately, we are less focused on hype, more focused on client results. I think our plans as I mentioned before are really to keep building our platform into an increasingly integrated solution that gives clients the flexibility – and access – they require for premium inventory.

Do you think of Epic as a brand or a DR-focused advertising company? What's the acronym you use for Epic these days?
There are a lot of acronyms out there, so we won’t add another to your list! We even posted something on our blog talking about the DSP model, but we won’t rehash that. The truth is that we’re both. We have hundreds of clients that are brand focused. We have hundreds of clients that are more customer response focus. And we have clients that want a mix. We see branding and customer response marketing as happening on a continuum, and our strength is being able to serve clients at any point on that continuum through any digital inventory source.

How big of an issue is addressing malvertising/malware for Epic Media today? Where do you see this going?
This is absolutely an area of intense focus for us, and also one of the biggest advantages we have today. Through our Online Intelligence unit, led by the former head of FBI Cyber Crimes as I mentioned before, we have built industry-leading technology tools that help advertisers gain transparency not only in their business with Epic, but transparency over their brands across the worldwide web. Especially with the rise of social media, clients –- ranging from big brands to emerging brands, and even including celebrities -- have a need to know what is going on with their image and product across the web, and they are turning to us for help and guidance. We’re able to provide probably the best insight of anyone I know into possible abuse, fraud, malware or other integrity issues that our clients really care about every day.

Are you profitable today? Is the next stop an IPO?
Yes, we are profitable and we have a long track record of profitability. In terms of your second question, excuse the cliché, but our goal is to maximize shareholder value responsibly and faithfully.

What are some key milestones you'd like the company to achieve in the next 12 months?
I would love the company to be positioned as the first name you think of when considering the most comprehensive suite of digital marketing services. We think we are close to that even today, but there are still some pieces that we need to fit together. We would like to be considered by the general business and advertising public as the best place to go for all clients’ marketing needs regardless of size or vertical, and regardless of the where the audience needs to be targeted whether through social, rich media, display, search or mobile – or all of them.

Follow Epic Media Group (@epicmg) and AdExchanger.com (@adexchanger) on Twitter.
November 11, 2010 – 12:09 am

MyThings Offering Personalized Retargeting Optimized For Conversions Not Clicks Says CEO Arbel


December 3, 2010 – 12:05 am
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Benny Arbel is CEO and founder of MyThings, a B2B personalized retargeting company.
AdExchanger.com: Please share how MyThings has pivoted since it was established in 2005 and arrived at a personalized retargeting business model? What have you learned?
BA: The change has been more of an evolution than a revolution.

When founded, myThings provided behavioral database services to consumers, based on their interactions with online retail websites. Our original business model was B2B2C. We later identified a greater business opportunity in harnessing merchant's behavioral consumer data for optimizing their campaigns and arrived at our current B2B personalized retargeting business model.

Having worked directly with online retailers and consumers for a number of years on product information, facilitating countless purchases, myThings has accumulated insights into the ways in which content affects people differently at different points in the purchase funnel. Those insights lay the foundation for our current prospect valuation (RTB based) and recommendation engines. To support our new business model, we have added media operations and have adapted our recommendation engine for creative optimization. Naturally, business relationships that were established with leading online global retailers were leveraged and cemented.

What is the target market for Mythings today?
myThings' target market today is Europe, providing personalized retargeting services for both European and American advertisers.

While European market offers a great opportunity for online retailers, its fragmented nature and local variance poses great challenges for both advertisers and media companies. myThings provides a multi-national, multi-lingual personalized retargeting solution.  We offer a single point of contact for advertisers that wish to roll out personalized retargeting  campaigns across Europe, either directly or via our partners.

On the media side, We are working with all leading ad exchanges (with seats in Google's double click and RTB, as well as Yahoo!'s RMX) and have established partnerships with top publishers (such as Yahoo! and MSN, for example), top pan-European affiliate networks (zanox, affilinet and TradeDoubler) as well as smaller local publishers. These media partnerships enable us to reach over 80% of European traffic. On the operational side, we have presence in UK, France, Germany, Italy Spain and the Netherlands and our creative adaptation engines can support personalization in multiple languages.

Our focus is mainly on the consumer goods, travel, retail and telecom verticals that show strong performancefor personalized retargeting (data rich verticals that typically feature large inventories) and account for over 40% of Display ad spend in Europe (according to IAB's 2010H1 ad spend survey).

How does MyThings differentiate from other retargeters in the space such as Criteo, TellApart, Fetchback and others?
The main differentiator between myThings and other providers of personalized retargeting is in our push for a CPA business model.

The Internet was founded as a marketing vehicle on the basis of the ability to be the vehicle which finally provided accountability. Thanks to online marketing, if John Wanamaker were alive today, he’d know exactly which half of his advertising was wasted. Despite the accountability of the Internet, too many companies are insisting on working on a Cost-Per Click basis.

At myThings, we want to put our money where our mouth is, and work with our retailing partners on a CPA basis. That way, if we succeed, they also succeed. Isn’t that how a partnership should work? Furthermore, when considering all of the issues which surfaced around retargeting and user experience this summer. If the digital editor of Advertising Age magazine is bothered by personalized retargeting, imagine what the average person on the street thinks? And that’s why our CPA business model and optimization is so important. Our ads are optimized for conversions, not clicks. A company whose business model is based on click has a financial interest in generating as many clicks as possible. Not myThings.

Another area where myThings is differentiated from our competitors is in our innovative licensed personalised retargeting offering, which is bringing personalised retargeting to the affiliate marketing domain. In myThings' partner affiliate networks, merchants now enjoy personalised retargeting services in their existing affiliate program, enabling them to seamlessly manage their entire performance programs using a single point of contact. Affiliates, so far excluded from personalised retargeting campaigns due to the direct relationships that have prevailed between advertisers and personalised retargeting providers, are invited to implement myThings' solution for affiliates and enjoy increase in revenues due to the significany higher CTRs and conversion rates that are typical for personalised retargeting campaigns

When do view-through conversions work - and when don't they?
There is a substantial body of work supporting the impact of display ad exposure on conversions. A comScore study conducted this year in the UK and Europe, has found that visitation to the advertiser’s web site rose by 72% on average post exposure and likelihood of consumers conducting a trademark search query using the advertiser’s branded terms increased by 94% on average (similar results were found in the original study conducted in the U.S)

Not all views are created equal. Relevancy for user and fit of offering to phase in purchase cycle significantly increase the view through impact. In another study by comScore, retargeting generated over 1000% uplift in brand related searches and 726% uplift in website visitations, within four weeks after exposure.

Obviously Viewthroughs's impact declines in time and retargeting attribution models usually factor that fact. We support True Post View (TPV) which guarantees that our impressions are always visible (above the fold) for a minimum of 3 seconds.

What's your expectation regarding the retargeting industry as a whole? How big does it get?
I don’t want to put a dollar figure on the market, but judging from the return conversion rates we’re seeing – up to 700% – and considering that company’s like Google and Microsoft have joined the fray, I believe that retargeting will be a large segment of the online advertising industry, perhaps the largest segment of behavioral targeting segment.

How do you manage consumer privacy requirements and keeping "the creepy" out of retargeting?
As I said above, as a company who is offering a CPA based retargeting service, we are motivated to optimize conversions and not clicks. We therefore take every measure to provide consumers with a positive interaction with our ads in order to encourage the eventual sale. It would simply not make any sense for us to "spam" or over expose consumers in order to tempt them click – unhappy users don't make revenues for anyone.

This is why we have established our "Frequency, Recency and Decency" policy, setting strict frequency capping, cookie lifespan and media control standards to ensure the highest user and brand care in the industry.

In addition, myThings is adhering to the strictest privacy and data protection laws and recommendations. we do not store any data on our servers. All the (non PI) data is stored on the end-user cookie and is used for real time personalization only. Consumers are informed about how our retargeting service works and how they may opt-out of that service (via our disclosure icon on our banners, on myThings website, and on Advertiser’s website, for advertisers who so choose).

Opt-out options include: opt-out feature on banners (using the "I" icon), deletion of cookies from consumer browsers, as well as setting their browsers to notify them when a cookie is stored or by accepting a myThings opt-out cookie by following this link.

What roles do demand-side platform buying and exchanges play in your business? Do you have a DSP?
We provide a combined service of creative and media optimization. Like an ad network, we interface with ad exchanges and DSPs to enrich our optimizations. We do not sell advertiser's data to others, we only use it to optimise the advertiser's campaigns
The ad unit, or creative, can often have the biggest impact on performance. How do you mesh the MyThings personalized ad tech and the client's creative requirements?
We believe that personalized campaigns are yet another touch point of the brand with its potential and existing customers and therefore should reflect the brand's language and style and tone. myThings invests significant time and effort in adapting and creating personalized banner templates that fit each brand's needs. While our personalization engine determines the optimal product "pool" to be displayed on each banner and the recommended media parameters (frequency and recency, subject to our capping policy), our adaptive banner technology enables advertisers to further enhance personalized retargeting campaigns by testing countless graphic themes, slogans and calls to action – all in line with the brand's theme and guidelines, to maximize campaign performance

You just closed a $6 million round led by Deutsche Telecom’s T-Venture. What will you do with the funding?
The new round of funding will be used to grow our sales and marketing operations in Europe and Asia. We expect to open new offices and expand existing ones in the UK, France, Germany, Spain, Italy and Benelux, and soon will announce new offices in Asia.

Beyond this, Deutsche Telecom’s owning InteractiveMedia, the leading quality marketer of digital media in Germany with the greatest reach, adds great strategic value to this investment in addition to the funding.

A year from now, what milestones would you like to have seen MyThings accomplish?
The main milestones we’re always focusing on are the ROI for our customers and the volume of transactions we generate for them. I’d like us to continue to improve our performance in these areas and launch our white-label licensing product with additional media companies and networks.

Follow AdExchanger.com (@adexchanger) on Twitter.
December 3, 2010 – 12:05 am

PerformLine CEO Baydin Discusses New Product And Challenges In The Online Education Marketing Space

October 26, 2010 – 12:41 am
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PerformLine annouced a new product recently aimed at the online education marketing space called PerformMatch™ BPS which "is a set of compliance rules for higher education marketers to proactively begin self-regulation of their online advertising campaigns against misrepresentations." Read the release.

PerformLine CEO Alex Baydin discussed his company's new product as well as complexities in the U.S. education space relative to online marketing.
AdExchanger.com: Please share the back story here for your new product. U.S. federal government funding is at stake for online universities and the lead generation companies they hire correct?
AB: We have been working with higher education marketers for some time now helping them with verification and compliance of their own brand guidelines and guarding against general misrepresentations. Around June  2010 it was announced that the U.S. Department of Education was working to amend the regulations of the Higher Education Act of 1965 (HEA) to protect students from aggressive or misleading recruiting practices, provide better information about career college and training programs, and ensure that only eligible students or programs receive aid. It became clear that DoE was taking steps to strengthen their ability to take action against offending schools and the core of what is at stake is the Title IV Pell Grant money for the for-profit EDU sector. Some of the biggest areas of concern from the Department are: gainful employment, incentive pay, and consumer misrepresentations

We began to notice that most schools and their lead providers wanted to act with urgency to show in earnest that they were compliant with the DOE's new guidelines -- but they didn't know exactly where to start. We saw a need and stepped in. We developed PerformMatch™ BPS to help higher education marketers to proactively begin self-regulation of their online advertising campaigns against misrepresentations. PerformMatch™ BPS,  our Best Practices for Schools (BPS) rules set, is a turn-key solution that takes the compliance verification that PerformMatch™ does best and focuses specifically on the misrepresentations outlined in the DoE's current and proposed regulation documents and the industry's new standards for marketing practices in higher education from the Education Marketing Council's Best Practices Code.

Here are additional, excerpted background information: 

· The Department of Education announced in September that it is on schedule to implement new regulations in the for-profit education sector dealing with gainful employment and 13 other issues to protect students and taxpayers.  The regulations will go into effect July 1, 2011.  See release.

Can you provide a use case of how your PerformMatch BPS (Best Practices for Schools) system works? Does it look for banned terms in the creative and the landing page, for example?
PerformMatch™ BPS employs a set of universal compliance rules based on seven rule categories that comprehensively cover every misrepresentation outlined by the Department of Education: general misrepresentations, endorsements, financial assistance terms, employablility claims, improper disclaimers, incentive offers, and urgency tags.

Higher education marketers would deploy PerformMatch™ BPS to search and monitor their traffic partners’ creative, landing pages, emails and display ads for violations or misrepresentations on a daily basis. Compliance scores are assigned to each landing page or creative, as well as each traffic source and campaign. Optimization for compliance can then begin.

PerformMatch™ BPS also allows marketers to create their own set of unique guidelines according to their brand policies to help protect their brand and stay compliant.

Does or will PerformLine verify leads? Any plans here?
PerformLine is the first company to offer “upstream” lead verification and scoring. We define “upstream” as the landing page and/or traffic path that the user followed before submitting their information on a lead form. We define “downstream” verification as lead verification once the lead data has been captured. Our data tells us that lead buyers and sellers can determine a lot about the level of compliance and intent of a lead by better understanding the “upstream” environment where a lead was captured. Companies like TargusInfo and eBureau have done a nice job offering “downstream” lead verification and scoring, but today’s lead buyer should deploy both “upstream” and “downstream” verification and scoring to understand all they can about their leads and stay compliant.

From your viewpoint, where is the momentum in digital marketing channels today for the lead gen space?
The momentum in lead gen can be found in the same channels where we are seeing momentum in online marketing in general. Independent 3rd party verification, like PerformMatch™, is a hot topic as it protects brands and lead buyers from consumer misrepresentation that has been a huge issue for direct marketers. This is especially true today in the largest lead gen categories: EDU, Insurance, Finance and Pharma.  Audience targeting is creating new opportunities to target one’s lead acquisition strategy to acquire leads which have the highest propensity to convert. DSPs/AdExchanges continue to make low cost inventory available for testing for lead buyers. Lead buyers and lead generators often need this abundance in low cost inventory in order to meet their conversion metrics that can allow them to buy display media at scale.

Misrepesentation issues are definitely re-shaping the EDU sector and quite possibly all of the Lead Gen industry this year, but I believe it will make marketers and those that serve them better at self-regulation, and in the process offer the opportunity for real innovation in the space.

By John Ebbert
October 26, 2010 – 12:41 am

Retargeting Can Add Brand Scaling Effect For Marketers Says ReTargeter CEO Arora


December 16, 2010 – 12:05 am
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Arjun Dev Arora is CEO of ReTargeter, an online advertising retargeting company.
AdExchanger.com: First, please provide a bit of background on you. And how did you come to realize that retargeting could become a standalone business?
ADA: Most recently I was at Yahoo! Real Estate in a business development capacity. Being at Yahoo! was an incredible experience in the sense that it gave me a broad understanding of the display market including various targeting methodologies and data sets that could be leveraged for clients. It also helped me better understand that ReTargeting had huge potential but had been limited to mostly large companies spending at least 5 figures per month.

Given that Google offers self-service retargeting in addition to access to the Google AdSense network and search advertising, why should a client come to you?
Google's self-service retargeting is really great, and does a lot to help legitimize the technology. The main difference between ReTargeter and Google's retargeting is the reach of our networks. ReTargeter gives advertisers access to all of Google's AdSense and Doubleclick networks, as well as access to additional networks such as Yahoo!'s Right Media, Fox Audience Network, Microsoft AdECN, OpenX, Glam Media, and many more.  Additionally, while Google's service is completely self-serve, ReTargeter's account support team is fully attentive, and will help advertisers throughout the retargeting process - from setting up a campaign to optimizing banners, landing pages and additional variables. We are also on the forefront of social retargeting which allows brands to increase engagement and followers on their social platforms.

What is the target market for ReTargeter?
ReTargeter's goal has always been to democratize retargeting.  While the technology has traditionally been used by big brands with big budgets, we launched a retargeting solution that focused on the small-to-medium sized business on a smaller budget but could also be leveraged by larger brands looking for the best reach possible.  We have worked with companies and organizations across the web including SaaS companies, non-profits, traditional e-commerce companies and even politicians and entertainment professionals. While SMBs are the target market for our core retargeting product, some of our social retargeting solutions have been very attractive to bigger brands, such as DKNY and Tim Ferriss.

Do you think there is a brand awareness opportunity for brand marketers through retargeting?
Absolutely.  Retargeting adds what we call a 'brand scaling' effect. When a small brand is able to serve ads on premium sites like YouTube and Yahoo! specifically to the people they care about, they gain a level of legitimacy.  Through retargeting, brands can reinforce the messaging of their email marketing campaigns, keeping their audience up to date with the brand. Additionally, some of our social retargeting products really focus on helping advertisers build their social following and engage with their audience, both of which can be considered branding exercises.

How does pricing work?  Are margins transparent?
We price on a cost-per-unique visitor basis (we call it a CPUV).  We understand the value of your traffic, and treat each of your UVs as a potential lead or social engagement.  We aim to serve the optimal number of impressions to each person in your audience, allowing us to
optimize your conversions, and you'll never overbear or be unnoticed by your audience.

Is it just graphical display right now? Any plans to get into search retargeting or other digital channels?
We focus mainly on display retargeting.  While this generally means static ads or flash ads, we've been working on lots of innovative products that aim to converge social media and display ads.  This includes helping our clients engage with their audience on Facebook, serving Twitter feeds as ad units, and even serving videos that have click-to-share properties.  Additionally, in a partnership with SlideShare, RTPresent allows us to serve marketing decks and PDFs in ad units. This is just the tip of the iceberg, look for more exciting products and channels in 2011.

How do you address privacy concerns that revolve around online behavioral advertising and retargeting?
There is never any tracking or transfer of personally identifiable data.  Additionally, we tend to stay away from dynamic retargeting, so we'll never 'creep out' a brand's audience.

Is a Do-Not-Track list the answer? If not, what is the answer for consumers and digital advertising companies alike?
People definitely have the right to opt out of retargeting and we make that easy on our site.  However, I think educating the market to understand that none of their data, such as the sites they visit, is really being tracked.  We're merely serving ads to a cookied browser, and all the cookie tells us is the level of engagement a unique visitor has had with a brand.  So I'd say that a real focus on education is going to make the difference.  I fear that Do-Not-Track would be more harmful to the environment of the internet as a whole, as it can take away from the structure that currently allows free web services to remain free.

How many employees today? Profitable? Any funding plans? 
We are a lean team and are profitable. No immediate funding plans.

A year from now, what milestones would you like the company to have achieved?
A year from now, we would like to have been able to help many more companies leverage the power of display and retargeting. We are also excited about continuing to grow our social retargeting practice.  Finally we are looking to continue to innovate in the display world.

Follow ReTargeter (@ReTargeter) and AdExchanger.com (@adexchanger) on Twitter.
December 16, 2010 – 12:05 am
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American Greetings SVP Alessi Discusses Digital Media Strategy And New Lotame Partnership

September 30, 2010 – 12:08 am
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Lotame announced on Wednesday that it has launched a self-serve audience data management platform (DMP) called "Crowd Control (which) enables web publishers to create custom audiences, to directly license anonymous audience data for use in interest-based advertising, and to protect the privacy of their site visitors." Also, Lotame announced that American Greetings Interactive will use Crowd Control for American Greetings network of websites to help provide insights into audience buying opportunities. Read the release.

Steve Alessi, vp advertising sales & operations, American Greetings, discussed his company's digital initiatives and his company's new partnership with Lotame.
AdExchanger.com: Can you provide a little background on your responsibilities at American Greetings? 
I am responsible for the Advertising Sales and Operations across American Greetings Interactive network of sites as well as any potential offline advertising integration. Our core sites include AmericanGreetings.com, BlueMountain.com, Egreetings.com, Yahoo! Greetings, MSN Greetings, Webshots.com and AGKidzone.com. My team’s role is to create new innovative advertising opportunities while constantly evolving the custom products and services we provide in order to deliver the highest value to both our advertisers and our consumers.

What is the scope and importance of AG's digital initiatives in the overall marketing mix? And, where does the use of data and data-driven display fit in?
We are over a billion dollar offline company but digital still plays a very large role in our business and in advertising specifically it plays an extremely large role. As of today the majority of our advertising revenue is generated by creating first-class, custom content for our advertisers that is directly integrated into the core fabric of our sites. This combined with targeted media creates strong value for our partners. Since our ecard sites have a very targeted demographic of women (70%) we are already able to provide excellent reach to the core consumer of our advertisers. That said, I see data-driven display as a way for us to segment even further and access the tighter niche audiences that we know we have on our sites. This will give us the opportunity to provide valuable targeting to our advertisers in a safe environment where consumers are in a positive mindset and looking to engage and connect with friends and family.

What is the biggest pain point for you as a digital publisher today as it relates to yield management?
The ability to identify and attract very specific audience segments to our sites and to our diverse content, and to improve engagement so we can increase the value we provide our partners, thus acquiring larger partnership budgets.

What were the criteria you used at AG to evaluate Lotame's data management platform?
Interface “ease of use”, more in-depth data and options, customer service and trust. Extremely important to us is that not only is the owner and team at Lotame trusted partners, but that they are also soliciting our feedback as one of their flagship partners so we have the opportunity to really shape the next steps of what ad data can become and together mutually benefitting us all from the voyage.

A year from now, what results are you expecting from Lotame's platform? 
I am expecting that the Lotame platform provides us the ability to provide our advertisers brand new audience segments for them to communicate with, even higher performance for the media and custom campaigns they run with us, provides a better experience for our site visitors, and enable us to maximize the true value our inventory through increased CPM’s and efficiency.

By John Ebbert
September 30, 2010 – 12:08 am

VP/GM Resnik Says Gannett Digital Network Leveraging Site Ownership To Drive Ad Revenue

December 9, 2010 – 12:09 am
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Josh Resnik is VP/GM of Gannett Digital Network.
AdExchanger.com: First, what is the Gannett Digital Network – an ad network? And where does it fit in the Gannett "mothership"?
JR: We are not an ad network. We are a group of owned and operated media sites that are equipped with ad network-quality targeting capabilities (e.g. contextual, behavioral, re-targeting, etc.). Together, our properties offer a unique blend of national and local reach, and they are quality brands with tremendous equity in the marketplace. The national brands include USATODAY.com and vertically-focused sites such as MomsLikeMe.com and HighSchoolSports.net. And our local brands, while in many cases not nationally known, have been strongholds in their markets for a long time – in many cases over a century – so consumers have a deep connection with them. We currently reach nearly 50 million high-value consumers on a monthly basis across our sites.

Because the sites are owned and operated by Gannett, unlike an ad network the Gannett Digital Network offers unique content-integrated advertising solutions. In addition, we are closely aligned with strong Gannett Digital marketing services solutions such as Pointroll and ShopLocal, that enable advertisers to better engage and convert prospective customers.

And because of Gannett's strength in producing valued content that resonates with consumers, we ensure that advertisers’ messages will be placed alongside the highest quality and most trusted content available.

How has audience-based online media buying trend manifested itself at Gannett?
We offer advertisers the best of both worlds. Advertisers can connect with our users on a brand-specific basis, such as by advertising specifically on USATODAY.com or MomsLikeMe.com. But because of our extensive reach across more than 100 sites in all, we can also offer advertisers the ability to reach their desired consumers at scale by buying on an audience basis via advanced targeting capabilities.

Audiences on our local sites skew high for education and affluence, as well as many other categories of interest to advertisers in various segments. For example, the audience is more than twice as likely as average to have traded stocks in the past 6 months, which of course makes them very attractive for personal finance advertisers.

And local newspaper and television websites ranked first and second respectively in a 2009 national survey as trusted online sources for local information, as well as trustworthiness of advertising. In both cases, that puts them ahead of online portals. So our local sites are an ideal place for audience-based buying.

What’s Gannett Digital’s view on ad networks today? Exchanges?
Ad networks and exchanges fulfill a specific need for advertisers. They are mainly an efficient means of reaching audiences through non-guaranteed, non-integrated placements. Exchanges, in particular, are beginning to do a very good job of removing friction from the marketplace, and it is interesting to see how they are able to build new solutions as technology improves and the marketplace matures.

As a publisher, our main focus is solving problems for advertisers through a blend of custom integration and broad reach components. So we can provide services for marketers that networks and exchanges cannot. In addition, unlike networks, we have control over our sites and can guarantee the quality of the environments in which we place our advertisers.

Do you participate in data exchanges such as BlueKai and eXelate? Do they work for the publisher, in your opinion?
We utilize external data sources in order to better target advertisements on our network. In general, as we manage our sites we want to create great experiences for our users and advertisers. One component of that is targeting advertisers’ messages. When done appropriately and done well, both users and advertisers win. We do not share our data on third party exchanges.

Have yield optimization technologies proved useful for Gannett? What type of solutions are you looking for to improve yield? 
Yield optimization technologies have been useful to Gannett Digital. We have a very large network, and as you would expect some areas are sold out while others have available inventory. In areas where we are not fully sold, our goal has been to optimize the value of that remnant inventory without getting in the way of our premium sales. We have a relationship with the Rubicon Project and they have done a good job of monetizing remnant through optimizing among competing networks and through real-time bidding for inventory. This has helped us to optimize yield and increase eCPM on remnant inventory across Gannett Digital properties while enabling us to maintain sufficient control over our inventory so that we don’t hamper our premium sales efforts. Different publishers have taken different approaches to working with ad optimization technologies like this, and similarly we will continue to adjust our approach and strategy as our needs demand, including tailoring our approach on a brand-by-brand basis.

Given the complexity of today’s digital technology, is staffing a challenge?
We strive to hire the most innovative talent in the industry. We believe that we’re accomplishing that, in terms of both sales and sales support. We’ve been able to hire very experienced talent for our operations, optimization, and other back-end functions, and they have handled just about every permutation of online advertising and related technology developments that have surfaced in the industry over the years.

We have been able to hire top notch salespeople because they are attracted to the opportunity to sell across a wide array of products and platforms. Great salespeople look for the challenge and opportunity to learn how to sell online media against great branded inventory on sites like USATODAY.com, to sell our audience of almost 50 million unique users leveraging contextual and behavioral targeting, plus the chance to sell across platforms like tablet and mobile. We hire people from leading content sites, from portals and from ad networks.

You recently signed a deal with ContextWeb to provide contextual categories for targeting purposes for your advertisers. Why is contextual still important given audience-based selling?
Contextual targeting enables advertisers to reach their audience based on content as it is consumed – what they’re engaged in at that very moment. Advertisers have traditionally targeted general categories such as Finance & Money, but with the help of ContextWeb, we now give them the ability to target highly-specific contextual categories such as Financial Planning, Frugal Living, Retirement Planning and Tax Planning across our network. That is very powerful. It places advertisers next to the most relevant content across the nearly 500 million indexed pages of our network. Our advertisers have been impressed with the resulting campaign performance.

Are advertisers interested in buying across platforms, or are they buying online only?
Our brands resonate across multiple platforms. At Gannett, we reach consumers through print, online, mobile, television…even on video screens in elevators! And just as many of our brands have resonated with consumers for over a century through traditional media formats, we are also extending those brands to newly developing platforms. For example, consumers have downloaded the USA TODAY smartphone apps (e.g. iPhone and Android) more than 5 million times. USA TODAY is also a leader on iPad with over a million downloads to date. And Gannett local sites drive tens of millions of monthly mobile impressions as well.

Advertisers see tremendous value in cross-media advertising, and we have provided a number of marketers with solutions that leverage the strengths of each platform, keeping in mind the importance of true cross-platform integration. Advertisers are not interested in cross-media for the sake of cross-media. There is real value in buying across the spectrum in an integrated way, and we can provide that value to our customers.

What milestones would you like to see achieved by the Gannett Digital Network a year from now?
We will continue to develop new solutions that help advertisers connect with the consumers they want to reach. We truly believe that the Gannett Digital Network’s offering is unique in its ability to bring both advertisers integration and reach on high quality national and local sites. Gannett’s success in creating highly engaging cross-platform content and providing the marketing services that enable advertisers to reap the benefits of this content will help us accomplish our goals.

Follow AdExchanger.com (@adexchanger) on Twitter.
December 9, 2010 – 12:09 am

GlamMedia Automating Access To Its Inventory With Eyes To Future Development

November 9, 2010 – 12:04 am
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Glam Media launched GlamAdapt Automate, an online buying platform that the company says expands the capabilities of GlamAdapt, an ad serving platform. The new buying platform includes the technology that was acquired from the AdPortal acquisition in July. From the release, "GlamAdapt Automate is open and allows publishers to create premium packages that can run on GlamAdapt, Google DoubleClick and other top industry ad serving platforms, DSP’s, and premium reserve ad exchanges." Read the release. And, see the GlamAdapt Automate site.

Glam Media SVP Robert Tas discussed GlamAdapt Automate and future plans for the platform.
AdExchanger.com: How has the AdPortal product evolved since then from both a technology and services perspective?
Since the acquisition, we spent a great deal of time integrating the technologies. With GlamAdapt Automate, our aim is to provide an easy to use tool with the sophistication and access to Glam's premium ad products that brands and agencies are used to.

How do you position GlamAdapt Automate in the marketplace? What is the target market on the advertiser side?
Glam Adapt Automate is the first digital media platform for premium and reserved brand campaigns, with an easy to use three-step interface. GlamAdapt Automate is built for agencies and marketers of all sizes looking to access premium advertising solutions.

Will Glam source exchange and other inventory from outside the GlamMedia umbrella for GlamAdapt Automate? Any thoughts?
Yes, our plan it is to expand Automate to include non-Glam inventory in 2H11. Our goal is provide premium ad solutions for agencies and marketers, and leverage our core digital branding expertise.

What formats will advertisers be able to buy through GlamAdapt Automate?
We will provide all IAB standard ad units and will be expanding to video and mobile early next year.

By John Ebbert
November 9, 2010 – 12:04 am

First Step In Digital Media Strategy Is To Define Non-Guaranteed Goal Says EVP Naylor Of NBC Universal

November 22, 2010 – 1:38 am
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Peter Naylor is EVP, Digital Media Sales at NBC Universal. Naylor recently answered questions from AdExchanger.com regarding his thoughts on digital advertising strategy from his publisher-side point-of-view.
AdExchanger.com: What is the first, key step in creating a cohesive strategy that aligns your company's goals for guaranteed and non-guaranteed digital ad inventory?
The first step is to articulate a clear goal for your non-guaranteed inventory. What do you - the publisher - want to do with that slice of your inventory? Not every publisher wants to maximize revenue for every last impression. But, if that's the goal, the overall sales strategy has to clearly map out how it will be accomplished. This used to be a much simpler exercise - you either ran ad networks or house ads. Today there are more options and publishers are getting more sophisticated.

From your perspective, what is the biggest mistake large media publishers are making in regards to their display advertising strategy?
Your first question really get's at the issue: too many publishers fail to develop a sales strategy that accounts for every last impression. Addressing uncommitted inventory is an ad hoc exercise for many publishers. Page views grow, sponsorship sales cap out and the organization scrambles to monetize some of the undersold inventory. This haphazard approach has real downside: brand equity loss, downward pricing pressure, sales channel conflict, etc. Start with a holistic sales strategy and act in a thoughtful, deliberate manner in regard to uncommitted inventory.

What's the big hurdle in monetizing a large publisher's user data? Privacy risk, technology is complex or isn't providing a solution, the need for in-house resources, etc?
There are two challenges, inadequate data platforms being the first. Publishers lean pretty heavily on their ad servers for business
solutions. But the dominate ad serving platforms weren't designed to facilitate data access, collection, segmentation and sales. So, publishers have to build or buy solutions. Publishers aren't great at building technology and there aren't many appealing solutions on the market. So we wait. Data sales is the other obstacle. The notion of "decoupling" the data point and impression may have been useful in rationalizing the data exchange business model but it isn't a useful model for publishers in their own data sales. Publishers are in the business of selling ads and data sales must complement that.

How do you see the skillset of the digital, direct seller evolving in the next 3-5 years?
The sales job inside a publishing company is changing a lot right now. Today sellers need to excel at consultative, creative, high-touch sales to move big sponsorship opportunities. Increasingly, that same sales person must be skilled at weaving sophisticated audience targeting solutions into the conversation with agencies and marketers.

If there was one tool you could have today, what would it be?
An ad server that is equally adept at managing guaranteed inventory as it is at maximizing yield from all other demand sources while serving as a sophisticated data collection and targeting platform.

By John Ebbert
November 22, 2010 – 1:38 am

Jim Spanfeller Discusses The Daily Meal, Web Publishing, RTB And Agency Trading Desks

December 20, 2010 – 12:09 am


[image: image106.jpg]


Jim Spanfeller is CEO of Spanfeller Media Group and former CEO of Forbes.com. He discussed a range of subjects on his company and the state of web publishing today:
· Latest on the Spanfeller Media Group

· Pitching The Brand Marketer

· On Using Ad Networks and Exchanges

· RTB and the Impact On Publishers

· Bigger Ads Are Better?

· Making The Rate Card

· On Agency Trading Desks

AdExchanger.com: What’s the latest on the Spanfeller Media Group?
JS: Things are going well. We're getting ready to come out of beta. . Traffic is scaling. There's lots of interest in what we're doing in the advertising community. So, all is well. We're now starting just the very, very beginning of thinking about what the next site might be. We hopefully will have more definition on that after the New Year.  The Daily Meal is the first site.

AdExchanger.com: What is the premise with your new company?
JS: The general premise of the company is that, while there is massive amount of content online and it is growing all the time, for the most part there are not wide, navigational, core sites for the different, vertical interest areas. There are some notable exceptions of course. I think there are five categories that have a digital "center" to them; news, business / finance, spectator sports, entertainment and technology. When I say this, I don't mean to suggest that there's not an ability to go out and do a lot more sites in those categories. There certainly is. But there are established players in those categories.   But after those five verticals, it's pretty wide open, which is amazing when you think about.

There are lots of legacy brands that have spent lots of time and have had lots of success growing up around different verticals, including food for that matter. But for the most part, those brands have not been overly successful in moving into the digital space

Over a relatively short period of time after I left Forbes it occurred to me that there was a huge opportunity to fill some of these voids. So to your point, why choose food as the first one to go after?I guess there were sort of two main motivations of that. And neither one of them was the fact that I'm a foodie. I'm not. I enjoy eating good food and know many great restaurants, but I wouldn't characterize myself as an all‑knowing gourmand.

The two motivating factors were huge amounts of interest in food these days. It's becoming even more of a passion point on a national and international scale, than it has been in the past. We see that in terms of, the amount of unique visitors going to food sites in general, the attraction that the Food Network has in their first channel, the fact that they're launching a second cable channel, the number of newsletters and magazines around food and, in general, the extremely heightened focus by just about every major demographic segment in what they are eating.

There's just a lot of thought and pleasure derived from the act of cooking and the act of sharing the product of that cooking, whether it be in a restaurant setting, or in a home setting.

The other part that really drove us there was that it was a category of content that was supported by marketers that were more brand‑focused than DR focused. Not that there's anything wrong with DR focus. It's fine, I think there's a great spot for it in our industry. But for your first site to be held accountable at a cost‑per‑click basis, that was going to be more problematic than what we wanted.

So, we went after food initially. Of course, it became very, very important that we got out of the blocks with credibility. And so, we went out and hired some of the best folks available anywhere to be the editorial heart and soul of the site.

AdExchanger.com: Getting back to that brand focus, what is the pitch right now?  And, what will the success metrics be that you'll end up providing the brand marketer? Or will it be more on them to understand if a campaign was a success?
JS: Most of the package goods and food product type advertisers, by definition, have to be more sophisticated about how they track marketing success because they are not really going to be able to look at a cost‑per‑click metric or a cost‑per‑direct sold. People aren't going to go out and buy a box of rice over the web. They might buy it as part of Fresh Direct, or Peapod, or something along those lines but again, you're going to have to go back to your branding metrics to really see the benefits of advertising.

There's been tons and tons of research that proves that advertising works, it's just a matter of how well different versions of that advertising works.

Are you thinking about going direct at all for your advertisers? Or do see agencies as your key partners as this?
So, clearly agencies are a big partner, and clearly talking to the clients is a very import part of the process. To be successful we will need to do both.

Do you plan on using ad networks? It sounds like that's not something you're thinking about right now.
I shouldn't say no without qualifications. Our ad sales folks are talking with a company called Halogen. It's not so much an ad network, it's more of a rep if you will, a publisher rep. Partly because, as a young business right now, our main focus is on driving audience. We'll get very focused on monetizing that audience once we have something that's scaling quickly which we hope to see by the middle of 2011.

So, this is an ad exchange question - Can you see down the road, with the additional scale that you'll get, potentially putting inventory in ad exchanges?
The early experience with ad exchanges, in general, has included issues with basically becoming the playpen for ad networks. The initial exchanges were much more of that. And then the DSP version of an ad exchange became, I guess, maybe one step up from all the vagaries of a straight ad network. But having said that, I think that the notion of ad exchanges could be a great way to take out some of the friction of the marketplace if they're clean and well‑lit.  Whatever they actually become though I think there is a big opportunity for exchanges.

Have you thought about real time bidding at all and that potential impact for you as a publisher down the road or for publishers, in general?
I'm not sure where that all ends. There are a lot of variables in the mix right now when you think about it. And it's not specifically real-time bidding -just in general. I think what's becoming more transparent - and there still needs to be light shown on this - is that there is a really big difference between quality and lower tier impressions. The idea that an impression is an impression is an impression –it’s just flat out wrong. Buying audience as your sole descriptor of how you choose your impressions is a non‑winning formula.

The current notion of ad exchanges and audience buying is going to become more problematic still. I think that the real-time bidding process will be radically altered by all that. The real time bidding comes down to, “I want to buy ‘Women Who Cook.’ I don't care where I buy those.” That's a non-winning situation for a premium publisher because they are never going to get value for their impressions. If there is a better understanding of: “I want to buy the “The Daily Deal” or “I want to buy ‘Quality Food,’” it's contextual advertising layered on top of audience assurance and that is going to be a big winner when it can be done efficiently at scale.

I think real-time bidding might have a real opportunity to be valuable to publishers and other content creators and a way to modify those unsold, custom, bespoke programs.

Looking at the well-publicized "Project Devil" from AOL. It's basically bigger ads and more integration. What do you think? Is that the way to go? Is that what you're thinking for your site?
The fundamental thinking behind Project Devil is taking the early work of the IAB and the OPA to bring more creativity to web advertising by giving the agency creative teams bigger palettes and bringing it to AOL's platform.

This is in line with the continuum of thinking around ad units on the web.  It's irrelevant who thought of it first but if you go all the way back, when I was at Forbes created the first Skyscraper, which at the time was the biggest unit out there. We were the first site to run a Full Page unit. Although to be fair, the New York Times thought it up first. We just ran it before they did.  And there is plenty of other examples of work around improving the advertising impact online while trying to balance the user experience.

In the end you want to make sure that the consumer gets what they want and the advertiser gets the ability to borrow the eyeballs of the consumer to create demand around their product or service.  This has been the media model down through the ages. I don't think that's going to change radically any time soon no matter what happens with Exchanges, RTB bidding platforms or data mining.

What I like a lot is these notions of expandable, contractible ads work in a polite way. The end user can look at the ad all they want, or contract it immediately, but they always know who’s page they are on and can always see some amount of editorial content.

ESPN.com just ran a really interesting Apple ad a few days ago. It was part of a pushdown unit. It did all kinds of funky, wonderful things. I think all the work here to bring great creativity online is important. Whether it's Project Devil at AOL, or the OPA units, or what will come next.

How are you going about constructing a rate card?
The rate card is the rate card. The guidelines these days aren't a hard and fast rule as they had been in the past. How you present bespoke programs is almost a parallel process to what your rate card is. I would tell you that we'll attempt to work with everybody in a way that is fundamentally tailored to their individual objectives. My guess is we'll end up someplace around 50/50, 60/40 weighted more towards the bespoke program versus run-of-site.

A lot of that comes down to the agency's ability to actually plan on a site by site program on a regular basis. In the past 5 years or so this has been greatly affected by the fact that the fundamental agency model is broken and as such agencies are having a really hard time making money placing advertising online. A lot of what the ad networks offered was an opportunity to buy lots of sites relatively cheaply both in terms of planning and optimization .Thus making the implementation of the campaign much easier and less time consuming.

From an optimization standpoint or from a billing standpoint, it was all easier to go through an ad agency than to buy a hundred different sites. People who weren't well served by that were the clients.

I think to the extent that you're seeing the ad networks having a tougher time, is a reflection that clients are more aware of the sort of problems that were generated by the ad networks; questionable site selection, bad ad placement on pages and non-transparent reporting.

In many cases, negative brand value was a resulted of marketer associations with content that was inappropriate for what they were trying to communicate. All of that comes back to suggest there is a higher and higher degree of desirability around contextualization.

Do you have any thoughts on agencies trading desks such as VivaKi Nerve Center or Cadreon?
I view it as a step towards the grave for agency based media planning and buying. To the extent that it works it is just basically showing their clients that they are not needed to plan or place advertising.  That the whole activity could be taken in house and in so doing might be more tightly entwined with in house data…

If the trend intensifies I would expect that over some relatively protracted period of time; call it a half‑year to a year‑and‑a‑half most major marketers, if they find that the majority of their buy is going through the trading desk,  will not feel the need to pay whatever it is, 3%, 4%, 5%, 6% of buys to an ad agency for something that could bring house for much less cost and do arguably better (better because of a system that would be specific for their fundamental objectives).

Follow Jim Spanfeller (@JimSpanfeller), The Daily Meal (@dailymealtweets) and AdExchanger.com (@adexchanger) on Twitter.
December 20, 2010 – 12:09 am

Turner Prez Walker Jacobs Says Fellow Publishers Continue To Commoditize Their Ad Inventory

September 7, 2010 – 4:32 pm
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Walker Jacobs was recently promoted to executive vice president of Turner/ SI Digital Ad Sales. Read the release. Jacobs, who was previously svp of Turner Sports and Entertainment Digital division, has been, and remains, an outspoken critic on the use of ad networks by large publishers. 
AdExchanger.com: Looking over the past 12 months, what has surprised you about the digital ad industry?
WJ: I continue to be surprised at the rate so many other premium publishers are perpetuating the commoditization of their advertising inventory.

In my opinion, it's disheartening that established media players accept ads that cherry-pick their inventory and further fragment their audiences, ultimately undermining the investment sponsors make with their sites. In this system, it seems that value is determined by the person who is being reached, with no consideration for the environment and programming with which they're being reached. When audience is the primary currency, both premium publishers and advertisers lose.

At Turner/SI Digital, our strategy will continue to hold our best advertising clients as true partners; providing trusted, branded environments where they can activate their campaigns at scale, with the reach and engagement that delivers the audience we represent, and notably not one that has been picked over.

By John Ebbert
September 7, 2010 – 4:32 pm

Weather Channel EVP Lawrence On Choosing AdMeld Private Exchange To Facilitate Audience Buying

November 9, 2010 – 1:05 pm
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With publishers increasingly looking for alternative ways to monetize their unsold inventory, the "private exchange" model is beginning to take hold as publishers can better control who the buyer of their inventory is on the other side of the exchange. Today, The Weather Channel and its online megasite, weather.com, announced that it has chosen AdMeld to provide "private exchange" services. Read the release.

Beth Lawrence, EVP of Ad Sales & Media Solutions at The Weather Channel Companies discussed their publisher-side perspective and the selection of AdMeld's platform.
AdExchanger.com: What brought The Weather Channel to the point where it thought it needed a private exchange solution?
BL: With an audience of about 50 million unique distributed across multiple channels, The Weather Channel is one of the world’s largest cross-platform media companies. What this platform allows us to do is aggregate that valuable audience into a single platform that makes it easier for advertisers to buy and easier for us to dictate the terms of sale. As agencies increasingly shift budgets toward programmatic buying, the ability to analyze, package and sell our audience intelligently, and in concert with our direct sales team, will be invaluable. Though this type of solution isn’t for every publisher, we believe it be standard for publishers of our scale and market position.

What criteria did you use in picking a partner to provide a solution?
We chose AdMeld to power our private exchange because they offer a handful of strong capabilities in one platform. First, from a technology point of view they give us the ability to understand the composition and value of our audience in real time, and the ability to package our audience and set granular controls against how it’s bought. Second, they have integrated connections to every major buyer giving us access to maximum demand. And third, they have a team that really understands our business as publishers, shares our vision about the future of the space, and is eager to partner with us to innovate as the landscape continues to shift.

Can you discuss how guaranteed and non-guaranteed inventory work together as part of an overall online ad strategy? Is it difficult to manage the two for fear of channel conflict or other challenges?
The key to eliminating channel conflict is control—control of how each impression is sold, to whom, and for how much. The large, general ad exchanges don’t offer these types of controls because they weren’t designed for publishers, but the private exchange model does. Not only can we intelligently set floors and blocks to protect our sales team’s efforts, but AdMeld’s technology enables us to mine the RTB stream for market data on which audience segments are most in demand, and by what individual advertisers. These deeper audience insights allow us to provide intelligent programmatic and advertiser solutions going forward.

By John Ebbert
November 9, 2010 – 1:05 pm

Jim Spanfeller Discusses The Daily Meal, Web Publishing, RTB And Agency Trading Desks

December 20, 2010 – 12:09 am
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Jim Spanfeller is CEO of Spanfeller Media Group and former CEO of Forbes.com. He discussed a range of subjects on his company and the state of web publishing today:
· Latest on the Spanfeller Media Group

· Pitching The Brand Marketer

· On Using Ad Networks and Exchanges

· RTB and the Impact On Publishers

· Bigger Ads Are Better?

· Making The Rate Card

· On Agency Trading Desks

AdExchanger.com: What’s the latest on the Spanfeller Media Group?
JS: Things are going well. We're getting ready to come out of beta. . Traffic is scaling. There's lots of interest in what we're doing in the advertising community. So, all is well. We're now starting just the very, very beginning of thinking about what the next site might be. We hopefully will have more definition on that after the New Year.  The Daily Meal is the first site.

AdExchanger.com: What is the premise with your new company?
JS: The general premise of the company is that, while there is massive amount of content online and it is growing all the time, for the most part there are not wide, navigational, core sites for the different, vertical interest areas. There are some notable exceptions of course. I think there are five categories that have a digital "center" to them; news, business / finance, spectator sports, entertainment and technology. When I say this, I don't mean to suggest that there's not an ability to go out and do a lot more sites in those categories. There certainly is. But there are established players in those categories.   But after those five verticals, it's pretty wide open, which is amazing when you think about.

There are lots of legacy brands that have spent lots of time and have had lots of success growing up around different verticals, including food for that matter. But for the most part, those brands have not been overly successful in moving into the digital space

Over a relatively short period of time after I left Forbes it occurred to me that there was a huge opportunity to fill some of these voids. So to your point, why choose food as the first one to go after?I guess there were sort of two main motivations of that. And neither one of them was the fact that I'm a foodie. I'm not. I enjoy eating good food and know many great restaurants, but I wouldn't characterize myself as an all‑knowing gourmand.

The two motivating factors were huge amounts of interest in food these days. It's becoming even more of a passion point on a national and international scale, than it has been in the past. We see that in terms of, the amount of unique visitors going to food sites in general, the attraction that the Food Network has in their first channel, the fact that they're launching a second cable channel, the number of newsletters and magazines around food and, in general, the extremely heightened focus by just about every major demographic segment in what they are eating.

There's just a lot of thought and pleasure derived from the act of cooking and the act of sharing the product of that cooking, whether it be in a restaurant setting, or in a home setting.

The other part that really drove us there was that it was a category of content that was supported by marketers that were more brand‑focused than DR focused. Not that there's anything wrong with DR focus. It's fine, I think there's a great spot for it in our industry. But for your first site to be held accountable at a cost‑per‑click basis, that was going to be more problematic than what we wanted.

So, we went after food initially. Of course, it became very, very important that we got out of the blocks with credibility. And so, we went out and hired some of the best folks available anywhere to be the editorial heart and soul of the site.

AdExchanger.com: Getting back to that brand focus, what is the pitch right now?  And, what will the success metrics be that you'll end up providing the brand marketer? Or will it be more on them to understand if a campaign was a success?
JS: Most of the package goods and food product type advertisers, by definition, have to be more sophisticated about how they track marketing success because they are not really going to be able to look at a cost‑per‑click metric or a cost‑per‑direct sold. People aren't going to go out and buy a box of rice over the web. They might buy it as part of Fresh Direct, or Peapod, or something along those lines but again, you're going to have to go back to your branding metrics to really see the benefits of advertising.

There's been tons and tons of research that proves that advertising works, it's just a matter of how well different versions of that advertising works.

Are you thinking about going direct at all for your advertisers? Or do see agencies as your key partners as this?
So, clearly agencies are a big partner, and clearly talking to the clients is a very import part of the process. To be successful we will need to do both.

Do you plan on using ad networks? It sounds like that's not something you're thinking about right now.
I shouldn't say no without qualifications. Our ad sales folks are talking with a company called Halogen. It's not so much an ad network, it's more of a rep if you will, a publisher rep. Partly because, as a young business right now, our main focus is on driving audience. We'll get very focused on monetizing that audience once we have something that's scaling quickly which we hope to see by the middle of 2011.

So, this is an ad exchange question - Can you see down the road, with the additional scale that you'll get, potentially putting inventory in ad exchanges?
The early experience with ad exchanges, in general, has included issues with basically becoming the playpen for ad networks. The initial exchanges were much more of that. And then the DSP version of an ad exchange became, I guess, maybe one step up from all the vagaries of a straight ad network. But having said that, I think that the notion of ad exchanges could be a great way to take out some of the friction of the marketplace if they're clean and well‑lit.  Whatever they actually become though I think there is a big opportunity for exchanges.

Have you thought about real time bidding at all and that potential impact for you as a publisher down the road or for publishers, in general?
I'm not sure where that all ends. There are a lot of variables in the mix right now when you think about it. And it's not specifically real-time bidding -just in general. I think what's becoming more transparent - and there still needs to be light shown on this - is that there is a really big difference between quality and lower tier impressions. The idea that an impression is an impression is an impression –it’s just flat out wrong. Buying audience as your sole descriptor of how you choose your impressions is a non‑winning formula.

The current notion of ad exchanges and audience buying is going to become more problematic still. I think that the real-time bidding process will be radically altered by all that. The real time bidding comes down to, “I want to buy ‘Women Who Cook.’ I don't care where I buy those.” That's a non-winning situation for a premium publisher because they are never going to get value for their impressions. If there is a better understanding of: “I want to buy the “The Daily Deal” or “I want to buy ‘Quality Food,’” it's contextual advertising layered on top of audience assurance and that is going to be a big winner when it can be done efficiently at scale.

I think real-time bidding might have a real opportunity to be valuable to publishers and other content creators and a way to modify those unsold, custom, bespoke programs.

Looking at the well-publicized "Project Devil" from AOL. It's basically bigger ads and more integration. What do you think? Is that the way to go? Is that what you're thinking for your site?
The fundamental thinking behind Project Devil is taking the early work of the IAB and the OPA to bring more creativity to web advertising by giving the agency creative teams bigger palettes and bringing it to AOL's platform.

This is in line with the continuum of thinking around ad units on the web.  It's irrelevant who thought of it first but if you go all the way back, when I was at Forbes created the first Skyscraper, which at the time was the biggest unit out there. We were the first site to run a Full Page unit. Although to be fair, the New York Times thought it up first. We just ran it before they did.  And there is plenty of other examples of work around improving the advertising impact online while trying to balance the user experience.

In the end you want to make sure that the consumer gets what they want and the advertiser gets the ability to borrow the eyeballs of the consumer to create demand around their product or service.  This has been the media model down through the ages. I don't think that's going to change radically any time soon no matter what happens with Exchanges, RTB bidding platforms or data mining.

What I like a lot is these notions of expandable, contractible ads work in a polite way. The end user can look at the ad all they want, or contract it immediately, but they always know who’s page they are on and can always see some amount of editorial content.

ESPN.com just ran a really interesting Apple ad a few days ago. It was part of a pushdown unit. It did all kinds of funky, wonderful things. I think all the work here to bring great creativity online is important. Whether it's Project Devil at AOL, or the OPA units, or what will come next.

How are you going about constructing a rate card?
The rate card is the rate card. The guidelines these days aren't a hard and fast rule as they had been in the past. How you present bespoke programs is almost a parallel process to what your rate card is. I would tell you that we'll attempt to work with everybody in a way that is fundamentally tailored to their individual objectives. My guess is we'll end up someplace around 50/50, 60/40 weighted more towards the bespoke program versus run-of-site.

A lot of that comes down to the agency's ability to actually plan on a site by site program on a regular basis. In the past 5 years or so this has been greatly affected by the fact that the fundamental agency model is broken and as such agencies are having a really hard time making money placing advertising online. A lot of what the ad networks offered was an opportunity to buy lots of sites relatively cheaply both in terms of planning and optimization .Thus making the implementation of the campaign much easier and less time consuming.

From an optimization standpoint or from a billing standpoint, it was all easier to go through an ad agency than to buy a hundred different sites. People who weren't well served by that were the clients.

I think to the extent that you're seeing the ad networks having a tougher time, is a reflection that clients are more aware of the sort of problems that were generated by the ad networks; questionable site selection, bad ad placement on pages and non-transparent reporting.

In many cases, negative brand value was a resulted of marketer associations with content that was inappropriate for what they were trying to communicate. All of that comes back to suggest there is a higher and higher degree of desirability around contextualization.

Do you have any thoughts on agencies trading desks such as VivaKi Nerve Center or Cadreon?
I view it as a step towards the grave for agency based media planning and buying. To the extent that it works it is just basically showing their clients that they are not needed to plan or place advertising.  That the whole activity could be taken in house and in so doing might be more tightly entwined with in house data…

If the trend intensifies I would expect that over some relatively protracted period of time; call it a half‑year to a year‑and‑a‑half most major marketers, if they find that the majority of their buy is going through the trading desk,  will not feel the need to pay whatever it is, 3%, 4%, 5%, 6% of buys to an ad agency for something that could bring house for much less cost and do arguably better (better because of a system that would be specific for their fundamental objectives).

Follow Jim Spanfeller (@JimSpanfeller), The Daily Meal (@dailymealtweets) and AdExchanger.com (@adexchanger) on Twitter.

December 20, 2010 – 12:09 am

Privacy Regulation

Privacy Icon Changes, New Self-Regulation Program Formally Starts Says Better Advertising CEO Scott Meyer

October 4, 2010 – 3:00 pm
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The Digital Advertising Alliance (DAA) announced today that it has approved "Better Advertising's Assurance Platform as an Approved Technology and a standard method for providing evidence of participating companies’ compliance with the cross-industry self-regulatory program for online behavioral advertising." Read the release. And, read about the self-regulation principles on the DAA site.

CEO Scott Meyer of Better Advertising discussed the news and its details.
First, let's understand some of the groups involved... What is the DAA and how does it relate to Better Advertising? Is the DAA different than the National Advertising Review Council?
SM: The Digital Advertising Alliance (DAA) is the legal entity born of the joint project of the 4A's, AAF, ANA, DMA and IAB that came together to publish the Self-Regulatory Principles last year and today announced the official launch of the Self-Regulatory Program. The DAA is the owner of the Advertising Option Icon (formerly known as the Power I and then briefly the Forward I) and will be licensing the icon to participating companies to use in their ads on websites involved with Online Behavioral (or Interest-Based) advertising. 

The National Advertising Review Council is a part of the Council of Better Business Bureaus (CBBB). They have been around for nearly 40 years running successful self-regulatory programs in media and advertising, and - notably - keeping the advertising industry from being federally regulated. People who don't think that our industry can self-regulate should study their history, since NARC had to face a similar situation with calls for what we now call traditional advertising to be regulated back in the early 1970s. Clearly, that never happened, thanks to NARC, so their participation is key here. The BBB and the Direct Marketing Association (DMA) will be running monitoring and reporting programs to enforce compliance with the Program.

Companies can join the program by going to the new DAA website at www.AboutAds.info. This site has information for consumers and for participating companies.

What was the outcome of the RFP process -in other words, what are the services Better Advertising offers?
In December of 2009, the Coalition that became the DAA put out an RFP for technology providers to support the Program. We won that competition over five other companies, including TRUSTe, Datran's Preference Central and DoubleVerify. We are working on the details of our contract with the CBBB and DMA to be their provider of monitoring and reporting technology.

A key to our proposal was the concept of creating Approved Providers to help companies with providing evidence of compliance with the principles. We call this our Assurance Platform. It gained the backing of units of every major ad agency holding company, leading ad networks and top brands. We just announced today that Better Advertising's Assurance Platform is the DAA's first and currently only Approved Provider for compliance services.

Our Assurance Platform has been endorsed as a standard method for companies to provide evidence of compliance with the Principles. In short, that means that we have all the necessary legal clearances from the DAA and a production-ready, fully deployed technology platform to ensure a company's icons are deployed accurately, and provide the reporting they need.

Please discuss the roll-out of the Better Advertising DAA-approved solution. Can you provide a sense of scale today and where you see it going in the next year?
We launched it in July and are now providing consumers notice and choice in several billion ad impressions each month for leading brands such AT&T and others. We expect to be powering the Icon experience in behavioral ads and on publisher sites where data is collected for OBA widely across the internet. The official announcement of the Program today will really accelerate this rollout. 

How does your solution differentiate from other announced, competitive solutions in the marketplace such as TrustE's?
Most importantly, we are the first and currently only Approved Provider of this service from the DAA. That is a complex process. In our case, it took almost a year. Until a company is approved by the DAA, they can't use the DAA's icon in their service. With respect to other solutions, I can't really say. We haven't seen any other in-ad notice solutions in production.

We think it's great that competitors are legitimizing the concept of providing compliance services to online advertising ecosystem. And we're curious to see if other companies like ours are born specifically to address these issues, since the companies we beat in the RFP process all have competing interests within the industry.

So, which icon is the "icon" that will be used? There has been a circle icon, but now it's a triangle?
The icon bound by a triangle in today's DAA release is the correct icon today and moving forward. 

By John Ebbert
October 4, 2010 – 3:00 pm

Better Advertising CEO Meyer On Open Data Partnership, FTC’s Do-Not-Track List And Ghostery

December 7, 2010 – 12:09 am
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Last week, Better Advertising announced that it would be directing the Open Data Partnership (ODP), which "will provide consumers with full transparency into this data and enable them to edit their information or opt out completely from any participating company’s cookie." According to the release, initial partners include 33Across, Bizo, BlueKai, Demdex, eXelate, Lotame, SafeCount and Turn. Read the release and Emily Steel's article in the Wall Street Journal.

Better Advertising's Scott Meyer offered a bit more detail to AdExchanger.com on ODP and his company's view on the recent U.S. Federal Trade Commission suggestion that a Do-Not-Track list be implemented.
AdExchanger.com: First, how does the Open Data initiative relate to Better Advertising's endorsement in early October by the Digital Advertising Alliance as the first approved tech provider for the industry's self-regulation program? Is this a "next step" to the program? Or something new and different?
SM: It's the natural step toward enabling self-regulation for the industry since it enables greater transparency for consumers.  So, while it's not prescribed as per the endorsement, it's what we have had in mind throughout.  Our clients - leading agencies, advertisers, networks and data aggregators – also have been asking us to do this.  As the industry standard for providing consumer transparency and control, we’re in the best position to deploy this quickly and widely.

In that users will be able to edit their information, is it possible targeting could improve?
This is possible in theory, sure.  But, the intent here is consumer transparency and control, not improving ad targeting.  Our research has shown that what's more likely is that consumers will feel more favorably about the brands and companies participating in efforts to bring more transparency to this segment.  We all know that our industry shouldn’t fear the opt-out.  This is an opportunity for everyone to show they truly believe it.

Can any online ad targeting data provider become part of the Open Data Partnership? What are the criteria?  How about auditing once they're a part of the program?
Any company that is collecting data for online behavioral advertising can become a member of the Open Data Partnership as long as they provide opt-out functionality and editing of their targeting criteria.  Just about every company that would qualify should be a member of the Self-Regulatory Program for Online Behavioral Advertising (www.aboutads.info), and we strongly recommend that they do so.  We’re not providing a formal certification yet. But, we certainly will be monitoring to be sure that participating companies are delivering on their promises.

What's your view on the Do-Not-Track list that the FTC has recommended?
We're a company that was created to design and implement technology to enable our industry to remain self-regulated.  So, we pay close attention to anything the FTC says about our industry.  The calls for Do-Not-Track that we have heard from the FTC have, thus far, all been calls for our industry to provide meaningful do not track and other tools for consumers ourselves.  We're doing that.  So, while none of us probably wants to think about what a federally-run Do-Not-Track would look like for our industry, we intend to keep it from becoming a reality by scaling the self-regulatory program.

Where does Ghostery fit in all this?  Could it provide the Do-Not-Track functionality the FTC has asked for?
Ghostery does that and much more today.  That’s why more than 3 million people utilize it across every major browser (Firefox, IE, Chrome and Safari).  Ghostery’s success is precisely why we think a Federally-mandated Do Not Track list is unnecessary.  Tools like Ghostery and others already provide a straightforward and free way for consumers to block data collection for online behavioral advertising.

By John Ebbert
December 7, 2010 – 12:09 am

CEO Brock Aims To Make Privacy Choices Understandable And Actionable

September 24, 2010 – 12:09 am
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Jim Brock is CEO of Privacy Choice, a web tools company focused on consumer privacy.
AdExchanger.com: First, please share a bit of background on you. And how did you come up with the idea for Privacy Choice?
JB: I've always been in and around ad-supported media, as a Yahoo! executive and as a founder, investor or advisor to new media companies since 1994. (LinkedIn profile) I started PrivacyChoice after my wife had a spooky experience with health-related targeted ads. It seemed like privacy technology wasn't keeping up with targeting technology. I started with a very simple, universal opt-out tool that was an instant hit with consumers. We now manage preferences for well over a quarter-million people, and have launched nearly a dozen other tools and resources: A comprehensive database of ad company policies and certifications, several bookmarklets and add-ons to monitor tracking activity and to maintain opt-out and opt-in choices, a best practices checklist for ad targeting, a free site-scanning service and a seal program for websites to monitor and certify their third-party data practices, and a new experimental service for consumers to see and control their ad profile in its entirety. These all leverage a common data set and preference platform, and we're just getting started.

What problem is Privacy Choice solving?
Our mission is to make privacy choices understandable and actionable. To further the consumer mission, we also make tools for websites to keep themselves and their users better informed of the third-party privacy practices that come into play through ad and data relationships. If websites make smarter choices, everyone benefits.

The PrivacyChoice Bookmark is a great example of how we serve the consumer mission: with two clicks, the consumer can control ad targeting on over 100 ad and data companies, and instantly refresh and update that choice any time they want. We give the consumer the choice to only opt-out of ad companies that are not compliant with the new framework. If they sync bookmarks across computers or devices, those choices can come right along.

Who do you see in the competitive set and how do you differentiate? Do you consider Better Advertising or TrustE as a competitor, for example?
It's pretty early but our approach is distinguished as highly consumer and choice-centric, and we've taken an open approach to licensing our platform and data, including with partners like TRUSTe. Through the PrivacyChoice Blog I have advocated an open approach to the dialog about best and worst practices in the marketplace. Consumers (and regulators for that matter) can smell a non-transparent, "back room" process a mile away. Companies can regulate themselves effectively only if that happens in the open so everyone can see successes and failures as they happen.

What is the revenue model for Privacy Choice? How is the company funded and how many employees do you have today?
The project has more than a dozen ongoing contributors, including web application developers, add-on authors and researchers. We collect fees for the license of our platforms and data, and have started offering subscription services for websites to monitor and certify their third-party data practices.

Are browser and server-side cookies a bad thing for consumers? 
Cookies are incredibly useful to the browsing experience, as are other methods for a website or ad platform to store data locally. Cookies can be very helpful as a means for the user to signify their preferences about online tracking, as long as those preferences can endure, either through an add-on or something like our new Privacy Bookmark.

The fact is, there are plenty of ways to track users without using cookies. The task for the industry is to define the rules for preference setting and provide processes to ensure those preferences are observed on the back-end.

What are your views on self-regulation by the advertising industry? Can it work?
The new framework for enhanced notice and choice has great promise, so long as a critical mass of companies in the ad delivery chain adhere to it. I'm looking for three indicators of success for the new program:

· The consumer experience needs to be terrific and sincerely designed to educate and effectuate consumer intent in a few clicks, even if that means a global opt-out, and those choices need to be durable.

· The Network Advertising Initiative or other organizations need to provide meaningful and transparent review of back-end processes, where it really matters most, and it needs to be completely transparent when companies are failing to meet their responsibilities.

· The 100+ companies who are not actively compliant with the framework need to be shunned, which is to say, their data should be considered contaminated and not available for trading by the companies who are complying. NAI members shouldn't transact with non NAI companies, and big companies like Google need to kick non-compliant companies out of their exchanges.

Looking ahead what milestones would you like Privacy Choice to have achieved a year from now?
It's simple: we want to give more consumers a feeling of control over how marketing affects them and their own data profile. Success means delivering this kind of experience to millions of consumers, directly and through
partners and publishers.

Any growing trends that you find troubling in regards to consumer privacy and ad targeting today? Do you expect government legislation?
There will always be some companies who refuse to invest enough in consumer privacy, but they won't survive long in a transparent marketplace because ad buyers won't accept it. If I'm troubled by anything, it is that industry leadership sometimes wants to keep non-compliance behind a curtain, which I think just breeds more distrust and increases the regulatory overhang.

Is Privacy Choice a US-only solution? Any plans to expand internationally?
We already cover a dozen or more ad companies outside of the US, and well over 10% of our consumer traffic comes from outside the US. Because the core opt-out and opt-in methodology is the same, we can cover consumer preferences globally, but at some point in the next year we will look at localizing our consumer experience in other languages.

Follow Privacy Choice (@privacychoice) and AdExchanger.com (@adexchanger) on Twitter.
September 24, 2010 – 12:09 am

Targeting Technology

Peer39 Announces Latest Supply-Side Integration With Rubicon Project

December 14, 2010 – 8:50 am
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Peer39 announced today that it has integrated its semantic targeting technology into Rubicon Project's REVV platform. From the release, "This partnership will also allow the more than 600 demand sales channels (ad networks, exchanges, DSPs, etc.) that transact in the Rubicon Project’s REVV Marketplace to optimize their display advertising campaigns based on Peer39 cookie-free semantic targeting." Read the release.

Peer39 CEO Andy Ellenthal discussed his company's strategy and semantic advertising's potential.
AdExchanger.com: Why is it important to be embedded within exchanges and aggregators?
AE: It is important for us to be “plugged into” major inventory sources, such as exchanges and aggregators, for a number of reasons.  These inventory sources have different needs than buyers.  Semantics provide great solutions to buyers, exchanges, and aggregators, but the value for each varies.

First, aggregators’ main role is to manage and sell the inventory that was not cleared through their publisher partners’ directs sales channels.  This non-premium inventory stream still provides strong value for advertisers.  We help determine the value of that inventory by giving sellers the opportunity to see it in the form of ad categories of impressions, at scale, and set pricing appropriately.  We all know that Finance, Auto, Health, and Travel should sell at a higher price than News or Science.  With semantic power on their side, buyers and sellers are able to select the categories that are most valuable for their individual goals, forgoing less suitable inventory.

Second, inventory sources need to make buyers feel comfortable. Quality of sites and protection against pages that might be questionable is essential.  To be clear, I’m not talking about ad verification here.  I’m talking about alignment.   Advertisers have varying sensitivities and cautions.  Some brands don’t align with Alcohol content.  Ever.  Period.  Other brands may be more concerned with Hard News.  It’s not as black and white as Safe or Unsafe.  A prominent soda brand may invite Alcohol content, but avoid Health, for example.

Third, many of our partners have a slew of targeting options.  Some are incredibly effective at reaching small, but important, audience segments.  Peer39 provides insights on impressions where there may not be any audience data.  This kind of reach is definitely something special. Also, our presence in exchanges and aggregator platforms increases our data’s availability. Plenty of buyers aren’t coming through a DSP and may not be able to employ Peer39 on their own.

How has semantic advertising and users of your technology evolved in the past year?
What has been remarkably clear in 2010 is that scale matters.  Not a big ah-ha in December, but a year ago we certainly did not foresee a demand to increase our scale by 1000 times.  While the demand for scale has become increasingly necessary due to the greater amount of inventory available, it’s also directly correlated to advertiser demand.  When advertisers see that on a particular inventory source they can access 500 million semantically classified automotive impressions, and they can overlay audience data, they get pretty excited.

Can semantic ad targeting move beyond the PC-browser display channel? If so, what's the next big opportunity?
From our perspective, there is no difference between semantically analyzing and categorizing content for mobile, browser or any other browser. In fact, we're already enabling the publishers accessing our technology to serve semantically relevant ads via mobile devices. Content is content.

By John Ebbert
December 14, 2010 – 8:50 am

Proximic Bringing Contextual Search Technology To Display Says CEO Pieper

December 21, 2010 – 12:09 am
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Philipp Pieper is CEO of Proximic, a contextual technology company, which announced today that it was integrating its technology with real-time ad platform, AppNexus. Read the release.
AdExchanger.com: How has Proximic evolved over the past few years?
PP: Proximic is built on a unique search technology foundation, designed for high performance and precision contextual matching. Soon after developing the initial platform, we quickly identified the strong need for this advanced technology within the online advertising space. In contrast to other technologies, our methodology provides a higher level of flexibility and performance that allowed us to offer more precise, flexible, scalable, and effective solutions for our customers.

Looking back to 2009 when the U.S. advertising market was going sideways, the language independence of our platform enabled us to enter the Chinese market. Focusing on solutions for display and search, we successfully navigated the tremendous growth of the Chinese online market dominated by highly dynamic content, a challenging IP infrastructure, and low valued online ads.

When we entered the U.S. display ad market earlier this year, we already had cut our teeth within the huge data environments abroad, while competitors were still making their platforms RTB-ready back here in the States. We built our data deliveries based on experience we gained working with latency-sensitive large players in real-time.

Why position your company's product as "rich data for digital media trading"?
Monetization of inventory through exchanges and in RTB is a market reality and we have no doubt, that it dominates standardized/non-direct ad buys. Reliable and impactful data is essential in this context. It helps buyers make sense of the impression before placing their bids.

Proximic provides media traders with rich and precise data through our integrated technology platform that combines Contextual Data (to identify website content), Brand Protection Data (to add confidence in ad placement) and Audience Interest Data (to identify specific audience interests). This combination allows for better targeted ads and filtering of content across highly granular topical categories. As a result, our data empowers media traders to make more informed targeting decisions, allowing campaigns to run more effective by identifying premium ad placements, both with confidence and at scale.

What is Proximic's competitive set today? How do you differentiate?
Across the display ad ecosystem there are two groups, those performing media transactions and vendors supporting the media buying. Proximic resides in the support group competing with everyone else who is selling value-added services, tools, and data improving the process of media buying. As we serve different functions around page contextualization, brand protection and audience interest, there’s no specific vendor in the market we directly compete with.

We are focused on applying advanced contextual matching technologies to build unique data and analytics solutions. Unlike other approaches that are based on static set of rules or fixed taxonomies, Proximic works dynamically matching against a self-maintaining and continually changing set of hundreds of thousands of categories. We overlay that granularity level with the data our customers want to target against – whether against categories or keywords – making it directly actionable for our partners.

With all the noise in the vendor space, partners are becoming increasingly focused on 3rd party relationships that give them increased leverage. Our value proposition is compelling as we give partners a fresher and more transparent real-time inventory assessment, better customization around targeting data, and the ability to execute their businesses globally.

Given the current regulatory discussions under way both in the U.S. and Europe in regards to online behavioral advertising, a do-not-track list or any limit on cookie data is good for Proximic, correct?
This is a hot topic right now. There is no easy answer to the trade-off between privacy concerns and the value which behavioral data brings to online ads. End consumers certainly don’t understand the subtle difference between right and wrong business practices (even within our industry there are a lot opinions on the shades of gray). With the discussion around do-not-track becoming more visible by the day, we have to anticipate the possibility of imposed data limitations. Many players in the ecosystem will consequently have to take a serious look at how they run their business practices.

I’ve read many statements lately, saying that limiting tracking will “break the online model” and sites will have less advertising revenues. Actually, those who consider the absence of behavioral targeting as less accurate are misinformed. There is a lot that can be done with analyzing content. Advertisers will continue to reach their audience, only the methods will change. Therefore, we can foresee already that regulation will certainly strengthen Proximic’s Contextual Data business.

But even beyond that I believe the same will apply to our Audience Data business. Let me give some details on how Proximic handles data. First of all, we generate audience interest profiles based-on data originating from our partners. Secondly, we don’t use any personally identifiable data. Instead, we look for contextual signals on the web pages a user visits. Using data that cannot be linked to explicit PII behavioral targeting becomes privacy non-intrusive, which works equally as well as other methods. That’s why we believe “do-not-track” by default is not necessarily the right answer.

Can audience interest and intent data be extracted from contextual/semantic data? if so, how?
Absolutely. At Proximic we analyze contextual signals from the web pages a user visits within our partner’s network. Within that stream of data we have the ability to identify clusters based on signal density. We relate these clusters with topical segments, for which the user has been showing interest. Observing segment occurrence over time, allows us to identify profiles of change in interest. These rich profiles present a powerful basis for optimization and can result in the similar impact as intent data. That said, there are a couple of underlying preconditions that need to be in place to do this effectively. First, it’s essential to have enough signal granularity, so that profiles sufficiently differentiate. Secondly, there needs to be a high degree of processing efficiency and scale.

I would also like to add that intent data gathered from data sellers can be great, but can also be spread too thinly across a client’s inventory, which may lead to a below average effect. By doing a better job at refining data broadly, which a partner already has access to, we can substantially reduce data costs by taking the data seller out of the equation. Plus by “right-sizing” the cost for data it helps to avoid artificial and unhealthy inflation of media cost.

What is your target market from a buyer, seller and vendor perspective?
We’ve developed our solutions to be relevant across the ecosystem. We provide our services to the entire spectrum: Agency Trading Desks, DSPs, Exchanges, SSPs, Publishers and partially to other vendors. Our customers use our data with very different purposes:

With demand partners we tie into their real-time bidding processes by determining the value and safety of a page and making users targetable in a privacy safe way.. This makes inventory more transparent and gives buyers greater control and effectiveness.

For sell–side partners, our data helps increase the inventory’s value across different sales channels. Firstly, direct sales can be supported with better targeting and advertisers can be more confident of their placements. Secondly, with our data, unsold, but clean inventory can trustfully be passed into the RTB channel. Lastly, we help dynamically monitor inventory subsets, that based on their quality, should be routed to other advertising channels.

Do you think large publishers effectively leverage data today? What can they be doing better?
Not entirely. Large publishers have a lot of data, but so far, have not reached the sophisticated levels of data processing that ad networks are currently employing. The easy answer has been to either leave the monetization of remnant inventory to networks, which led to discussions around data usage, or shut down access to remnant inventory entirely and leave money on the table. Both not entirely satisfying solutions.

We can expect this to change on two fronts. First, the tools for analysis of “owned and operated data” for direct sales will improve with solutions such as those Proximic can offer. Secondly, solutions that improve the exchange and control of publisher data for the monetization of remnant inventory will come to market (DMPs are good examples). I am confident next year we’re going to see very interesting developments in both aspects.

What happened with your deals in 2008 to syndicate product listings from eBay, Shopping.com and Yahoo!’s Shopping Network and creating a contextual ad offering? Any key learnings you can share?
In getting to where we are today, we engaged in various use cases that uniquely demonstrated the abilities of our technology. In working with affiliate listings we were one of the first companies capable of taking tens of millions of shopping items and purely based on matching the associated text delivered significantly more relevant matches to a publisher page. However, along the way we found our solutions for the display market to be a lot more impactful and valuable.

These deals allowed us to gain an immense amount experience around keywords and mid/long-tail sites that are fundamental to our current platform. I am certain we will continue to benefit from these experiences as we engage with dynamic creative and optimization technologies serving the need for more performance in display.

How do exchanges and real-time bidding impact your business?
It’s a driver for our business. Real-time bidding is certainly emerging as one of the more impactful ways to monetize impressions for standardized buys. Projections on the growth on this channel vary; however, it is clear that the current volumes of impressions are creating technology challenges for media traders. As an example, the amount of inventory that is theoretically accessible to the demand side is breathtaking. In making sense of that inventory, the processes of data analytics are far too costly for individual buyers and repetitive across all participants. The prohibitive costs and inefficiencies around this type of data call for solutions from vendors like Proximic.

Will you need new funding?
We are currently not raising funds. At this point we’re focused on building-out our market share and ramping-up our sales, marketing, and development efforts and with all the market dynamics in play, we continue to keep an eye out for opportunities. We therefore continually talk with investors to see whether more capital can help us grow faster.

How many employees in the company today? A year from now, what milestones would you like the company to have accomplished?
The Proximic team today consists of 17 very talented individuals.

With Proximic, we have the potential to play a crucial role in improving the effectiveness, confidence, and trust in display ad placement. A year from now, we see ourselves as the leading, trusted reference source for value-impacting data improving the transactional decision making for media traders by facilitating data between publishers and advertisers. In a way, becoming the “The Bloomberg of the Online Advertising Ecosystem".

Follow Proximic (@Proximic) and AdExchanger.com (@adxchanger) on Twitter.
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Social Targeting and Marketing

140 Proof Targeting Twitter And The Social Stream Says Founder Manoogian

October 19, 2010 – 12:05 am


[image: image115.jpg]888 proximic




John Manoogian III is Founder of 140 Proof, which offers targeted, social stream advertising.
AdExchanger.com: How has your previous experience ie. your work as a Creative & Technical Director at Organic informed the development of 140 Proof?
JM: A core part of what Organic did when I was there was try to combine smart creative with smart engineering, using a glue we called "Personas," and it turns out that was a powerful formula. I had the good fortune of working with a number of talented people there who opened my eyes, and the client’s eyes, to the marketing power of personas, these personified clusters of research data.

Personas formed a structure for rapidly ideating and executing against a brand objective without getting getting sidetracked in debates about subjectivity. What frustrated me, though, about personas in my past agency experience, was their manual creation; how slow they seemed to take shape, and how “offline” they were. I wanted to plug them into the data and the tools that we were building for clients. 140 Proof’s persona targeting essentially uses algorithms and massive amounts of streaming data to create and target personas on the fly.

So the answer is: I tried to take what I learned at Organic and mechanize it as a a real-time media platform. I can’t take credit for implementing all this of course: our west coast office is primarily software hackers and tinkerers who have built not just the cloud cluster that does the ad-serving but also the algorithms themselves, most of which are patented and/or top-secret.

What problem is 140 Proof solving?
1. There was really no way for brands to scalably and respectfully access the massive community of influential Twitter users

2. Adding real scale to earned media & PR tactics

3. Reducing complexity in digital advertising

What we’ve seen is that "banner-blindness" has made consumers increasingly immune and annoyed by the proliferation of display ads, no matter the size / shape / etc., and therefore advertisers need to STOP inventing new display formats and instead begin looking more closely at the CONTEXT through which people increasingly consume information: the social stream. 140 Proof is the first and most robust solution for advertising within the social stream.

What would you say about the targeting opportunity 140 Proof creates for marketers - is it upper-funnel, lower funnel?  Brand or DR? Twitter-related-only?
We take pride in being a hybrid platform extending the value of social streams to advertisers. So while we see large brands succeeding on 140 Proof with upper-funnel campaigns that build demand and awareness, we also launch lower-funnel campaigns, which are more transactional in nature, on a daily basis. Brand folks come to us for reach and measurable word of mouth, which we track through retweets. Search folks love us because they can pay per action we integrate into their existing reporting tools.

Fundamentally, the social stream is about discovery and sharing, which means it’s a big brand sandbox of toys for marketers who know how to use them.

We think the opportunity of contextual advertising in social streams extends far beyond Twitter, however. As we talked about earlier, social streams like Facebook, Blippy, Last.fm, and of course Twitter are increasingly the conduits to everything that matters in our digital lives. This trend began with RSS feeds, exploded with blogs and then Twitter, and became mainstream with Facebook. We see the scope of the social “stream” as being wide as the Amazon river and several billion dollars deep.

Please provide a use-case of what you see as typical, scalable 140 Proof opportunity for marketers.
A large-scale example is what we’re working on with Best Buy right now, which is a targeted media strategy with massive US consumer reach through a single cross-channel buy.

What the client has asked for is a simple way to map the different phases of the shop/buy/own cycle to separate messages. Because Twitter extends from the web to the desktop to the device, we were able to use 140 Proof’s targeting to hit consumers with separate messages at home, while browsing the web, and then later with more lower funnel messages via mobile, all through Twitter.

Looking more closely, can you discuss the targeting parameters your platform offers?
140 Proof’s patented persona creation and targeting system supports a rich set of targeting criteria based on consumer interest signals in public API data. What we do, in a nutshell, is offer the power of persona-based targeting with the simplicity of a checkbox-based selection. Advertisers deliver a profile of the targeted audience, eg. 18M g. "Progressive Urban Tastemakers, Males 24-29."

New persona definition (eg. Tech Influencers, Mommy-bloggers, Financial Investors, etc.) use demographic input from advertisers and are stored as "keyword clouds" within the advertiser's account in our system. The keywords are comprised of:

· Interest Signals: keywords mentioned; content of links shared; type of users followed.

· Plus demo criteria: geo-location; gender; OS; application platform (eg. Windows, Mac, smartphone, etc)

We have a growing library of personas defined by the above parameters that are expanded and customized for different campaigns.  We have an Audience Insights team comprised of multiple Engagement Engineers who work against advertiser criteria and iterate keyword searches over time to precisely define persona audiences. Keywords used are conversational in nature and include names, places, topics mentioned, searches, and hashtags.

And, what about "intent" - intender data is big in display. Is targeting "intenders" possible through social media, in general, and 140 Proof, in particular?
Definitely! We’ve worked with brand clients to develop custom personas around such specific buying targets as “Mac Switchers”; people who own Windows computers but intend to research and/or purchase Apple products.

How does pricing work?
Brand campaigns are traditionally run as CPM (in the ~ $10 - $14 range), since impressions are the lens through which brand media buyers tend to view the world. We also do lower-funnel search campaigns on a CPC basis (~ $1 - $2 per click) for marketers who are DR-focused, and no matter the cost basis, we always report on all engagement metrics (Retweets, Replies, Clicks, Favorites) for agency campaigns.

Are you ever concerned that Twitter could effectively "shut off" opportunities that 140 Proof offers?
All platform businesses, from PayPal to Zynga, experience bouts of uncertainty at some point in their growth related to behavior of platform partners. We believe Twitter has built a valuable and vibrant ecosystem of players who create value throughout the Twitter food-chain. Since 140 Proof passes significant revenue back to all our Twitter publishers, we’re proud to be a primary revenue source for Twitter ecosystem developers. We’ve also worked closely with Twitter before and during the launch of its Promoted products for advertisers, specifically with the advertising and executive team leads — and we look forward to continuing those relationships and creating more value for the Twitter ecosystem, and for advertisers.

What about funding - can you see dipping into VC wallets again? Is 140 Proof profitable yet?
As a private company we don’t discuss our financial situation, but 140 Proof has had an extremely good 2010 year in both ad sales and network growth, and we look forward to continuing to deliver the same excellent growth and value back to all our investors.

A year from now, what milestones would like 140 Proof to have accomplished?
To have cemented rock-solid relationships with Twitter and other social stream providers, to have 100% satisfied parter-publishers, and to be the premium social stream advertising service in the US market.

Follow John Manoogian III (@jm3), 140 Proof (@140proofads) and AdExchanger.com (@adexchanger) on Twitter.
October 19, 2010 – 12:05 am

ChompOn Looking To Displace Some Of Display Advertising Says CEO Yam

September 29, 2010 – 12:09 am
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Samuel Yam is CEO of ChompOn, a platform for group buying.
AdExchanger.com: Where did you get the inspiration for the ChompOn concept?  And, how is the company funded today?
ChompOn originated as a Stanford Computer Science Senior Project back in 2006. At the time, the concept was based on local coupons, since Stanford Student Enterprises would go to local businesses and sell coupon spots in their directory which was distributed to all students. At the time, we thought it made a lot of sense to move local deals online, but we put the project on hold after graduating. After the success of Groupon, however, we revisited the concept - Stanford Student Enterprises is now one of our clients, and plans to launch a Stanford group-buying service powered by ChompOn in Fall of 2010.

The company is currently bootstrapped. I'm personally a big fan of self-funding until there is an actual product that can be battle-tested.

What problem is ChompOn solving?
The fundamental issue we're solving is how to get local businesses visibility online. If you look at Groupon today, one of their biggest problems is not being able to distribute out their deals quickly enough. They're starting to explore personalization of deals and "deals nearby", but their main distribution channel is still email and groupon.com. Our goal is to entirely decentralize the population and distribution of deals, allowing any website to distribute deals and allowing any merchant to provide its deals for distribution.

Why do you think an offering like Chompon's will succeed as opposed to emailed daily deals of GroupOn today?
The whole re-emergence of email marketing is actually a really interesting trend in itself. With the proliferation of deal and discount sites all revolving around email, however, user fatigue will inevitably settle in - if it hasn't already - and our prediction is that there will be much more caution around signing up for new email lists.

The advantage of ChompOn's drop-in distribution on content sites is that users' browsing behavior doesn't have to change. Deals will ultimately displace some of the existing display advertising on sites, and you won't need to check your inbox or click over to a deal site when you're looking for a great deal - they'll be all around you on the sites you already frequent.

What's the target publisher market?  Do you think so-called premium publishers could want this?
Publishers with an existing audience stand to benefit most from ChompOn's group-buying platform. Instead of monetizing only through ads, publishers can essentially leverage their content site to sell goods - at a much higher margin - to their audience. Even premium publishers are always looking for more effective monetization channels.

Additionally, display ads may command a range of eCPMs (Groupon was charging approximately $10 for the display ads that used to run on their site), but being able to serve targeted and desirable deals to users will always trump both performance and brand ads - which is why Groupon replaced all their display advertising with "deals nearby" on their own site.

Please take us through a use case on how ChompOn works for the publisher? And, how does pricing work between ChompOn and the publisher?
The ChompOn platform truly is drop-in for the publisher. Once the publisher installs the widget onto his site, he can either start selling deals from merchants that he has personally negotiated with, or start selling deals from other publishers and merchants. ChompOn takes a cut of the revenue for providing the platform, payment solution, and possibly the deals being sold.

Any thoughts about leveraging the datasets you're collecting - perhaps re-selling cookie data or offering retargeting of deals through display ad exchanges?
Data privacy is actually extremely important to us. We do not contact the publisher's users, and the publisher can always download his user data at any point. We do anonymously leverage user data, however, to provide better deal targeting across our network of publisher partners. This allows us to guarantee that the deals users see are relevant and tailored to their personal tastes.

What's your approach to the creative?
Deal creative is unique because of the extremely limited time offering - creating a sense of urgency - and understanding that the deal actually provides a great value to the user.

Can you characterize how ChompOn's model is similar to an exchange?
The value in our platform lies in the ability for publishers and merchants to leverage the ChompOn network to distribute and populate deals. Similar to an ad exchange, ChompOn allows deal inventory to flow between publishers, and the platform will eventually allow for bidding and accepting of prices to distribute deals across publisher sites.

A year from now, what milestones would you like ChompOn to have achieved?
With the right publishers, we'd like to have a reach of several million users viewing the deals through our platform. Although Groupon has recently grown rapidly, they began this year (2010) with just around 3 million subscribers while still generating quite a bit of revenue, so we have high expectations to bump up our publishers' revenues.

Follow Chompon (@chompon) and AdExchanger.com (@adexchanger) on Twitter.

September 29, 2010 – 12:09 am

CEO Monfried Says Lotame Positioning As Ad Network, Data Management Platform Depending On Client Needs
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Andy Monfried is CEO of Lotame, an advertising technology company.
AdExchanger.com: Lotame is on the Comscore list of ad networks? Overall, how do you position and differentiate Lotame today?
AM: That’s a great question, and the answer is: It depends.  For example, some agencies work with us as a one-stop shop for media procurement, creative development, and ad delivery. In those cases you might call us an ad network (or an agency trading desk!). In other scenarios, our clients use our platform in a self-serve fashion in order to build their own data network. You might call that a Data Management Platform (DMP). However clients want to work with us, we offer a superior way to organize otherwise unstructured publisher data in a way that makes true audience marketing possible through Crowd Control, our platform.

Please share a use case of how the co-op works for a publisher.  What are the revenue implications from both a data and media perspective?
A publisher can work with Lotame by participating in the media co-op, by entering the data audience marketplace, or by using our Data Management Platform (or any combination). Right now, the greatest revenue implications for publishers come from the media co-op, because that is still where most ad dollars are spent today. However, the data market has evolved quickly, and as a result, we are seeing much higher demand for data that is purchased separately from media.

But what is that data?  It’s not intender data.  The overwhelming majority of publishers today don’t have a commerce engine, nor are they the point-of-purchase departure that you find through search. But to say that intender data is the only valuable data in this ecosystem is nonsense.  For intent to exist it must first be sparked, and sparking intent is exactly what most publishers do. As a result, we’re investing significant resources in building easy-to-use audience-building tools and audience and data revenue analytics for non-purchase intent publishers so that they can aggressively partake in the new data and audience ecosystem.

Who is in your target market today? (marketers and publishers)
We have 4 lines of business:

1. For marketers, we provide audience insights and a way to seamlessly integrate Crowd Control into their audience marketing programs.

2. For agencies, we provide a vertically integrated data/media/creative solution.

3. Our data solutions business supports buyers (e.g. holding company trading desks) who are comfortable with separating and reforming discrete data and media assets.

4. Finally, publishers who have seen the audience economy take off in the past 2 years, and want to participate and add significant revenue to their bottom line, are ideal partners for our technology.

Lotame, like some others, offers above-the-fold targeting. Can you quantify what you're seeing in terms of performance improvements with above-the-fold? How does this affect scale of a campaign?
We don’t believe in the fold.  One of our earliest inventions was InView, which measures the amount of time a reader is exposed to an ad.  Time measurement renders fold position useless: Either an ad was in view, or it wasn’t.  Having said that, I don’t believe that we as an industry are in a place yet where there is a consistent measurement method for ad exposure.  If there was, I think we’d see an even greater influx of dollars, because time spent equals real frequency, as opposed to presumed frequency when an ad call is executed (no matter where that happens on the page).

Any trends you can share about Lotame's client business this year?
We’ve always had strength in CPG and entertainment, and those deal sizes continue to grow. Politics is an intriguing growth area and ideally suited for our solutions.

Publisher CPMs have held steady despite the rocky economic environment, and in some cases are rising as a function of data contributions to our data marketplace.

The other trend: marketers embracing technology.  The marketers with whom we speak understand the ability to segment audiences in ways they couldn’t before. We’re showing marketers how they can use Crowd Control for data segmentation, activation, and insight.

Discuss how you're transparent with your data offering. Also, how does Lotame identify age and gender accurately in its datasets?
Lotame is able to show precisely how every single audience is created for its data offering. We can show what behaviors or categories are included in an audience, the recency and frequency of each behavior in that audience, and where that behavior comes from. Bottom line: there are no black boxes, and we challenge our competitors to be just as transparent when pitching audience solutions.

Our age and gender data comes from registration data, so it is very accurate. From time to time we hear the “oh, reg data isn’t accurate, it’s just a way for people to get free stuff.” In fact, the opposite if true when working with some of our partners who operate social networks or other online communities: if you’re a 42 year old male, you’re not going to lie to your former classmate or friend that you’re a 24 year old female.

How many employees is Lotame today? Profitable? Another round of funding any time soon?
We’re just shy of 60 employees.  As a private company we hold our financial cards close, but we have a healthy business, cash in the bank, and are primed for explosive growth across all lines of our business.

Overall, where are we in the evolution of the ad network model today?
The old ad network model encompassed single, direct publisher relationships for media and data procurement. Ad networks today must use a multi-faceted, multi-partner, multi-tiered approach in order to acquire data and media. Managing this new approach can become very complex — and perhaps impossible, if the next-generation ad networks do not have the proper technologies and processes in place.

Where do you see potential internationally? Don't privacy concerns preclude moving into certain countries given Lotame's data-centric focus?
We recently opened our first office in the U.K., and are seeing business-development interest from Japan. Certainly we are mindful of privacy guidelines internationally, and will adjust our deployment approach accordingly.

What success metrics are your clients using today?  What do you recommend?
I’ll address this from the marketer/agency perspective: Each client has a different objective, so success metrics vary.  Those who look to us for pre-roll solutions care about completion rate for audience-targeted pre-roll, which we’re able to prove is twice as effective as buying pre-roll as a channel — because a channel buy wastes valuable video impressions.  For others, in particular the categories of entertainment and CPG, buyers are interested in viewership and purchase intent, respectively.  For larger budget commitments, we can connect the dots between online advertising and offline sales.

We’re about to release an updated cross-correlation metrics guide from the report we issued earlier this year. The upshot is that any brand marketer who wants to get beyond CTR can measure most of the health of a brand, product, solution, etc., by asking just one question: How likely are you to recommend this to a friend?  We have found that Likelihood To Recommend is the metric most closely correlated to the other leading brand metrics brand marketers already care about (awareness, purchase intent, viewership intent, favorability, ad recall). We see a bright future for LTR.
_
Follow Lotame (@lotame) and AdExchanger.com (@adexchanger) on Twitter.
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Lotame CEO Monfried Says New Funds To Accelerate Lotame Tech Development, Discusses Company Positioning
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Lotame, an online advertising marketing technology company, announced yesterday that it had taken $11 million in Series C funding from all of the company's existing investors including Hillcrest, Battery Ventures, and Pinnacle Ventures. Read the release.

Lotame CEO Andy Monfried discussed what Lotame is going to do with all that cash as well, the data management platform business and the company's views on recent machinations around self-regulation and Do-Not Track list.
AdExchanger.com: What will you use the $11 million for? Tech development, feet in the street...?
AM: The bulk of the additional funding will be used to expand the engineering team responsible for enhancing the capabilities of our data management platform; the sales and marketing teams responsible for bringing our platform and media solutions to the market; and the operations teams responsible for delivering outstanding results for both advertiser and publisher clients.

Have you fully transitioned from being an ad network to being a sell-side-focused data management platform? What ad network "roots" remain - still a part of ComScore's ad network list, for example?
We have fully transitioned to having a focused, well-resourced DMP team and offering. At the same time, we will continue to have a focused and well-resourced media team and offering. Our media team will be a leading "customer" of the platform. The team will use the data platform in combination with proven delivery, optimization and analytics functions to produce exceptional campaign outcomes for our branded advertiser clients. The two arms of our business will be distinct, with each enhancing the other. We believe the only way to understand the true value of data is to actually use it. Our ongoing experience in campaign delivery and optimization will inform the market-leading features, analytics and data packages we build into our platform. Our platform will serve as the ongoing foundation for our advertising solutions.

You've taken the position that you're leading the way around self-regulation. Why? Could you develop a product offering similar to or in competition with Better Advertising?
We take very seriously the need to provide consumers transparency and choice in relation to our collection and use of consumer data. We are ultimately in the consumer-choice business. As part of that business, we strive to help consumers gain the benefits not only of the services we provide (through more relevant and compelling advertising and content), but also of the general privacy options and protections available to them. To back up our commitment in this area, we have both developed and promoted some of our own privacy tools for consumers (such as the Lotame Preferences Manager) and embraced self-regulatory and voluntary programs offering more centralized privacy management tools, such as the industry’s new central Consumer Choice page (www.aboutads.info) and the Open Data Partnership project announced earlier today. We are partners with Better Advertising and plan to continue to collaborate, not compete, with them.

What's your view on the Federal Trade Commission's recommendation regarding a Do-Not-Track list?
Lotame will continue to take a progressive stance in supporting consumer needs in the digital marketing ecosystem and adopting and promoting tools that meet these needs – while favoring innovations from industry, entrepreneurs and other independent players over legislative or regulatory solutions. Though well-intended, the latter (including the FTC's recent endorsement of a Do-Not-Track mechanism) are almost certain to fail in keeping up with the rapid pace of change in Internet technologies, services and business models. It will (ironically) instead likely serve to constrain consumer choices – not only in managing their privacy online, but in preserving their access to the many advertising-supported Internet products and services on which they depend. For more regarding our views on DNT, please see the following blog post: http://www.lotame.com/2010/12/2634/.

What has been a key driver in the data management platform wave? Why are they a necessity?
Publishers recognize the need to leverage and enable the value of their first-party data beyond simply buying third-party data. Their own core audience data is much more valuable to them than someone else's third-party data. Given the fact that a publisher's most valuable asset is its consumer base, DMPs are a necessity: They enable for publishers to effectively segment, understand and monetize that consumer base.

December 7, 2010 – 12:05 am

Media6Degrees Looks To Video, Profitability In 2011 Says COO Pancer
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Ad network Media6Degrees announced last week a new round of funding led by Menlo Ventures as the company "will use the new capital to invest in staff and technology to further develop offerings based on the company’s Social Targeting technology." Read the release.

Media6Degrees COO Andrew Pancer discussed the company's momentum and plans.
AdExchanger.com: Why do you think there is such strong revenue momentum? And, what about profit
AP: From a systems design standpoint, we offer an end-to-end solution that gives us a feedback loop between our algorithms and the actual delivery of the ads using those algorithms. There is a huge piece of the puzzle missing when you are not able to utilize the performance of one to influence the other. The feedback loop is a unique value proposition for Media6Degrees, as most companies build either data sets or advertising platforms, but not both.

We have also kept user privacy as a top priority. Our company was built with privacy in mind, and every iteration of our data science since 2008 has maintained this stance of knowing nothing about the individual. Clients have responded well to this industry-leading approach.

Bottom line, Social Targeting works and consistently outperforms all other forms of targeting by a wide margin.

Finally, one of the main reasons for our success is our team. Our sales and sales support teams are phenomenal, and they are backed by a technology operation that allows them to deliver on the promises we make to clients. That’s why we have a client renewal rate of over 80 percent.

With regard to profitability, due to the growth of the company, we have been investing every penny back into our team and our technology. We run the company against specific investment plans, and plan to be profitable in 2011.

Please share "next steps" with that $17 million. Is it all about building a sales team in the U.S. and globally, for example?
The $17M will be used to invest in our infrastructure, our team and marketing. We process over a billion data points a day. Modeling all of these points to find the best audiences for our advertisers, and then making a decision in milliseconds on what to bid for a cookie, requires significant data processing and ad serving capabilities. We recently launched a new West Coast data center and saw a significant spike in the volume of bids we were able to win due to these improvements.

We are also hiring! We are hiring sales people in all territories, engineers and data scientists.

Our first product that launched in 2008 is an ad network based on driving online transactions. Since then, we have been developing additional products that are in various stages of testing. We will bring them to market in the first half of 2011 and will utilize some of this investment to roll them out.

How is your media buying evolving for your ad network? Do you see direct-to-publisher relationships becoming increasingly important or will ad exchanges be enough?
We do not have any direct-to-publisher relationships. All of our business runs through the bidding platforms. I do anticipate working directly with publishers in 2011, and we have started some of those conversations. We could conceivably build our business entirely on exchange inventory, but we see an opportunity to utilize our technology to help publishers by working directly with them.

Numerous people on our team come from a publishing background, and we understand the challenges publishers face regarding yield, data leakage and channel conflict with networks. We have developed a set of tools to help publishers sell their inventory more effectively. This is one of our new offerings that will go live in 2011. In addition we have been helping publishers increase their overall yield through our current offering. We charge a premium CPM and pay high rates to acquire the best possible inventory for our clients.

As Peter Kafka said in his article about your raise, Media6Degrees is not about leveraging Facebook or Twitter profiles for ad targeting.  But, what is the impact of Facebook and Twitter on your business? How do you see this playing out? 
We do not have relationships with Facebook or Twitter, and we do not collect data from either of them. And this has no effect on our business. We do not target “friends,” so the most obvious Facebook data would not actually help us.

We do believe that Facebook could launch a Social Targeting network, and have great success. By doing so, they would help drive the overall Social Targeting category, which would be great for us.

Are you thinking beyond the display channel for Media6Degrees? Where to next after display? 
We are always testing new solutions for publishers as well as marketers. Most recently, we announced our new video product, which we expect to grow nicely in 2011. In addition we see potential for Social Targeting wherever there is an opportunity for addressable media. Some of these new initiatives will launch in the first half of 2011. Others are still very experimental. Stay tuned!

By John Ebbert
December 20, 2010 – 12:05 am

Sharethrough Leveraging Views And Sharing In Social Video Advertising Says CEO Greenberg
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Dan Greenberg is CEO of Sharethrough, a social video advertising and technology company.
AdExchanger.com: Your bio notes that you were a teaching assistant in a Facebook class in Stanford in 2007. Why is this relevant to your new venture at Sharethrough? Also, gotta ask, how did you "grade" someone in a Facebook class?
DG: The Stanford Facebook class was where I met my company's co-founder, Rob Fan, as well as Dave McClure, a Sharethrough advisor and BJ Fogg, the lead professor who taught the class. The class was originally intended to explore the application of user psychology and digital persuasion theories to test engagement and virality, using Facebook applications as the real-time testing grounds.

The students were split into teams and they each built Facebook apps that tested different motivators and influence strategies. Long story short, many of the teams' projects "went viral" and grew to millions of users in a matter of weeks. Grades were given to teams as a function of their application's user engagement and virality, combined with the thoughtfulness of the team's analysis and approach. Grades or not, everyone in the class got an A for effort.

During that time, Rob and I came together to build some of our own applications outside of the class. By engineering our applications for maximum sharing, we experienced massive and immediate user growth.

Given my history working with brand advertisers and viral video campaigns, we experimented with integrating branded video ad campaigns into our applications via social video ad placements. The user engagement levels were phenomenal, and the opportunity for encouraging organic user sharing gave us and our customers a glimpse of the future. Our volume of social video ad campaigns quickly grew past the reach of our own apps, so we began to build a publisher network of social video sites, games, apps, websites, blogs and social networks, and a technology platform to manage all of those network partners.

That next quarter, I dropped out of the Masters program I was in, raised a round of angel funding, and we officially started Sharethrough.

What problem is Sharethrough solving?
Brand advertisers are spending millions of dollars creating entertaining online video campaigns, but having a difficult time consistently finding the right audiences to watch and share their content in a trackable and transparent way. With 24 hours of video uploaded every minute to YouTube alone, it's impossible to rely on luck and happy accidents to garner audiences for web videos. We provide advertisers and agencies with a repeatable, transparent approach to driving views and maximizing sharing of their videos, and we have run hundreds of successful campaigns over the past few years.

What's the competitive set for Sharethrough?
We're a new kind of social video advertising company. We move beyond impressions and interruptions, building ad products and an ad platform that leverages the power of new media platforms to give creative brand videos the opportunity to reliably reach relevant and engaged social audiences.

How does Sharethrough work?
We ensure views and sharing for brand videos through a few key products:

1. Social video ad products - We are constantly innovating to create ad experiences that provide the most engaging environment for our clients' videos and facilitate easy, trackable sharing.

2. Highly social publisher network - Client videos are distributed across the Sharethrough network of premium social video websites, games, apps, social networks, and advertising exchanges, providing targeted reach to users who will most likely watch and share content.

3. Optimization and reporting platform - We track all video activity in real-time, allowing advertisers to track how their videos are performing across the web and to make informed decisions on how to best allocate budget throughout a campaign.

4. Data and targeting - We incorporate a unique mix of our own social video data, 3rd party data and real-time share optimization to target the most relevant audience for each video campaign.

Can't this model be replicated - how will you win?
The key to social video success is a combination of strategy and technology.

Our campaign strategy team brings expertise from leading some of the most successful brand video campaigns to date, as well as lessons learned from video and marketing innovators like Google, VideoEgg, Feed and Current TV. We understand the art and science behind successful social video campaigns better than anyone on the planet. The world of social video is ever-changing, and we're always a step ahead.

Our technology team operates with lean and agile development philosophies at our core, giving us the ability to adapt quickly to new opportunities and innovate the future faster than anyone in the market. The technology platform we have built over the last two years has been designed from the ground up to drive the type of elusive social video activity that will define this industry. With our most recent round of funding, we are massively investing in product development and aggressively bringing on more brilliant folks to our product and engineering teams.

What is the target client market - both publishers and advertisers? Any verticals you see as particularly well-suited for Sharethrough services?
We work primarily with major brand advertisers, media agencies and creative agencies, providing a platform to guarantee video audiences and maximize sharing.

We deliver those campaigns across an extensive publisher network that provides reach to the most social audiences on the web. We provide innovative ad products to our publishers, helping them generate new revenue streams in thoughtful and creative ways.

We've run successful campaigns across a variety of verticals including gaming, entertainment, CPG, fashion, technology, and beyond, each campaign tailored to reach the most relevant and engaged audiences across our network.

What are pricing models you offer advertisers? Any plans to an engagement pricing model?
We are performance-based, so our clients only pay us for video views. We optimize each video campaign to generate the most sharing possible, and today all of the social activity we generate is free to our customers.

How does the revenue model work for publishers? How do you prevent channel conflict?
We split a generous share of revenue with our publishers for every campaign we run. We've got deep relationships with our publisher partners, and rarely (if ever) run into any channel-conflict issues.

What's your view on Facebook and its advertising potential? Can it compete with Google? Is a Facebook ad network leveraging the power of "like" inevitable?
Facebook is the catalyst that will make social advertising mainstream. It's helped make advertising hyper-targeted to people's genuine interests and has introduced a social element to advertising that is here to stay. Given the reach of Facebook's Social Plugin partners, I don't think it'll be long before we start seeing Facebook ads across the web.

You've recently announced $5 million in Series A funding. What are your top priorities for that cash?
My key priority is to hire more world-class talent in engineering and sales as we build out our technology platform and grow our customer base. 2010 has been an amazing year for Sharethrough, and we're bringing in more amazing people to keep that positive momentum going.

A year from now, what milestones would you like Sharethrough to have accomplished?
I see Sharethrough as the catalyst for the social video advertising industry. By providing guaranteed and targeted audiences for brand video content, we empower brands and agencies to invest in the production of the most engaging and creative video content the world has ever seen. I believe that brands should be entertainers, not interruptors, and the time is now.

Follow Dan Greenberg (@mrdag), Sharethrough (@sharethrough) and AdExchanger.com (@adexchanger) on Twitter.
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SVnetwork Incenting Consumers With Self-Selecting Social Ads Says CEO Samit
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Jay Samit is CEO of SVnetwork, a social ad network.
AdExchanger.com: How does your previous experience inform the vision and strategy for SVnetwork?
Coming from a company that spent over a billion dollars each year on advertising, I was searching for a better way for brands to connect with their consumers. We needed a platform that would empower consumers to select when and how they engage with a brand and away for them to share what they like with their friends.

What problem is SVnetwork solving?
Banner and display advertising simply are not effective. People ignore banners. SVnetwork’s performance brand advertising solution engages people with brand advertising so well that our solution has a 100x higher click through rate than display advertising.

Furthermore, virtually all television, radio, print, and Internet advertising is disruptive. Non-interactive media are by their very nature required to interrupt the consumer and insert the marketer’s message. But by putting consumers in charge of when and where they would like to interact, incentivized engagements on the SVnetwork enable consumers to decide how and with whom they would like to engage with a brand. By self-selecting social media engagements from the SVnetwork, consumers have a greater likelihood of spending time with the message, completing the engagement and sharing the advertisement with their social community across Facebook and Twitter.

What is it about gaming that provides a better opportunity for the marketer and the gamer to interact?
Gamers are focused, engaged and seeking immediate gratification. By exchanging their time and attention for virtual goods, these consumers have a positive brand experience. Getting consumers to become brand ambassadors has always been the Holy Grail of marketers, and tools such as Twitter and Facebook connect have made it easier than ever to share movie trailers, digital coupons, and advertorials.

For example, SVnetwork’s campaign for Microsoft Bing on Farmville was aimed at generating fans for the search engine on Facebook. Bing acquired 425,000 new fans in less than one day (a 360% jump) by targeting Zynga’s social gamers. Microsoft’s data showed that 70% of the fans generated through the actually engagement visited Bing in the month following the initial engagement, and these fans were 2.2 times more likely to use Bing than "organically-generated" fans. Gamers deliver results for brand campaigns, pure and simple.

Given the potential for understanding the user through interaction and the analysis of data, how accurate is targeting in a social environment versus other digital mediums? Is scale possible for the marketer?
We reach over 80 million unique consumers per month, so scale is not an issue. The average consumer spends 40 seconds engaging with our brands – they are so engaged because we are able to target the right message to the right audience. The difference that we provide over alternative advertising options such as display advertising is that all of our engagements are self-selected and user-initiated. Consumers are given a choice of which brands they personally would like to interact with in exchange for something like really want, and this makes ads relevant on a personal level. The tools we have developed at SVnetwork enable us to target our users in a non-invasive manner yet provide them with relevant brand messaging.

What are the common misperceptions you see with marketers today and social targeting?
This is a favorite topic of mine. Many marketers spend a great deal of energy developing complex ways to have banner and display advertising hyper-targeted only to generate an average click through rate of one-tenth of one percent. Why work so hard to have your message ignored? 88% of the consumers we reach engage with the brand and complete the video or interactive experience.

How does SVnetwork differentiate its offering with others in the space?
By tapping into individuals’ motivations, engagements on the SVnetwork provide meaningful value-exchanges at a scale unrivaled by other ad platforms. Alternative advertising methods in digital media cannot deliver the personalization or level of engagement that our performance brand advertising delivers. Again, the self-selecting nature of the interaction makes for a much more personal, one-on-one relationship between the brand and the consumer. Again, when compared to display advertising, SVnetwork delivers 100 times higher click rates, 4 times the media value, and 9 times the impact on intent to purchase.

Publishers in the SVnetwork have identified the passions that drive hundreds of millions of consumers to their sites each month. Incentivitized engagements merely tap into those passions and provide consumers with instant gratification. For example, by completing a brand engagement, the 30 million monthly users of Facebook Causes who want to make a positive impact with their actions raise money for the charities they are passionate about. Zynga’s 80 million Farmville players complete engagements for farm cash to further the development of their virtual agribusiness. IMVU’s 3D community of 50 million registered users complete engagements to outfit their avatars with the latest stylings from their catalog of over 4 million virtual goods.

What do you tell marketers when they're considering working with you - and have little or no knowledge of social media?
We like to explain to marketers that they now have the opportunity to omit the words "impression" and "target" and instead describe their performance with words like "engagement," "time spent," and "user-initiated." Performance brand advertising adds real people, not impressions, to the conversation between brands and the audiences they serve. On average 20-40% of consumers responding to SVnetwork engagements share the brand message to an average of 160 people in their personal network.

I also explain to marketers how television, radio, and print advertising is becoming less and less effective every day. Today the vast majority of brand advertising dollars are overly concentrated in media where consumers are spending less than 25% of their time. The social media revolution is about the billions of conversations, tweets, postings, and feeds created daily by users for their extended social network. Yet, less than 3% of online media dollars are targeting this burgeoning world of consumer-generated content. Social media engagement advertising on SVnetwork removes the middleman and inserts a brand’s message directly in the center of the purchase funnel, improving a brand or product’s consideration during the period when consumers are gathering opinions and listening to word of mouth. Friends provide endorsement, which in turn influences purchase intent.

What's your view on Facebook as they move into the advertising and media space? Can they rival Google? How do you see it playing out?
He who satisfies the consumer best wins.

And... your view to the oft-asked question: "When will brand dollars begin to migrate online in a way commensurate with time spent online?"
The movement of media dollars has begun. In 2010, over one third of the top 100 largest advertisers launched campaigns incorporating incentivized social media engagements on the SVnetwork with millions of consumers participating. In the past year, the biggest brands have moved into social media performance advertising with SVnetwork. Microsoft, Coca Cola, Sony, Disney, Universal, AT&T, P&G, Nestle, Oreo, Toyota, HTC, Kia, MTV, Visa, Sprint, Apple, GE, Nabisco, Miller, Fox, CBS, and dozens of other brands have run engagement campaigns on our network.

Consumers on the SVnetwork spend an average of 40 seconds interacting with a brand. The long duration of time spent interacting with the brand has a direct impact on consumers’ intent to purchase. Brands on the SVnetwork realize 9 times the impact on intent to purchase goods or services from advertisers across many industries including entertainment, automotive, food and beverage, consumer packaged goods, healthcare, travel, technology, and electronics.

What are a few milestones that you'd like to accomplish in 12 months? And will you need more funding?
We are opening our European office this quarter and working towards providing global marketing solutions for global brands. We reach millions of international consumers every day and can target by language, geography, and social score. The next year is really about getting more deeply integrated into the thinking, strategy, and planning of the brands we work with and the creative talents at their agencies.

Follow Jay Samit (@jaysamit) and AdExchanger.com (@adexchanger) on Twitter.

October 14, 2010 – 12:10 am

Traffic Tools: Serving, Quality and Attribution

AdSafe Media Wants To Change Adversarial Relationship Between Ad Networks, Publishers And Ad Verification Companies

September 22, 2010 – 9:56 am
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AdSafe Media announced their new Network Monitor platform today. According to the release, the new platform "enables [ad networks and publishers] to address their ad verification concerns while ensuring the highest possible monetization yield from their inventory." Read the release.

AdExchanger.com: How is the AdSafe Network Monitor platform different than the technology which was part of previous deals announced with ad networks such as the one with InterClick in April?

AdSafe currently has two distinct products in market. Our BrandSafe Firewall is used primarily by Advertisers and Agencies to control the placement of their advertising and to block ads from appearing adjacent to web content they deem inappropriate. Certain ad networks and DSPs are making our BrandSafe Firewall available to their Agency clients. Our Network Monitor is a new product that is designed to holistically address the ad verification needs of networks and publishers. Specifically, it enables networks and publisher to view, manage and segment their inventory in order to address any concerns media buyers may have regarding the brand safety of their pages. All of our products leverage our Content Rating Platform so we can ensure that there can be consistent metrics and healthy relationships across the ad ecosystem. We recognize that some ad-verification services have had an adversarial relationship with network and publishers to date and we hope this product can change that.

How will this affect buyers who already are an AdSafe client and integrate your services into their ad serving? If they're buying through an AdSafe Network Monitor partner such as an ad network, do they need the direct license with you?
The functions of each of our products are complementary to each other, but each provides a different level of brand safety protection. Our Network Monitor is designed to be used irrespective of individual campaigns and does not block inventory, rather it helps networks and publishers streamline their existing inventory management and quality assurance process. Brands and Agencies often choose to separately use our BrandSafe Firewall for its blocking capability. With our Firewall, brands can individually select the type of content that is appropriate for their brand and then have assurance that advertising will never appear in locations they have not preapproved. In each instance, the value, pricing structure and client base are unique for each product.

Can this Network Monitor product pre-emptively block delivery of an ad impression before it sees a new URL or web page?
Our Network Monitor does not have blocking capabilities and it is not designed to be used on campaign level but instead on an overall network or publisher level. Our Network Monitor provides comprehensive analysis of network traffic on a daily basis. This new platform allows networks to see all of their inventory and take pre-emptive steps to control the quality of their traffic. In short, our Network Monitor is designed to put control back in the hands of networks and publishers.

Do you think this product addresses publishers' channel conflict concerns?
We see managing channel conflict concerns as one of the key challenges ad-verification needs to overcome. Our Network Monitor directly addresses this issue by containing publisher URL information between publisher and networks.

By John Ebbert
September 22, 2010 – 9:56 am

ClearSaleing CIO Goldberg Reviews Attribution Across Digital Advertising Today

December 22, 2010 – 12:05 am
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Adam Goldberg is Chief Innovation Officer of ClearSaleing. AdExchanger.com asked Goldberg about the latest advancements and traction with effective attribution modeling in digital advertising.

AdExchanger.com: How does ClearSaleing approach attribution across channels and what are the coming milestones in cross channel attribution? Attribution modeling for an SEM direct response campaign seems pretty straightforward. 
AG: Today, we have the ability to perform attribution across any online channel.  We are able to account for the value of a click, a view-thru, an interact-thru, and video on a conversion.  If we can track that an ad, a video, a direct visit, organic visit, etc., was involved in a conversion, we can attribute credit (profit, revenue, sales, engagement) across those activities in a statistically sound manner.

When it comes to attribution modeling specific to SEM direct response, one needs to be very careful here.  It is rare that SEM is the only channel driving visits to a client’s site.  If there are any other vehicles driving traffic and they are not accounted for in the attribution modeling, then the models are based on an incomplete data set, which will lead to decisions being made on bad data.  Attribution cannot be done in a silo.

We are already capable of doing media mix modeling that incorporates not only the online world, but the offline world as well.  As technology enables us to better track TV and mobile, we will be able to get more granular in our reporting and thus create even more effective attribution models that account for the entire advertising universe.

AdExchanger.com: On the video channel,  do you think video's engagement metrics can work with search and/or display in such a way that a marketer will be able to spend appropriately on each channel?
Absolutely.  Today, in the world of display, we have clicks, view-thrus, and interact-thrus.  An interact-thru is when someone actually engages with the display ad by either simply mousing over it or perhaps by doing something more engaging within the ad itself.  We can track these different types of interactions when it comes to display and provide different attribution weights to these actions when appropriate.

This is really the same for video.  We have the ability to study how a channel performs when it is the first step of a path (introducer), when it is the last step of a path (closer) and when it is a step in the middle (influencer).  By understanding the impact an ad vehicle has relative to its position in the path, we understand how much influence it had on a particular conversion, and then we can attribute the correct amount of credit.   It becomes clear which types of ads generate the most profit.  If attribution shows video to be a huge profit driver, regardless of where it most often occurs in a path, then allocating more spend to video makes sense.  Attribution makes it easy for a marketer to put a value on the importance of ads on their bottom line or to whichever achievement metrics they have set.

AdExchanger.com: Are you seeing attribution helping the search marketer understand display today? Any trends you can share?
Definitely.  Display was seen for a long time as a secondary advertising source relative to search because people rarely click on display.  Even if they do click a display ad, it is rarely the last step of a path prior to conversion.  Therefore, when a marketer looks at last click metrics, display looks like it is bleeding money.

By using attribution, our clients are seeing the real value of display. Since they are now able to measure display impact at a view-thru or interact-thru level vs. only on a last click method, they are able to see how display contributes to their goals.  Display has proven to be great at driving incremental reach, at getting a brand and/or offer in front of new audiences. Clients see how display acts more often as an Introducer or Influencer vs. a Closer.  In order to complete a conversion with a customer, you have to get into their consideration set.  Display is perfect for starting the conversation.  Our clients are moving more and more of their ad dollars into this channel based on the data they get from attribution.

AdExchanger.com: For ClearSaleing's business, do you think about providing attribution metrics that are different for brand awareness marketers versus direct response?
Ultimately, if branding is effective, we should see consumers that are exposed to brand messaging visiting our clients’ sites and converting.  ClearSaleing’s ability to show a Purchase Path (chronological sequence of events a consumer clicked or saw en route to conversion) clearly shows how brand advertising led a consumer to visit their site and eventually buy.  We, therefore, attribute credit to the brand ads.  If a client of ours sees that some of their brands ads rarely result in a Purchase Path, then they would likely determine that those brand ads are not effective.  No longer is it safe to assume that if X number of eyeballs saw your brand ad, then that means good things will happen down the line.  We are tracking that line to definitively know if those eyeballs are turning into dollars.

AdExchanger.com: What about marrying offline attribution metrics to online?  What might be a first mover in terms of metrics? Geo data overlaying in-store sales mapped against geo-targeting digital campaigns?
Today, we are tying offline sales (phone, CRM, bricks and mortar) to online advertising for quite a few of our clients.  There are several techniques we use to do this.  Simply put, if a consumer visits one of our client’s websites and converts offline, it initially appears as if there was no conversion.  What we need to do is get that consumer that purchased through an offline channel back to the website through use of an email that is triggered when an offline sale occurs, or by having the consumer make use of the “My Account” tab many websites have.  Once we get the offline consumer back online, we can see if there are cookies present and if so, we can then match the ads they used to get to the site to the offline order that took place.

When it comes to offline media we are able to account for this in a media mix model.  Today, we cannot definitively say this consumer saw commercial X, then went online and made a purchase.  But we can say that TV deserves X amount of credit for sales in aggregate.  This data helps clients understand how much money to spend in each channel to get the greatest return on ad spend.

AdExchanger.com: What is the biggest misconception about attribution modeling? How do you and ClearSaleing address it?
There are many misconceptions out there.  So many, that I dedicated an entire webinar to the subject of “Attribution Myths and Misconceptions”.

In this webinar, I highlight 12 misconceptions:

1. I don’t have an attribution problem

2. The last click is the chosen one

3. There are no good methods for assigning attribution credit

4. There are no good tools for attribution

5. Attribution can be done with web analytics

6. Attribution can be done in a silo

7. Attribution is about buying the right mix of media

8. Attribution pulls dollars away from search

9. Path analysis is a waste of time

10. A/B testing is effective for attribution

11. Attribution Management takes too much time to be worth it

12. Attribution Management is a silver bullet

If had to choose one as being the biggest misconception, it would be that there are no good methods for assigning attribution credit.  We take our clients through a crawl, walk, and run approach to attribution.  The crawl stage uses a very simple, yet highly effective attribution model.  People always believe that if you do not have a perfect model, you cannot perform attribution.  To combat that I use a quote from Voltaire, “The perfect is the enemy of the good.”  The first model we implement for our clients is one that attributes credit evenly over the team of ads in the Purchase Path.  This model is night and day better than a last click model.  We have proven across every client we have that this model will increase their return on ad spend and shed a bright light on the importance of ads that introduce and influence.  We also recommend, out of the gate, that our clients exclude giving credit to branded keywords that occur in the Closer position of a path.  The logic there is that when a brand term is used at the end of a path, it is almost always the consumers chosen way to navigate back to the site.  We want to give credit to the ads that made the sale occur, not to an ad that was just used for navigation.  The Even Model with Exclusions on brand terms as closers is highly effective.  It’s by no means perfect, but it is a far better, and more accurate method, than giving all the credit to the last ad clicked.

By John Ebbert
December 22, 2010 – 12:05 am

CEO Netzer Discusses New DoubleVerify Trust Index And Brand Safety Research
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DoubleVerify announced what it calls the "First Ever Trust Index" and a report on what the company sees as compliance to its brand safety metrics among a large group of ad networks, demand-side platforms (DSPs), exchanges and publishers. Read the release. And, download it here (sign-up required).

DoubleVerify CEO Oren Netzer discussed the research.
AdExchanger.com: What surprises you the most from the report?
We've been pleasantly surprised by how quickly media verification has become such an important component for every online player - not just advertisers and agencies but networks, DSPs, publishers and exchanges. The networks that are utilizing verification see it as a value add and together, partners across the board understand that increased transparency means increased trust - which ultimately drives more brand dollars online.

For this report specifically, we received an overwhelmingly positive reaction for touting the top performers in the industry rather than focusing on the negative aspects of non-compliance. We want to show that there is major progress happening in the space and it should be recognized. We plan to put this report out every six months to encourage the industry to move forward so we can all benefit.

Can you drill down on the exchanges Google's DoubleClick Ad Exchange and Right Media Exchange? What did you see there?
The data on the exchanges is included in the platform analysis but we don't break it out separately. Over the course of any campaign, it's possible to encounter the following types of non-compliance: instances of ads served out of inclusion lists, in exclusion lists, alongside inappropriate content, multiple ads from the same advertiser, ads alongside a competitor, below the fold ads and ads served to international audiences.

Given the challenges certain publishers and ad networks are having - and which you identify in the report (such as below the fold, international) - are there plans for DoubleVerify to work with these ad networks and publishers to help them improve their targeting?
We're already working with several networks, publishers and exchanges to verify the safety and security of online campaigns, not specifically for the sake of targeting, but with the goal to improve the overall quality of inventory. We help networks especially when it comes the remediation process - helping them to stay a step ahead of problems so when non-compliance occurs, they're prepared to handle it. Media verification is key for the sell-side because advertisers are beginning to demand more transparency on exchange inventory and third-party verification allows networks to increase trust with clients, helps publishers to become more accountable and helps exchanges deliver on the promise of premium inventory without jeopardizing their publisher base. All of this movement toward accountability is crucial in order for advertisers to shift more of their budget online.

By John Ebbert
September 23, 2010 – 12:05 am
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Donovan Data Systems Prez Batson Looks At The Digital Back Office And Agency DNA

November 8, 2010 – 12:05 am
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JT Batson is President, DDS Digital at Donovan Data Systems, a supplier of back office systems to the agency market.
AdExchanger.com: Let's start at the beginning - what intrigued you about coming to Donovan Data Systems (DDS)?
JTB: I was attracted by the scale and the sandbox. DDS provides media transaction systems for media buying agencies in the US, Canada, France Germany, the UK & Ireland across all forms of media.

Here are some pretty impressive stats to give you an idea what I mean: our clients process $70 billion in media billings through our system every year, we have 50,000 agency users, and we process seven million media transactions every day.

Along with our agency clients, we feel pretty strongly that there are some unique opportunities that come with that scale. We’re collectively focused on leveraging DDS’s scale to create value for agencies.

As for the sandbox, the agency technology space is an exciting one. Also, we recently assembled a talented digital product and engineering team here of almost 100 people who are focused exclusively on creating the next generation of digital advertising technology.  There’s a real buzz at DDS right now.

A lot of the issues the digital ecosystem has been working to solve the past five years are ones that DDS has solved before for other media. In fact, when I first joined DDS and described in detail how inefficiently some display transactions happen, I got a lot of “you have to be kidding me” reactions from the product team. Their excitement for attacking these core problems is quite evident.

DDS likes to say "We have agency DNA" and from my short time here, that seems very true.

What is the strategy behind DDS recently announced deal with FatTail? What have been the challenges with the RFP process to-date?
The RFP process isn’t the only thing we’re streamlining; we think it’s just way too hard to buy display ads. One thing we’ve learnt from our success automating traditional media, particularly television, is that you won’t solve the buying process unless you engage with the sell side. The announcement with FatTail is the first of many. Watch this space.

Can you talk a little bit about pricing, the typical engagement and how long it takes to get up and running?
We engage in long-term contracts with our agency clients for all media transactions across all forms of media. We’ve had the same pricing model for years – and it’s enabled us to align ourselves with the success of our agency clients.

We’ve successfully on-boarded major accounts from all six of the major holding companies – and that’s a process that stretches a few quarters if not a full year. The number of agency staff we train is massive; more than 8,000 last year.

When do accurate attribution models for digital (let alone traditional channels) appear? Or can iDesk provide accurate attribution modeling today?
Attribution is important and something that I’m personally very excited about. We are fully supportive of all efforts to crack this nut.

Attribution will be huge, but there’s another issue I think we have to solve in digital. Big corporations can pretty accurately plan how much TV and radio advertising they need buy in order to sell a specific amount of their products. This predictability means companies can project future sales and to view advertising as a sales channel – not as some fun marketing experiment. Achieving the same level of forecasting and sales planning in display is vital to attracting more money into digital.

As automation and technology increasingly streamline the media buying process, what happens to media agencies?  Won't marketers increasingly come to publishers directly through?
The process of buying a TV ad today is more automated than buying an online ad (which is a kick in the gut to those of us who have spent our lives in digital). Sure, agencies have margin pressure in TV, but there’s very little concern about their biggest advertisers going direct in traditional.

Today, agencies have the best technology to plan, buy and optimize TV, radio and print ads. It’s our job at DDS to make sure that agencies have that advantage in digital as well.

Compound that with the fact that digital is demonstrably more complicated to transact and I think you’ll reach the same conclusion as we do: agencies are well positioned for the future. Sure, just like any other business, agencies need to innovate and evolve to meet their clients’ needs, but I’m putting my money on them.

What is DDS doing for creative agencies? What's unique about the creative agency solution in comparison to media?
The creative agency landscape is changing fast and we’re focused on enabling our agency clients to service their advertisers more effectively and profitably.

Long gone are the days when you'd have just a copywriter and art director working on a brief, you now have engagement partners, game designers, information architects and so on, and even media planners, all working together.

Also, our agency clients can have as many as 150,000 employees per group. Agency executives need ways to leverage and manage that scale.

DDS understands this pace of change and our systems, such as BrandOcean and iDesk, are all about managing complexity and supporting global media agencies and creative agencies as they move closer together.

As you look back at your experience with publishers through your time at Rubicon Project, what were your biggest takeaways?
1. Technology companies need to focus. Rubicon was focused on the publisher, DDS is focused on the agency. I think that it’s critical to focus.

2. Publishers have a real cost of goods sold problem and agencies have a real transaction cost problem. Both sides need this issue solved, and solved quickly.

3. This is a media ecosystem – both sides need each other to be successful. Rubicon didn’t automate in a vacuum. It needed good partners. The same goes for DDS.

4. I really came to understand the importance of a good team. Not only is the business more successful as a result and you have happier clients, but it’s a heck of a lot more fun, too.

A year from now, what milestones would you like to have seen DDS and iDesk accomplish?
The short term is simple: we’re focused on two key things. First we’re getting iDesk fully deployed at all DDS client agencies. Second, we’re engaging with clients, and the broader digital ecosystem, to hear what they have to say and find out what they think DDS' role should be going forward.

I’m also really excited about attracting more great talent to DDS.  We’re doing stuff no one else is, and creating some game changing technology for our clients in the digital space.  At the same time, we’re still running the most successful company in our segment!  So this means we’ve got quite a few openings for smart people in product, engineering, and on the business side.

By John Ebbert
November 8, 2010 – 12:05 am

New Digital Media Index Data Showing Best Growth In Display In Years Says Solbright CEO Pace

September 27, 2010 – 12:02 am
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Web publisher solutions provider Solbright released its initial findings from its new Digital Media Index™ (DMI) last week as the "premium" display advertising market rebounds in 2010. Among the data points, "Cost-per-thousand-impression (CPM) revenues in the first half of 2010 rose almost 9 percent from the same period in 2009, while pricing, after experiencing a recent decline, has stabilized." Read the release. And, download the report (sign-up required).

Solbright CEO Tom Pace discussed the new research.
Given your prediction that this will be the strongest year ever for "premium" display, why do you think this will be the case?
It’s all in the numbers. The Digital Media Index makes it clear that Q2 2010 has been the strongest Q2 we have ever seen, and 2010 overall has also seen the best sequential growth in recent years. As far back as we have tracked this data, we have seen very strong seasonal trends. The first quarter of every year has traditionally been the weakest quarter, with revenue trending up significantly in the second and third quarters, and the fourth quarter coming in the strongest. These strong seasonal trends, taken together with record-breaking and accelerating revenue for the second quarter, portend a very strong overall year for the premium display market.

What is the biggest surprise for you in the data?
One of the biggest surprises for us was the recent strength of the newspaper sites. These sites, taken as a whole, had about a 30 percent revenue increase in Q2 over the same period last year. While there were some other segments that had even better performance, 30 percent is certainly respectable. This strength may be attributable to a growing advertiser preference for local reach.

What is the value proposition for your clients in having this data made available publicly? 
Keep in mind that we are not reporting any organization’s specific data here, and that all reported information is aggregated from across our client base. Our clients represent the top premium publishers in the industry, so they see tremendous value in being able to compare their own pricing and revenue data against the rest of the market. The trends we’ve identified help these publishers set their own pricing and packages in a way that gives them a competitive advantage.

It’s also important to note that the data we’ve been made available for the public only scratches the surface of the trends the DMI can identify. While a significant amount of information will be included in our quarterly public reports, our clients have access to a broader and more detailed view of the DMI findings, and it’s our hope that the information we present will help them make decisions that will have a positive impact on their bottom lines.

By John Ebbert
September 27, 2010 – 12:02 am
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Digital Ad Ecosystem Vibrant, Growth To Remain Robust Says Blackstone Group SVP Allen

November 29, 2010 – 1:43 am
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Ken Allen is Senior Vice President, Blackstone Advisory Partners L.P., an advisory and investment firm.
AdExchanger.com: First, can you give a quick background on you, Blackstone and your responsibilities today? 
KA: Blackstone is one of the world’s leading advisory and investment firms.  The firm was originally founded in 1985 as a boutique M&A advisory firm by Steve Schwarzman and Pete Peterson and advisory has remained core to the firm’s activities for over 25 years.  Our firm has advised on some of the most important and complex transactions worldwide, including advising AIG and Ford in their restructuring during the recent financial crisis, Reuters in its sale to Thomson Corporation, Microsoft in its search negotiations and partnership with Yahoo!, and Xerox in its purchase of Affiliated Computer Services.

I have led the advisory group’s efforts in the Digital Media and Internet sectors since coming to Blackstone from Deutsche Bank in 2007.  I have spent 10 years covering the media and technology sectors and have advised on over $10 billion in transaction value during that period.  In addition to the Yahoo! search partnership, Blackstone has been extremely active in the digital space, having advised on numerous recent high-profile deals such as Publicis in its acquisition of Razorfish from Microsoft, Sapient in its acquisition of The Nitro Group, and BuyVIP in its sale to Amazon.com.

Our philosophy for 25+ years has been to provide thoughtful, objective, and realistic advice to companies and entrepreneurs throughout all stages of a company’s lifecycle, whether during the start-up phase or as a large corporation.  Within the digital media sector and with respect to high-growth emerging businesses, in particular, we find there to be a serious lack of impartial, trusted advisory services.  Many of the small boutiques are simply pushing product to buyers’ corporate development departments and do not have the depth or breadth of relationships with buyers, the long-term strategic perspective, the global reach, or the M&A expertise necessary to provide best-in-class service.  Conversely, the larger bulge bracket firms are not able to deliver the same senior-level attention, the objectivity, or the depth of sector-knowledge that we do.  Finally, our relationship with the private equity side of the business enables us to have a principal mindset and truly put ourselves in the shoes of the companies we advise with an eye toward creating long-term shareholder value.

What's your view of the digital ad technology landscape today?  Are there too many companies?
The digital ad ecosystem is one of the most exciting and dynamic areas within the entire technology sector.  At Blackstone, we spend a good deal of time speaking with and advising the large technology acquirers and investors regarding where they should place their chips next. Digital advertising and marketing is front and center among nearly every conversation we have, whether with the holding companies, interactive agencies, media players, or technology infrastructure providers.

A lot has been made about this market being overcrowded. In my view, the number of companies in the sector is a reflection of the massive opportunity for growth that exists.  Additionally, one’s view on the market fragmentation really needs to be formed on a sector-by-sector basis.  Are there too many long-tail networks that are simply aggregating low-value inventory?  Probably.  However, one could easily argue that, in certain sub-sectors, such as mobile and video, there is a scarcity of companies and a need for new businesses to solve entirely new problems.

I also do not believe it is a particularly productive debate whether there are too many or too few companies in this ecosystem.  As with any major market shift, as we are experiencing here, new innovators will arise to meet market demand for new products and services.  There will be winners and losers, but that is not necessarily a function of the number of players, but rather whether a company has a unique enough offering that cannot be provided by others, and the skills and vision to bring that offering to market.  Among the companies I work with, each has a unique angle on creating value for its customers that, I believe, will “win” regardless of how many players there are in the market today and whether or not the market is deemed by some as being overcrowded.

How do you expect this market to play out in the coming year? More M&A? Attrition? 
I expect a robust M&A market within the digital advertising space over the next several years. Among the prospective buyers I speak with and advise, nearly all are closely examining this sector and figuring out what their next move will be.  Most realize they have some of the elements of what they ultimately need, but are missing certain others.  On the buy-side, there are a number of key strategic assets and capabilities that need to be combined, including:  analytics, optimization, data, creative, business intelligence / insight, and services.  These all need to be brought together in a multi-channel format, at scale, and in real-time.  That is a really hard problem to solve, and no one has done it successfully yet, in my view.  On the sell-side, publishers need to figure out how to maximize the value of their premium inventory and monetize their audiences in new ways.  In the middle, the exchanges are commoditizing low-value inventory, ramping quickly, and expanding their analytic tool sets.  And the networks need to evolve, as we all know, by rapidly gaining scale and/or optimizing targeting and media performance.  All of these trends translate to change and opportunity, which historically has always been a great catalyst for M&A.

Any thoughts on macro-economic trends affecting digital media?
Regarding the macroeconomic environment, while we are out of the woods and, I believe, the risks of a double-dip are low, we are still not where we should be by historical standards at this point in a recovery.  Much of the world today is taking somewhat of a wait-and-see approach to investments, whether they be in people (hiring), R&D, capital equipment, or M&A.  Despite the multiple factors I have noted that are tending to drive M&A, it is rather remarkable that M&A has not in fact been more robust given many of the economic factors in place today.  Technology and Media companies are sitting on all-time high levels of cash.  Debt is cheap and abundant by historical standards.  Valuations are reasonable.  And yet, technology M&A spending globally in Q3 was down nearly 7% vs. Q3 2009, which was near the cycle low (or so we thought).  In October of this year, the picture looked even worse, with y/y volume down 22%.  This somewhat anemic rebound in M&A is due to the significant amount of uncertainty – around the political and regulatory climate, tax policy, and the pace of economic recovery – in the market today.  Until this uncertainty is lifted, M&A will continue to be muted.

Among the companies I advise on the sell-side, I often get asked the question whether now is the right time to pursue a sale process.  The answer, of course, is entirely situation- and company-dependent.  However, I will say that, if you are trying to maximize value over the long-term and you have no need for liquidity today, it is not necessarily the best time to pull the trigger.  There is a lot of supply in the market right now, and demand for M&A is still modest.  Among our clients, the most successful exits over the past year have resulted from in-bound buyer inquiries, which have in turn catalyzed a process.  In certain situations, we are advising clients (if they have the luxury of doing so) to continue to build business momentum and wait until valuations improve and buyers are more open with their checkbooks before approaching the market proactively.

Much has been made about today's stock exchanges and how they relate to advertising exchanges.  Do you think the financial market analogy is appropriate in media? Why or why not?
I agree that this is a rather easy and obvious comparison to make (they are both called exchanges, after all!).  The question is not whether inventory will be bought and sold in an exchange format (I believe a majority of it will, someday), but when and how? With all of the hype around the migration to exchange-based buying, some have extended the analogy and made the assumption that in the next few years the vast majority of inventory will be transacted directly by brands through trading desks linked to a small number of exchanges (e.g. that there will be virtually no difference in the way stocks and ads are traded).  I think this oversimplifies the complexity of how digital ad inventory will be bought and sold in the future; I also believe adoption will be slower than some suggest due to a number of important differences between the financial and ad exchanges, including a lack of (high-quality) inventory, regulation, unit standardization, information asymmetry, governance, transparency, and adoption by the buy-side.  I will go into each of these differences and their implications in a separate post, but the headline is that I believe such differences will limit full-scale adoption, particularly for the highest-value inventory.  The exchanges are going to make a significant impact, for certain, but I do think this impact will happen a bit more slowly than the many predict.

What are your predictions for investment in the sector going forward, including how the VC/Angel landscape will evolve, if at all?
Venture Capital, as an asset class, has not performed well over the past decade and we continue to have too much money chasing too few deals.  We haven’t seen a major shakeout (yet) as many funds have 10+ year lives and as such, the wind-down cycle will take time.  I do, however, think there will be plenty of examples of firms that are not able to raise their next fund (or need to significantly downsize) in part due to bad bets they have made in this sector.

Some have argued that there has been too much capital poured into this space on the part of the VC/Angel community.  While that may be true with respect to the majority of companies that won’t have successful exits, let’s not forget the significant aggregate value that has been created in the sector as a direct result of the investments made.  There have been some tremendous exits; by my math, since 2006, there has been over $18 billion in value realized across 20+ “scale” exits such as Admob, Quattro, Omniture, Interwoven, Blue Lithium, Right Media, aQuantive, DoubleClick, etc.  Most VC’s I know would be pretty happy with the >7x return (based on $2.5 billion invested) that this market has generated.  Of course, the returns have been generated across only a small number of firms.  But in aggregate, the sector has created, and will create, significant value relative to the capital invested.

I think there continues to be very attractive opportunities for investors in this sector.  The overall global advertising market stands at over $200 billion in aggregate value, versus only ~$45 billion allocated to digital.  Not only will core online segments, such as search and display, continue to show robust growth in the future, but over time an increasing percentage of media spend will become addressable (TV among the most notable examples) and therefore present new opportunities.  Buyers, for their part, will become increasingly comfortable with the online channel, further driving digital marketing spend.

Among the VC’s I spend time with, key investment themes tend to be around mobile, video, and multi-channel (particularly online / offline) analytics.  In the exchange / DSP space, I am seeing a lot of interest around platforms that not only facilitate RTB transactions, but also technologies that optimize RTB campaigns by leveraging both 3rd party and primary CRM data.  Given the abundance of data, new tools are needed to add an “intelligence layer” and to optimize audience buys based on that intelligence.  And as I have mentioned, there is a void that needs to be filled by a new breed of technology-enabled marketing services company that can act as a trusted advisor in media planning and campaign management, and that has the proprietary tools to optimize campaign performance across channels.  I believe that these themes, as well as others we have not yet thought of, will continue to create significant opportunities both for investors and strategic acquirers for some time.

Follow Ken Allen (@kw_allen) and AdExchanger.com (@adexchanger) on Twitter.

November 29, 2010 – 1:43 am

RTB And Audience Buying Drives Transition In Online Advertising Says Levine of Foundry Group

September 10, 2010 – 12:09 am
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Seth Levine is a co-founder and managing director of Foundry Group, an early stage technology venture firm based in Boulder, Colorado.
AdExchanger.com: Why get into the venture capital side of the business? Do you ever get the entrepreneurial "itch"?
SL: I first got into venture capital about 10 years ago and I love my job. I was running a few business units for a small public company and while I enjoyed the operational side of my job, I was also responsible for M&A and partnerships and had a particular affinity for the transactional side of my job. While I consistently have the entrepreneurial itch, I actually think this makes me better at investing - it reminds me of why I'm in business (to support entrepreneurs who are the real stars of the show). I've also co-founded a few companies (including Trada which is a company in the Foundry portfolio that helps advertisers better execute paid search campaigns; I wrote about that experience recently on my blog and I'm very close to many of our portfolio companies at an operational level which helps to satisfy the entrepreneur in me.

What is Foundry Group's investment philosophy?
Unlike many venture capital firms that invest in certain geographic regions or specific technologies and sectors, Foundry Group's investing activity is largely driven by a thematic approach. The themes we pursue tend to be horizontal in nature and are often driven by underlying technology protocols and standards or emerging market trends and customer needs. Rather than looking for short-term hits, we focus on themes that have the ability to drive a cycle of innovation (and hence provide multiple investment opportunities) over a period of five to ten years or more. My partners and I have written extensively about this thematic approach on the Foundry Group blog.

You've invested in AdMeld, Triggit, Lijit, Medialets and Trada among others in the ad space.  Foundry Group is an advertising start-up "bull" it would appear. Thoughts?
I'm extremely excited about the portfolio of companies my partners and I have put together at Foundry Group which includes some great ad tech companies which you list above. We think of these investments as part of our "Glue" theme - meaning that they're all essentially connective technologies that help increase the velocity, accuracy, transparency and availability of online advertising. I believe that online advertising is going through an important transition with the rise of real-time bidding platforms and advertisers increasing ability to buy audience vs sites. Our investments in many of the companies above follow that idea. Additionally, mobile is becoming an increasingly important platform as devices become more powerful, more flexible and better connected. Obviously our investment in Medialets - the market leader in rich media mobile advertising - reflects our belief that mobile in general, and rich media on mobile specifically (which is really the kind of advertising that mobile was made for) is a rising area in advertising. We've been fortunate to be able to work with some of the companies and people that are at the leading edge of digital media and I think we've put together a great portfolio of companies in this area (and I'd add Mandelbrot Project to your list above, although we're not talking much about what they're up to yet).

What are some key overall, characteristics that Foundry companies share?
I'll resist the temptation to answer with some superlative VC cliché about how great all our management teams are or disruptive the underlying technologies are becoming.  Rather, I'd say that the one truly common trait across our portfolio of companies is the obsession these businesses have with their product. This product obsession starts with the CEO and pervades the management teams and operations of our companies. They eat, sleep and breathe product.  From my perspective the results of that obsession is obvious when you look at what each of our companies is doing to change their respective markets.

Can you identify a couple of common errors that entrepreneurs make when raising funds?
I think there are two relatively common mistakes that entrepreneurs make when fundraising. The first is trying to do too much in the first meeting. The goal of that meeting isn't to sell the investor on making an investment, it's to whet the investor's appetite and leave them wanting to learn more. Entrepreneurs should structure that first interaction to do exactly that. The second most common mistake is not asking what the process is on the investors side and as a result mistaking activity for progress. Every firm (and angel) has their own process - understanding that process and making sure you know how a firm reaches a decision (who has to be won over, in particular) is extremely important. The adjunct to this point is that while relatively few entrepreneurs methodically do it, it's important to perform due diligence on the investors you're talking with, just as they'll be performing due diligence on you. Find entrepreneurs they've worked with before, in particular those at companies that didn't work out as planned, and ask how the firm and the specific partners were to work with. You can also use this as a chance to understand from a third party both the partnership dynamic within the firm as well as what their perspective of the investment process looks like.

Given the scope and size of Foundry Group's investments today, it would appear you're at an inflection point.  At the very least, your current group can only manage so many investments after all and the fund itself is nearly fully-invested is it not? What's next?
We have a very specific, and somewhat non-traditional view of the firm we're building at Foundry. Our intention is not to create a legacy or have a business that survives the 4 founding Foundry partners. We have no associates at the firm and all do our own work. Our current fund is $225m and our intention is to raise a series of funds of the same size and then be done. As we like to say: "last one finished shuts off the lights". To be clear about where we are as a fund and a firm, we have plenty of capacity to continue to make new investments.

Can you talk a little bit about the growth of the Boulder startup community and what makes it unique to other startup communities such as Silicon Valley, NYC, Boston, etc.?
I think Boulder is increasingly becoming known as one of the leading start-up cities in the United States (for example, here's a recent BusinessWeek story naming Boulder the #1 city in the country for start-ups). And I can tell you from living here that there is a ton of great energy in this community - from TechStars (which started here) to the Boulder Open Coffee Club, to our local NewTech Meetup to Ignite Boulder. Interestingly (and somewhat different than other markets) the Boulder start-up scene is both very distributed (there are a large number of leaders in the Boulder start-up community) and collaborative. I don't know that I've ever been in a city where people involved in start-ups were as willing to help each other out as they are in Boulder.

What are your thoughts about M&A and IPOs - and a successful exit for ad tech startups? Do you see a window developing?
We've all seen the global statistics - August was an unusually strong month for mergers and acquisitions. The interest rate environment as well as the relatively large cash balances of many large corporations appear to be driving somewhat of a resurgence in acquisition activity. I'm cautious that these high level data (driven by large global transactions) will be both sustainable and mean an more favorable overall environment for venture backed businesses. The time I've been in the venture capital business has been perhaps the worst IPO environment since the venture asset class came into being, so I'll refrain from making any predictions about whether we'll see any kind of sustained resurgence of the IPO market (but we can all hope together....)

If a startup wants to get a meeting with a VC for potential investment, any tips? Any tips on pitching Foundry Group in particular?
If you have a direct (or indirect) path to an introduction - through another entrepreneur or someone else you know - that's always the best way in to any VC. It provides additional context which is helpful. That said, many VCs these days (Foundry included) are pretty open about what they're interested in. I always appreciate it when people engage with me on topics that I'm writing or tweeting about. And to give this some additional context, Foundry has funded several companies that first reached out to us because of a blog post (including one company where our first communication was through Twitter).

Follow Seth Levine (@sether) and AdExchanger.com (@adexchanger) on Twitter.
September 10, 2010 – 12:09 am

New Ad Tech Ecosystem Map Released By LUMA Partners’ Kawaja

September 27, 2010 – 12:04 am
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Terence Kawaja of LUMA Partners has provided a revised version of his ubiquitous display ad tech landscape chart.  Download it here.

Kawaja will be discussing how this landscape might evolve going forward at several conferences in NYC including IAB MIXX at 10:30 am on Monday 9/27 and at OMMA Global at 9:45 am on Tuesday 9/28.
AdExchanger.com: Tell us about this latest update to your ecosystem map. Is this the "final-final"?
TK: By definition the chart will never be final since the space is so dynamic. I am still discovering companies.

A few things to bear in mind. This chart is far from perfect. Organization of such a fragmented and dynamic industry is flawed by its very nature. Many companies operate across several categories and there are distinctions within categories. This chart does not include many of the search players which are increasingly overlapping with display nor does it reflect whole categories such as lead generation and ecommerce which likewise utilize display advertising in their funnel, not to mention international companies which are barely reflected. At some point in the future I may construct an uber landscape which captures these and other players.

How can companies listed, or not, suggest changes to the map?
I plan to post this to the LUMA Partners website and will collect feedback from everyone to crowdsource future iterations. In the meantime, please excuse any placements you believe to be inaccurate.

I believe we are in for some interesting times as the space rationalizes and consolidates along with the advent of new strategic entrants.
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By John Ebbert

September 27, 2010 – 12:04 am

Former Omniture VP Andersen Joins LUMA Partners; New Video: Ad Tech… From Hype to Stereotype

October 31, 2010 – 11:39 pm
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Investment banking firm LUMA Partners - led by Terence Kawaja - announced that Brian Andersen, who recently headed corp development at Omniture, is joining LUMA Partners and opening the company's Palo Alto office.

Andersen discussed his new role and his view of the advertising landscape.
AdExchanger.com: Why get into the investment banking business now?
BA: Good question. I’m not sure that I would in the conventional sense. I was in investment banking earlier in my career (M&A group at Robertson Stephens) though for the past ten years I have been working within software companies (Interwoven which was acquired by Autonomy and Omniture which was acquired by Adobe). When I left Omniture/Adobe two months ago, it actually was not my intent to switch back to investment banking, but when I learned of the LUMA Partner’s more strategic approach to corporate development, I saw a good fit. Terry and I started talking and felt that teaming up would create a truly differentiated platform in the market – Terence has extensive investment banking/deal experience and an incredible network, I have significant experience from the “buy-side” perspective, and we both have deep expertise in the digital media / advertising technology space. It was a “no brainer”. I am incredibly excited about this move!

How's your sense of humor?
Good – I don’t think Terry would have accepted me as his partner if it wasn’t. His lighthearted approach and creativity is a real differentiator – and I love the videos. Clearly LUMA is about delivering top quality strategic advice and substantive thought leadership. The humor is a bonus.

When you first saw Terence Kawaja's ecosystem map of ad technology companies, what did you think? And, do you see more M&A or more investment coming in the space?
My first thought was “this guy gets it.” At Omniture, we spent a tremendous amount of time investigating the advertising technology space, and the LUMA landscape meshed with our thinking and helped us identify additional potential targets.

Regarding more M&A and investment, my answer is a definitive “YES!” This is one of the main reasons why I am leaving the corporate/buy-side and joining LUMA. Many companies in the ad tech space are finally reaching enough scale that they have proven their technologies and sales models work, making them more attractive to buyers. There are a tremendous number of companies and consolidation is necessary. I also believe VCs will continue to be active financing ad tech companies. As we have seen over the past few years, the advertising landscape is an incredibly dynamic one, with entrepreneurs hatching new ideas and putting them into practice at an incredible rate. While there has already been a lot of innovation in the ad tech space, I expect we are not done and exciting companies will continue to emerge – and will need funding to do so.

What are the key learnings you'll bring forward from your corp dev roles at Interwoven and Omniture?
A number of things. First of all, I have developed a lot of knowledge about the landscape – just like Terry has in his role on the advisory side. But probably the most important aspect I will bring to the LUMA team – and therefore our clients – is I know how the buy-side thinks. This includes how companies are valued, how approval processes work for acquisitions, identification of key employees and how to retain them post-acquisition, integration, etc. This knowledge is beneficial during the negotiations of term sheet and acquisition documents, and will also help our clients understand what to expect – and prepare them for – what will happen after the acquisition closes.

-- New Video: Ad Tech... From Hype to Stereotype --
LUMA's Terence Kawaja continues his prolific film-making ways with a new work just in time for this week's ad:tech show in New York City. View it below:


October 31, 2010 – 11:39 pm

Tallwave Positioning As Digital Business Accelerator Says Prez Boberg; Venture Fund Coming In 2011

September 1, 2010 – 12:09 am
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Dan Boberg is President of Tallwave, a digital business accelerator.
AdExchanger.com: Where do you see Tallwave fitting in the venture capital, angel and seed investing world? Is it competitive to these silos? Is it similar to Betaworks, for example?
DB: Tallwave is a digital business accelerator that combines traditional consulting practices and start-up incubation services with a focus on cutting edge digital marketing strategy and delivery.  We support a portfolio of emerging companies and also provide digital consulting and media services.  On the portfolio side we focus on marketing technology and media companies.  Our consulting practice has a broader scope which includes  ecommerce, web applications companies and more.  We plan on raising our first venture fund in 2011.  Tallwave is already working with a set of portfolio companies and our fee-based consulting practice is exceeding goals in this first year of operation.

In forming Tallwave, we brought together partners with strong line level as well as executive experience from Google, Yahoo!, Microsoft and iCrossing.  Our partners bring diverse backgrounds including channel sales, digital advertising, product design, product marketing, and finance.  We have a CFO with experience as the CFO of two public companies which is another strength in helping develop early stage companies. We support these companies through capital formation, business planning and strategy, product design, financial planning, marketing strategy, marketing delivery and shared services / outsourcing.

We also have a Marketing Services arm (Tallwave Media) that creates and executes marketing plans for our clients, with a focus on performance marketing.  Tallwave Media provides clients with a team of professionals highly experienced in digital strategy development and program management.  Our team has previously executed plans for Nike, Fujitsu, Cars.com, Coca-Cola, FedEx, O’Reilly Auto Parts, the BBC and others.  With Tallwave Media, we are providing extensive,   large company expertise to our new client base of emerging companies as well as more established companies.

So we’re more active in strategic planning and digital marketing with portfolio companies than most VC’s and our focus areas are different from a Betaworks.  We don’t see ourselves as competitors with any of these channels as we frequently partner with VC’s as well as angel investors to deliver client growth.

What does Tallwave look for, in terms of new businesses, ideas to support via its acceleration and incubation model?
As a team, we have broad experience across nearly all types of digital marketing and the portfolio companies we are focusing on tend to be in the digital marketing and media space.   From a portfolio perspective, we’re not dissimilar from other venture firms in that we look for great entrepreneurs with a solid track record, a strong business concept and an excellent business niche with strong growth potential.

How does Tallwave scale? Is it about more funding, more people? If more people, what skill sets will your company be looking for?
We’ve been very pleased with the response to our business strategy in our first year of operation.  As a result, we are scaling to meet demand in our various sectors:  business planning, marketing services and portfolio company development.    In 2011 we are also planning to raise a venture fund to further support and develop emerging companies.     We will staff up according to client and operational needs.  This could include marketing, finance and operations staff.

Given your experience at Overture and Yahoo! and your CEO's, what are some of the key learnings you hope to leverage with Tallwave?
I came from GoTo.com, Overture and Yahoo!, working my way up the ladder and focusing heavily on building the PPC business that ultimately has made billions for Yahoo! and Google (when Google adopted the Overture model).  I also had the opportunity to work with and lead parts of the Right Media business after its acquisition by Yahoo!  It’s been a tremendous ride but more importantly, the success of Google, Yahoo!, Facebook, Overture, Right Media and others have opened up an entire ecosystem of new marketing opportunities for all of us engaged in the growth of ecommerce and digital marketing.

Jeff Pruitt is a seasoned executive who knows how to successfully develop and scale enterprises, experience he  gained while President at  iCrossing.   That skill set is essential to the success of Tallwave and the companies that we partner with.  Jeff is also one of the pre-eminent thought leaders in digital marketing and his innovative vision is a great asset in looking at new business opportunities.

The potential for emerging company success is great with the right strategy, planning and execution.  Tallwave looks forward to sharing its expertise and to supporting and enabling a new wave of growth in marketing and media technology.

By John Ebbert

September 1, 2010 – 12:09 am

Publisher Ad Technology

Ad Summos Serving Premium Publishers With Ad Network, SSP, And Analytics Capabilities Says CEO Viebranz


October 18, 2010 – 12:08 am
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Curt Viebranz is CEO of ad summos, an online advertising technology company.
AdExchanger.com: A bit of background, first. Once you left Aol, which acquired Tacoda  where you were CEO, did you know you would get back into the start-up "game"? 
CV: Absolutely. First, I re-charged and hung out with my son. After that, it just took time figuring out where to re-enter. Building TACODA was a lot of fun and we thought we could do it again. If you've done it once, it's exciting to imagine doing it again. You mitigate a lot of the risk by bringing the team back together and we've done that at ad summos. We have four members of the TACODA senior management team.

Ad summos - what does the name mean? 
Ad summos is Latin for "to the heights." Our resident Harvard guy, Dan Jaye who is ad summos’ president, coined the name. (He's the one with the degree in Astronomy and Astrophysics & Physics.) Our name is our aspiration and conveys several aspects of our mission. We are serving premium publishers in helping to maximize inventory at the “top of the waterfall.” We are focusing on the top of the funnel of the purchase cycle in building definitive models of intent to purchase. And we also strive to adhere to the highest standards of transparency and privacy in our dealings with consumers, publishers and advertisers.

What problem is ad summos solving?
There are a couple of key problems that our technology solves. One is that premium publishers don't benefit anywhere near as much as we think they should from the behavioral technologies and the data ecosystem as it exists today. We wake up in the morning and go to bed at night thinking about how we can help publishers leverage the value of their hard-earned brands for their advertiser partners.

All too many technologies in our space today extract that value and commoditize these great publisher brands. Our objective is to fill a space in the market close to the publisher. They can maximize value without relying on exchanges or networks and they can do it inside their own ad server. It’s a breakthrough piece of technology that no one else has.

Also, at TACODA, we played an important role in fostering the idea of buying audiences. While the marketplace has evolved significantly since we proved the benefits of behavioral advertising, we have seen proliferation of data collection and use with little improvement in the sophistication and refinement of that data. More data does not mean better data. We believe that our technology can improve the accuracy and effectiveness of online targeting and our early tests indicate we’re well on way.

Finally, there has been very little done to close the loop between ads served online and actions taken offline. With more than ninety per cent of transactions occurring offline, linking the two is critical. We are moving beyond site engagement metrics or click-throughs to show actual results, based on a census not a sample and done with the utmost respect for consumer privacy.

What does your company's competitive set look like? And in what category do you want Ad Summos identified?
When we raised money we were seeking to build a product that looks like nothing else that exists today. It has elements of a premium ad network, and an SSP (sell-side platform), and even an analytics provider. But, unlike each of these, we will focus entirely on serving premium publishers on a neutral, non-exclusive basis. Our technology allows the publisher to control the monetization within its own ad server. The deployment is simple, the tag is lightweight and there is no pass back required.

There appear to be some similarities to a traditional online ad network. Isn’t there still the potential for channel conflict? How will you manage this?
With so many third parties at work in digital media today, there is always potential for channel conflict. We believe we can raise publisher CPMs by better monetizing inventory that is being passed today to networks or exchanges. We intend to add accretive, persistent value for premium publishers after a very short integration - hours, not days or weeks. We recognize that this will only happen if our technology adds similarly persistent value for advertisers, and it is demonstrating that it will.

Please discuss your clients today as well as your company's target market? How do you see this evolving over time? 
Our initial target was the comScore 25 to 250 publisher. We did not anticipate the sort of reception we have gotten from larger publishers and we are quite pleased by that. We already have tags deployed on a number of sites and we anticipate the number growing nicely in the next few months.

Can you drill down on the datasets that are used by the demand-side to target? Is there, as some have said, any "data leakage" for the publisher?
At TACODA, we relied on browsing behaviors collected from our affiliate sites to target ads. The ad summos solution aggregates and refines the best syndicated data available to the demand side and integrates with publisher data in an actionable manner for the benefit of publishers. We don't collect any data from the publisher for OBA but instead leverage the publisher’s data solely for the benefit of the publisher and its inventory yield, so we won't be commoditizing audience the way that most networks and data-gatherers do today.

How will pricing work? Rev share with the publisher? Will you roll out a data payment like you did at Tacoda? 
Ours is a revenue share model as it's the only one that unambiguously aligns our interests with the publisher. Since we are not collecting data from the publisher, there will be no data payment. If at some time in the future we can create sufficient value for the publisher from its proprietary audience data, we will compensate them for the data just as we did at TACODA. Any other use of its data for third party benefit without compensation would be unfair.

Any funding plans for the company? How many employees today and where do you see this going? 
We will likely make an announcement about our investors and some more specific plans in the next month or so. Today, we have eleven employees. We are headquartered in New York and our Development and Operations Center is in Orlando. We also have a development team in India. We see ourselves growing very quickly from here.

A year from now, what milestones would like Ad Summos to have accomplished?
We expect to be working with at least 20 or so of the top 50 publishers online, delivering campaigns from at least as many premium brands. We're well on our way to that.

Follow ad summos (@adsummos) and AdExchanger.com (@adexchanger) on Twitter.

October 18, 2010 – 12:08 am

aiMatch Ad Serving Platform Selected By Photobucket; CEO Wood Discusses Product Line, Industry Trends


October 13, 2010 – 12:05 am
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Today, aiMatch announced that photo-sharing site Photobucket has selected aiMatch's ad serving platform to deliver ads to its more than 45 million monthly unique visitors. According to a press release, aiMatch will help "Photobucket manage sales performance, analyze the data that impacts revenue and take 'intelligent' action based on that data." Read the release.

aiMatch CEO Jeff Wood discussed his company's products and industry trends.
AdExchanger.com: Where would you say a site like PhotoBucket fits in aiMatch's target market?
JW: Photobucket fits nicely into the aiMatch target market because we serve publishers that want to sell more directly and optimize yield across all inventory. Photobucket has a very deep targeting data set and is one of the largest volume sites on the Internet. They need a solution that will allow them to analyze large amounts of data and make it actionable.

If you were a customer, aiMatch's solution aside, what are the key points of evaluation when considering an ad server?
First, I would look for more than an ad server. I would ask “Is the ad server still forcing me to use other systems to answer key business questions?” Most publishers have to manage multiple vendors providing various point solutions. I would look for a comprehensive solution that delivers efficiency across my business and provides better management and use of my data.

Second, after checking off the obvious feature questions, I would concentrate on how the system provides the insights that can make the biggest impact on revenue and on growing the business. Here are a few key areas and questions to consider:

· Business Intelligence (Data Management). Does the ad server collect, and make available, the information needed to manage the business? Does the ad server incorporate all relevant data (order, delivery, financial, audience) and make it actionable?

· Inventory Forecasting. Does the forecasting system take into account all the different ways that the ad platform can deliver inventory? For example, does the system utilize all types of frequency caps, companion banners and all audience targeting? Can it identify which bookings can be reallocated when you are over sold?

· Platform Flexibility. Digital advertising is evolving rapidly, so I would want a platform that allows me to shape the solution according to my business needs. Will the ways in which I can sell or manage inventory be constrained by the technology?

What are your thoughts about the data management platform trend? How does aiMatch fit in?
It isn’t a secret that data is key to making the best use of inventory. Publishers are taking the next steps to manage their data and we recognize this is very smart and strategic for them -- especially since other players are gaining from utilizing the publisher’s data. Our view is that publishers should have a strategy for whom they will allow access to their data, as well as a mechanism for sharing and receiving data. This is still an emerging area for our industry and the needs around data management will continue to evolve. We’re excited because we’ve built a solution that allows for programmatic access to receive and/or distribute data when necessary.

When we started aiMatch, we understood that a publisher’s data is a valuable asset. We took the opportunity to architect a comprehensive advertising platform with data as its core. By building our solution in this fashion, the publisher has the opportunity to utilize not only their own data but also third party data, enabling them to better manage their business.

Our focus is to help the publisher identify and categorize both the data and the audience, and make it easily actionable. Once a publisher actually has the tools to understand and manage their data, they can make intelligent decisions as to when and how to use it for maximum value. At the end of the day, the ad platform a publisher utilizes should be the foundation of its data management strategy.

Ultimately, do you see aiMatch's solution focused on unlocking guaranteed inventory opportunities only -or does it serve non-guaranteed too? If so, how?
The aiMatch platform is focused on actionable insights for publishers to manage all of its inventory, whether guaranteed or non-guaranteed. Most publishers wish they could sell their entire inventory directly, but that is not how it usually works. Our goal is to provide accurate and complete visibility into their inventory and its value across all sales channels.

Once they have found the best method for driving the value of their direct sold inventory, the publisher then needs the best tools possible to optimize how they distribute their inventory to third parties. There are a lot of options for monetizing non-guaranteed inventory. We provide publishers with granular tools to control how inventory is allocated in real time. Whether this is done using our platform or through another partner, this process should be as efficient as possible to ensure that the publisher maintains control

By John Ebbert

October 13, 2010 – 12:05 am

isocket Aims At Premium Self-Service Ad Market Says CEO Ramey
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John Ramey is CEO of isocket, a direct sales, self-service ad platform.
AdExchanger.com: What inspired you to create isocket?
JR: Because the actual process of buying and selling most forms of advertising still sucks. The last company I started dealt with offline marketing – print, direct response, etc. The computer geek in me kept getting really frustrated by how archaic some things were, so I set off to solve the problem.

What problem is isocket solving?
Premium display ads (and the sales processes behind them) have been underserved. There is a market void where products like ours should’ve existed – for example, middle tail publishers with 5M monthly page views who want to do self-service ad sales, but have been stuck using brokerage style services or manually using email, spreadsheets, PayPal and OpenX.

Is isocket's offering about automating the direct sales team, ultimately?
No – we like humans. My goal is to help people spend time on what humans should be spending time on (like building relationships and designing amazing creative) and avoid the stuff computers should automate for them (like payments, date scheduling, stats reporting, etc).

I think too many ad companies want to remove people from the equation. We don’t. Direct sales and premium ads are about one person buying from another – it’s by nature a human thing. One of the reasons we went commission-free was to remove the “circumvention concern” to be a better fit with the human element.

Your first major client was TechCrunch? Why were they a good fit and what can you share regarding what you learned from the relationship?
Yes, TechCrunch was our first customer. The people there are awesome for giving a startup like ours a chance. They were an excellent fit for us and we work very hard to be an excellent fit for them. Our product was essentially a prototype when they called, but we both knew that there was a real problem to solve and we wanted to tackle it together.

They were very forward looking and wanted to take the risks. Some big publishers like ESPN and Sports Illustrated had already left the networks, but TechCrunch was ahead of the curve in their segment. I was excited because they were a great use-case for the problem we wanted to solve, so I knew if we nailed it for them we would have something ready for the masses.

What is the target market for isocket's tools?
This first application is geared towards mid-tail publishers; and subsequently, their advertisers. Direct sales used to be a luxury of the Top 250 because of how laborious and resource heavy it was. We believe direct sales can work for publishers all the way down to the Top 100,000. In other words, maybe 50,000 page views per month and above.

However, we don’t feel like there is one magical formula to go by, which is why we screen each new seller by size, quality, vertical, etc during our application process – after all, direct sales isn’t right for everyone. But it is right for a lot of people who feel let down by the offerings available in the past or thought it was too much of a hassle to try. We hear from publishers every day “My buddy and I run this website and we have advertisers emailing us all the time, but we don’t have the means to work with them.” We’re a perfect solution for these types of publishers.

What technology are you providing the publisher? Does it include ad serving capabilities, for example? 
We try to handle the painful parts, the parts that are frustrating time sinks or the things that are just hard to do as an isolated or smaller publisher. This spans from initial inventory promotion and discoverability through order placement and payment processing as well as ad serving and reporting. We do have an ad server or publishers can choose to integrate with their own setup (OpenX, GAM, etc).

For example, if an advertiser goes to www.techcrunch.com/advertise, they can see the ad packages for sale, pricing, data availability, then place an order and upload creative. The publisher gets an email saying “Congrats, you sold an ad!” – they see who bought it and what the creative is, then they either hit Approve or Reject. If they approve… voila.

Can you help the publisher control their audience data?
Where possible, yes. We definitely believe there are some imbalances regarding who owns data, customer relationships, cookie dropping, etc. I think things will equalize over the next few years. In the meantime, isocket is a toolkit that publishers can do different things with - if they want to control their data they could, for example, only accept static creative files and run them through their own ad server. We believe that if our product is transparent and upfront, both the buyer and the seller can make their own decisions and we’ll do the best we can in the middle.

How does pricing work for the publisher? Rev share? 
We were the first tool of our kind to go commission-free. That means we don’t keep the standard 20-40% of the ad money publishers earn. Our product is more like a toolkit than a brokerage and our model reflects that. It’s a standard SaaS model - publishers pay a flat monthly fee based on their impressions. For example, you can serve/sell up to 5M ad impressions per month for only $99. If you sell $4,000 worth of ads per month, you keep it all (except for CC fees) - compare that to a 25% commission elsewhere. You can see how the economics make a lot more sense for the publisher and it allows us to build a more open product.

A year from now, what milestones would you like isocket to have accomplished?
We’re a seed-stage startup. We struck a nerve with our prototype and now we’re focused on turning that momentum into a growing business. We recently launched our public beta, which included announcing our pricing / features and we started accepted publisher applications. Right now we’re addicted to improving the product through feedback and building something worthy of people’s love. Once we’ve earned it we’ll take the next step forward and grow.

Follow John Ramey (@jpramey), isocket (@isocket) and AdExchanger.com (@adexchanger) on Twitter.
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Operative CEO Leo Discusses New Operative.One Platform And Automation In Ad Ops

October 26, 2010 – 12:52 am
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Mike Leo is CEO of Operative, an online advertising systems company. 
(Editor's note: Operative acquired Solbright last week - read more about the acquisition from Adotas' Gavin Dunaway. And, read the release.)
AdExchanger.com: Seven years as CEO and President for one company is not the norm for digital.  Why does it make sense for you?
ML: I love my job. I work with talented people, great clients, and we’re solving a huge problem that publishers, networks and agencies need solved. Our future is bright.  Why would I do anything else?

What problem is Operative solving today?
There are two certainties in our space:

1. The industry cannot thrive until it becomes easier to do business with.

2. Continual innovation is a requirement for survival.

By giving media companies and their partners freedom from the complexities of the digital value chain, Operative enables both.  Since the ERP evolution of the 1980s and early 90s, you will not find a leader in any other industry that has not brought together all of their value chain processes and systems. This revolution, which is a ticket to the game for everyone else, is only just getting started in digital media.

Without a platform upon which publishers can innovate, digital innovation creates chaos. We provide a business management system that supports the adoption of new innovation (new products that can be offered to advertisers) in the context of the publisher’s current way of doing business, yet integrated all on one platform.

Can you drill down from the big picture and discuss the three biggest pain points that you're solving for clients today?
Sure. We are focused on addressing the following problem areas:

1. Demand-side planning:  With so many different technologies and channels available to monetize inventory, it can be difficult for publishers to understand what and how much is available to sell, and determine the best way to package and price. There is pain associated with managing and optimizing price, as well as pushing inventory to these channels.  Operative.One solves for this.

2. Supply chain management:  The amount of innovation that comes out of this industry is staggering. Ad production technologists like DoubleClick, Rubicon, and BlueKai are a constant source of innovations, increasing the value we bring to advertisers. But if those innovations are not integrated into the business, then chaos ensues.  Production systems are not business systems, and media companies simply cannot grow if they manage production systems independent of one another.  Operative.One enables effective cross-platform execution providing a single view across all production systems.

3. End-to-end ad execution:  For many publishers, product packaging, sales, operations and finance processes are connected manually, and internal systems that handle inventory, CRM and financials don’t talk to each other.  This limits sales productivity, reduces time to meeting impression goals, and causes billing discrepancies. We connect all business processes and systems so publishers can effectively package, sell, traffic, manage, optimize and collect revenue on ads.

Operative.One represents one place to manage demand, one place to manage supply, and one place to execute digital ads.

How has Operative pivoted its business to meet client needs over the past 10 years?
Operative has always been focused on getting the job done for its clients. Ten years ago, we began as an ad operations services company, and over the last six years, we have done significant work to automate those jobs. While the jobs remain the same (whether performed by a client’s staff or ours), our platform creates efficiencies and lowers transaction cost – ultimately getting the job done faster and cheaper.

What is advertising business management?  How do you see this evolving in the next 1-3 years?
Business management platforms are well established in industries outside of digital media. Leaders in business management solutions include SAP, Oracle, Netsuite, Salesforce… and even Wide Orbit, which serves stations and networks. For the advertising industry, business management solutions free media companies from the complexities of the value chain by integrating all of the processes and systems necessary to package, sell, traffic, manage, optimize and bill ads.

In the next 1-3 years, the industry will focus more on the business of advertising, not the system or the pain associated with industry innovation and so many disparate technologies.  Does anyone really need to know how the sausage is made? Does anyone question how a TV ad makes it on the air?  Has a Jaguar salesman ever concerned himself with how (or if) the ABB 6-axis robot is installing the sunroof before it leaves the assembly line?  Don’t publishers succeed when sales people stop talking about ad tags and start talking about how their products maximize brand value?

If you were running a media agency today, what key strategies would you put in place to survive and prosper in the future?
I would ensure that my teams were focused on marketing problems, not technology problems. It’s important for agencies to get control over variable costs and understand how to leverage technology without being in the weeds with it. The number of transactions required to execute a digital campaign are an order of magnitude more than most any other media. If you do not have control over the transactions, it’s difficult to grow a profitable business.  Agencies need to be partnering with providers who have built a business on helping agencies manage transactions, and can take infrastructure off their plates so they can grow profitably, and focus on what’s most important: client relationships and great creative.

What are the funding needs for the company? Profitability? Any plans to go public?
We are profitable and we plan to go public.

Is the DSP model impacting your business? How?
Yes, Operative.One plays an important role with any innovation that our clients choose to adopt.

Ad networks, DSPs, direct to advertisers (and more to come) – these are all viable channels for monetizing advertising assets. The key is having tight controls and a unified view of distribution channels, whatever they may be.  Having one business system ensures media companies can make the right decisions to effectively price and allocate inventory across channels.

What are you seeing from clients today in terms of current momentum?
Publishers are increasingly more focused on direct sales. The deal size is going up and CPMs are going up. And our clients don’t want to give inventory to those who commoditize it.

For publishers looking to get their arms around their data, what do you advise?  And what do you tell them regarding ad network/exchange relationships?
The secret to data is having it all together. Getting it is easy. Analyzing it is hard. The only way to properly analyze data to have it all in one place.

Follow Mike Leo (@rmikel), Operative (@OperativeInc) and AdExchanger.com (@adexchanger) on Twitter.com.
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Publisher Yield Management Tools
AdMeld Hires Time Inc Exec Jason Kelly As Chief Media Officer
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In a press release, publisher-side yield optimizer AdMeld announced that it has hired Time Inc. executive Jason Kelly as its Chief Media Officer. Read more.

Kelly discussed the new role and his view on the digital advertising space.
AdExchanger.com: How has your previous experience - such as your executive role at Time Inc. - prepared you for your new position at AdMeld?
JK: My experiences at Time Inc. sharpened my understanding of the many opportunities and challenges large-scale publishers face today. I am very grateful to Time Inc. and the people there for empowering me to step in and take on a variety of fascinating challenges. I also credit my time at Rapt and Microsoft for laying the foundation of my understanding of this space.

What will be your responsibilities as Chief Media Officer?
Overseeing our global relationships with demand-side platforms, trading desks, and data partners. I'll also be taking on a handful of special projects aimed at serving the web’s largest publishers.

Do you anticipate building out a team? If so, what might it look like?
I'm fortunate to be joining what’s already a great team at AdMeld.  As I get started in this new role we'll undoubtedly look to add team members that represent a cross-section of the ecosystem with one common focus—ensuring that our publishers and partners benefit through the utilization of our platform.

Given your understanding of large publishers today, what would you say is one area they need to improve their digital acumen?
Through my work at Time Inc, as well as Rapt and Microsoft, the common theme I’ve seen with large publishers has been the importance of insight and control in executing a successful ad revenue strategy. In other words, the more a publisher understands their audience and is able to manage the many dimensions of how to sell it, the better positioned they are to realize and capture the full value of their inventory.

As the old sayings go, if you can’t measure it—you can’t manage it, and if you can’t control it—it’s going to control you. Overcoming this means publishers must seek to invest in solutions directly or partner with companies that can help them manage and sell inventory as intelligently as those that are buying it.

At end of the day, what do publishers need most from ad technology partners?
Trust, transparency and actionable insights are critical, and it all must be wrapped in proven world-class technology and best-in-class service.  Given the nature and pace of the online advertising ecosystem and the relationships between buyers and sellers, there is no room for error or under-delivery within any of these categories. The commitment from an ad technology partner must live far beyond marketing and hype…it must lead in innovation, deliver in all areas above and be solidly aligned with the seller in its purpose for success.

What drew me to AdMeld was the overall company ethos and their deep understanding of publishers. Having consulted for publishers and been one myself, I take great pride in joining a team whose members have lived the publisher experience, created new ways to master those challenges, and now work tirelessly to help their customers do the same.

By  John Ebbert
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Krux Digital Says New Study Shows Publisher Challenge As Data Collectors Are Piggybacking On Data Collectors
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Krux Digital released its cross-industry study which it says shows "that data collection on publisher websites is pervasive, sophisticated, and on the rise." From the study: "31% of all data collection is initiated by entities other than the publishers themselves. (...And,) 55% of all third party data collectors employ standard technical methods to usher in at least one other data collector behind them." Download the study and view the data (sign-up required). And read the release where NBCU EVP Peter Naylor says, "Krux's study, for the first time ever, puts the numbers to the scale and economic impact of this troubling market trend."

Tom Chavez is CEO of Krux Digital. He discussed the publisher data-focused study with AdExchanger.com.
AdExchanger.com: Can publishers balance privacy risk and the need to leverage their own site visitor data to drive yield?
TC: Absolutely.   Think of two Venn bubbles, one for consumer privacy, another for publisher revenue; data protection is the intersection of those two bubbles.    By attacking the data leakage problem, publishers give consumers, legislators, and regulators confidence that they're serving as responsible stewards of consumer data.   They also preserve the opportunity to use that data to drive revenue from first-party advertising, commerce, and content operations.   It's a great opportunity for publishers to do well by doing good.

According to the study, "167 external companies were observed participating in data collection across the 50 publishers in our study. The vast majority of them are venture-funded, underscoring the growing market value of publisher data." Why doesn't venture capital fund more publisher-focused solutions?
We are beginning to see this happen after an extended period of VC funding biased towards the buy side.  Krux was launched to address sell side needs for data protection, management, and monetization.  A number of others in the data space have come to market in the last few months as well.  It's safe to say that we can expect additional focus on the space by the investment community throughout 2011.

In that this study aligns well with Krux Digital's business model, were there any results which beyond your expectations or surprised you?
Discovering that 55% of all data collectors on a publisher page usher in another data collector behind them was perhaps the most surprising result -- clear evidence of how sophisticated and well-coordinated data collection has become.  At a general level we knew it was pervasive, but we we were frankly floored by the its scope and scale.  While this is what we focus on day in and day out, we are continually amazed by the number of players with clear designs on publisher and consumer data - and the new entrants we see every day through ongoing analysis in support of our publisher clients.

By John Ebbert

November 10, 2010 – 12:04 am

Metamarkets Enabling Big Media To Effectively Analyze, Price And Predict Inventory Value Says CEO Soloff


December 2, 2010 – 12:09 am

David Soloff is CEO of Metamarkets, a publisher analytics company.

AdExchanger.com: What have you been up to in the 5 months since last we spoke?
DS: Four things: expanding the core engineering team, building the product, deploying with early customers, iterating tightly.

We’re building a very large scale data processing and predictive analytics infrastructure to capture billions of daily transactions on behalf of publishers. We process 2 billion daily events on our infrastructure. We add a terabyte daily to our 250-terabyte clearinghouse of media transaction data. We’re well on the way to aggregating a petabyte of media markets data. Thanks to the collapse in the costs for compute and storage, Metamarkets is capturing primary economic signal to publisher benefit.

What do you mean “primary economic signal to publisher benefit”?
This is data that reflects an economic transaction. It’s a principals trade – one agent in the market has something to sell, another has something they wish to buy. Each party has a set of attributes that perfectly describe the item they want to buy or sell. If we capture billions of these combinations, across geographies, buying agents, selling agents, we begin to describe an entire economic world, reflective of sentiment and activity. If we can process and store enough of this data, we can eliminate noise and locate signal. This data as recently as 9 months ago was too diffuse to capture and too expensive to store -- essentially, global media companies have been forced to behave like a national retailer who would sell billions of items, but due to an infrastructure gap, would expunge nightly all cash register and point-of-sale data, to pretty predictable effect.

Can you provide a use case? 
We provide predictive analytics to a major international publisher of financial content that helps them better access real-time inventory availability across their global site network. We show them current market pricing for their inventory of selected attributes relative to comparable inventory in the market. We enable this publisher’s sales executives to understand quickly and elegantly the booking and pricing curves for different inventory tranches across multiple site zone and audience key value combinations. We graphically deliver data regarding willingness to pay among different advertisers with whom this publisher has transacted business. This is actionable data that this publisher can manually digest, or may route automatically to allocate inventory to capture margin upside. We are working to help this publisher to dynamically price inventory to cross with otherwise-unmet demand. We store historical transaction and order data at scale, enabling this publisher group to access almost 10 years’ worth of their own monetization history in order to understand quickly and seamlessly inventory category and advertiser category trends. For participating publishers on our platform, we provide proprietary market data products such that publishers find opportunity in market trends for the first time.

What problem is Metamarkets solving?
We help global media companies deal with the data fog and confusion engendered by high velocity, shifting markets. Publishers can’t respond to what they can’t see – there is real power in capturing data at scale and providing low-latency, highly-actionable business intelligence. This is a entirely new generation of business analytics for media companies, powered by bleeding-edge infrastructure and an industry-leading clearinghouse of transaction and order data. Metamarkets helps global media companies derive true value from their data exhaust, which is nothing other than the equivalent of  other industries’ cash register, POS, and shipment data. This is real data, reflecting real dollars, and it fuels our analytics and market data products.  On top of our data capture infrastructure, we perform stream processing, post-processing and predictive analytics. We build dynamic predictive models, we syndicate market benchmarks and indexes. My co-founder Mike Driscoll has led the development of a stunning real-time graphical interface to viscerally display trend and uncover opportunity. Transaction data is captured, staged and analyzed in a secure and redundant hosted environment; our analytics and visualization are delivered via the browser, for the benefit of global media companies. Publishers need build, deploy or maintain nothing. (They do however need to remember their platform log-in credentials, though we do reset passwords when folks ask very nicely.)

As with any sophisticated platform, we have multiple infrastructure projects underway at once -- and things are only getting better for our customers and partners. Mike and I knew we were setting out first and foremost to build a technology company to fill the crucial gaps in publisher monetization infrastructure. Our critical differentiators are the team and technology we’ve been assembling. We’ve recruited from Google, Harvard, Stanford, LinkedIn. We co-host events at TechCrunch and are sponsors of the esteemed Data Drinking Group (DDG) here in San Francisco. It’s a fantastic team, part of the larger data hacker community springing out of the startups here around South Park. We’re having fun and building a killer product, though we do find ourselves eating quite a few late night Thai and Pakistani meals at the office.

Any change in the problem which Metamarkets said it was solving in April?
No, only increased focus as a result of validation of our alpha product. Our goal remains what it’s been since we sketched our initial prototypes last year: to enable global media companies to effectively analyze, price and predict the value of their inventory. We’ve seen fantastic uptake and great results with large media suppliers, regardless of inventory class. In the case of one large multi-domain publishing group, we’ve seen aggregate pricing improve well over 25% since deploying our solution across multiple classes of inventory.

We suspected that the media markets were rapidly collapsing upon each other, to the point where distinctions between ‘spot’ vs. ‘upfront’ vs. ‘futures’ were being rendered less meaningful. What we’ve been surprised at is the volatility and dynamism that exists in the electronic media markets. We are heading for a single, electronic, real-time media market. On the publisher side, we’re seeing collapsing premiums for reserved inventory tranches. In certain geographic and contextual super-categories, contangoed futures spreads are tightening or in some cases going into backwardation. Traditional pricing and allocation models are being upended. To quote Dr. Peter Venkman, “Dogs and cats living together! Mass hysteria!” The point is, publishers have until recently not had the data or analytics partners to begin to grasp these market dynamics, let alone exploit them to revenue and margin advantage. We hope to help.

Where do you see the Metamarkets toolset fitting into the ecosystem? Is it a yield optimization tool, data management platform.. an acronym of some sort?
I will defer answering for fear of suddenly showing up on the Kawaja bubble chart. It’s a point of honor that we’ve avoided showing up on that chart. We haven’t been slotted anywhere. Maybe it reflects our orthogonal approach, or the fact that we’re outside the echo chamber here in San Francisco? Regardless, we’re free to build world-class infrastructure to address publisher pain. Acronyms just aren’t helpful anymore. They’ve lost their meaning, become the punchlines to jokes. When there is a real revenue crisis underway among the world’s most esteemed media brands, I’m not sure an acronym is going to do much. I’ve been in this industry long enough to know that there is more than a fair amount of cynical marketing behind much of what goes on.

Metamarkets is a data-heavy publisher-side technology company. We are 90% engineers. Given the enormity of the technical challenge and market opportunity, that feels about right. If there is critical headcount being deployed toward marketing or webinars, that suggests to me a great deal of effort is going into the manufacturing of a problem on the part of the marketer, in the hopes of catching some percentage of the incipient demand the marketing has created. From our perspective, the problem is glaring: data overwhelms media suppliers, over-investment in demand-side technologies has only accelerated the deepening of pricing craters, and publishers are getting creamed. I’m not sure we need a webinar for that. Metamarkets is tackling what I call ‘first order’ problems: price discovery, inferential and predictive analytics, dynamic allocation, market indexing, risk management. If we need to be slotted somewhere, put us in the ‘For Publishers Only’ category. I’ll leave the pigeon-holing to others.

Are you in-market yet? And, what is the target market for Metamarkets?
Yes, we are in market with six alpha customers within our target market of large, integrated global media companies. The requirement for working with us is that we share a vision of how the electronic media markets are evolving: toward a single, dynamically allocated sales channel. For a pub to meet the future, there is some pretty heavy duty infrastructure required, backed up by immense data sets and analytical horsepower.

To this end we are fully integrated with the major ad serving technologies from OpenX, ADTECH and DoubleClick, in addition to custom ad servers that large publishers have developed in-house.

Where does your solution fit within the real-time ad world such as real-time bidding?
The consistent narrative will continue to feature ‘publisher as price-taker rather than price-maker.’ It’s all well and good for a publisher to make inventory real-time biddable, but how in the world does a publisher set about determining fair value for tranches of inventory across multiple, rapidly moving marketplaces? Without the ability to stream process and analyze these events at massive scale, a publisher is bringing a knife to a gunfight. There is no doubt the market is moving toward a real-time protocol. But from the publisher’s perspective, this should not be about simply putting inventory up for real-time bidding. That’s the scenario where the publisher is price-taker. In the version of the story where the publisher is price-maker,  data and analytics enable the publisher to make inventory real-time sellable. Perhaps that’s the acronym right there: RTS. Metamarkets makes publisher inventory available for RTS, real-time selling.

Is there an opportunity for the demand-side with Metamarkets?
No. We are focused on the publisher side only. Publishers have been taking it on the chin for years.

A year from now, what milestones would you like the company to have achieved?
In surfer/NorCal/start-up parlance, we will continue to ‘kill it’ on behalf of global media companies. Metamarkets visualizations, predictive analytics and market data will be running on global media ad ops, monetization analytics, sales and CXO screens all over North America, Asia and Europe. We know it’s a big plan, but if the problem and concomitant opportunity are as immense as everyone knows them to be, half-measures simply won’t do, will they?

Follow David Soloff (@davidsoloff), Metamarkets (@metamx) and AdExchanger.com (@adexchanger) on Twitter.
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Visiblity On Revenue And Third-Party Cookies In Data Firewall Product Says PubMatic CEO Goel

September 29, 2010 – 7:08 am


PubMatic announced its new Data Firewall product which the company says enables "publishers [to] get visibility into 3rd party companies that are tracking the publisher’s audience via pixels or cookies and causing data leakage." Furthermore, the product provides the ability to view revenue by third-party provider (such as an ad network) according to the release. Read it.

PubMatic CEO Rajeev Goel discussed the new product and its implications.
AdExchanger.com: Wait, in your last piece, I thought it was not about "data leakage," - but now it appears that it is? 
RG: Data leakage, audience data theft, too much pixel dropping behind the publisher’s back - call it what you will, but it is a huge problem. My point in the piece you’re referring to was that "leakage" isn’t the best word to describe what is happening because data isn’t leaked from the publisher, it’s being taken from the publisher.

However, we recognize that "data leakage" is what the industry at large seems to be calling it, and we’d rather fix the problem than worry about re-naming it. I wouldn’t be opposed to someone else renaming it though.

Maybe we should conduct a poll at our Ad Revenue 2010 conference on Oct 7; Doug Weaver (Upstream Group) is hosting what I believe is the first ever panel completely dedicated to the publisher data leakage subject. Or maybe people will leave comments here with suggestions.

Regardless of whether or not "data leakage" remains the industry’s term of choice or not, I’ll still think it sounds nasty.

How do you recommend publishers evaluate 3rd party relationships? Is it strictly CPMs?
I don’t think it is all about CPMs. There are a lot of smart and well-respected companies leveraging publisher audiences in ways that greatly benefit publishers. Publishers should take into account several factors when evaluating relationships, including whether or not there is trust and mutual respect.

That said, the ratio between revenue contribution and pixel dropping is arguably the most important factor in deciding how much pixel dropping is too much.

Our Data Firewall product shows both who is dropping pixels at what frequency, and more importantly, what that 3rd party’s revenue contribution is to the publisher. Because not all pixel dropping is a bad thing, publishers need both pieces of information in order to decide if the value trade-off is worth it.

Furthermore, Data Firewall alerts publishers when pixel dropping occurrence in relation to revenue contribution is overly disproportional, which helps publishers know when they need to talk a closer look at the value of their relationships. But ultimately we’re just providing the publisher the information they need to evaluate 3rd party relationships.

Can you discuss the transition that publishers are making today? Do they understand audience-based buying/selling versus placement?
Gaining better control of their audience data is absolutely key for publishers to remain competitive in the online advertising space in the very near term.

Buyers want to target very fine-grained audiences. And they want to do it in the confines of a web site or a publisher brand that makes sense for the advertiser. We are in the early innings of this – some publishers get it and others don’t. From my conversations with publishers, most of them understand how the ecosystem is changing, and some are moving quicker than others to re-tool their sales platforms, processes, and teams for the new environment.

Many publishers, and most publishers PubMatic work with, are transitioning to sell in an advanced technology world of Real-Time Bidding (RTB) and DSPs. They’re also transitioning to multi-platform sales of mobile, video, traditional display, etc. in addition to offline media.

The good news is that all of this change means opportunity. I believe we are on the brink of a seller’s market in online advertising for two reasons. There is an unbelievable amount of new media consumption that is happening with smartphones, iPads, laptops, etc. Equally important, there are a lot of new dollars pouring into the display advertising ecosystem because of all of the innovation going on, particularly in buy-side tools.

By John Ebbert

September 29, 2010 – 7:08 am

John Carnahan Discusses New CTO Role At The Rubicon Project And Product Roadmap


December 17, 2010 – 12:05 am


John Carnahan recently discussed his transition from Fox Audience Network (FAN) to becoming CTO of Rubicon Project as well as his new company's product roadmap. 
AdExchanger.com: Where are you from a tech perspective in transitioning FAN tech to the Rubicon Project? Future product development aside, when will it be completed?
In many ways the core tech is already integrated by the existing relationship. For example pre-acquisition MyAds campaigns have been serving with publishers that also leverage the Rubicon Project’s REVV platform for some time. Of course FAN is not just MyAds. Over the past 4 years FAN has been a leader and a pioneer in building publisher tools focused on audience targeting and ad serving for a wide variety of publishers. We will be bringing the combined set of Rubicon and FAN features to bear with a series of initiatives. The first of these initiatives is to further bridge the gap between MyAds advertisers and publishers using the REVV platform, so publishers who weren’t previously leveraging MyAds and want the additional performance demand can gain that access. Longer term our initiatives will focus on building tools for publishers that provide more control and visibility into the demand sources that are available through the Rubicon Project’s REVV Marketplace, and products that give them a lot of flexibility in how they sell inventory through those demand sources.

How is your new CTO position at Rubicon Project different from the CTO role at FAN?
It is definitely a larger group now but the vision and ability to focus remains constant. In order to be great you have to be different. Rubicon is the natural place for engineers that are working for a valuable and different model for online ad monetization. The biggest difference in my role at Rubicon is now being in the position to evangelize Rubicon’s mission to the tech community. Within NewsCorp FAN was the technical group but this fact wasn’t easily visible to the outside world. With new visibility I have the opportunity to champion not only Rubicon’s goals but also the products to both our customers and the rest of the tech community.

What do you see as the biggest challenge ahead in terms of integrating the former Fox Audience Network technology into the Rubicon Project?
I have worked with the core group for many years, building ad technology at FAN and previous companies (including GoTo/Overture, Yahoo, etc.). Fortunately the FAN and Rubicon teams share very similar backgrounds and philosophy toward innovation. In addition both the talents and other assets for FAN are complementary to the Rubicon team. I lean heavily on the ability of this fully combined team to continue to develop disruptive products in this space. It’s my job to make sure everyone in this group has a sense of ownership and responsibility in what they are building. This ownership must be without pigeonholing which is an issue in a group of this size. Everyone should have a primary responsibility and an opportunity to be effective in other areas. With clear, meaningful initiatives and revenue on the line everyone is hungry to be involved. 
How do you envision the development of the MyAds self-serve advertising platform changing now that it is part of Rubicon Project?
The Rubicon team built REVV to help publishers to maximize yield. One of the critical goals of the platform is to help publishers gain maximum liquidity for their inventory – and MyAds provides an opportunity for publishers to easily increase that liquidity, via access to automated display buying and selling technology.

There are a number of channels that advertisers can use to access inventory in the REVV Marketplace – and very premium inventory, which is nice to be building to – including ad networks, DSPs, exchanges, and publishers’ direct sales teams. The objective is to build efficiency into the display ad market by delivering solutions that make transactions more productive for all participants in the value chain. As part of that effort, the MyAds solution will enable publishers to easily provide direct access to their inventory at scale for all sources of demand – as easily as those demand channels have been able to access search inventory for years, in turn drawing some of those search dollars directly into display.


What's on the product roadmap ahead?
I’m a big believer in setting high-level but concrete and serial initiatives. One upcoming initiative will be focused on bringing access to advertiser search spend in display. Another initiative will give publishers more transparency and control over the value of all their inventory. The roadmap will be derived from these and other high-level initiatives that will allow the combined team to innovate quickly and push the envelope in what we can offer and deliver to premium web publishers.

In your mind, what is the biggest surprise about digital advertising technology in the past year? 

Nothing really surprises me any more. If anything it is lack of monopolization in display ad markets (despite the best attempts of players not to be named here). This fact suggests that there is still much to do in this space to build new marketplaces and drive up revenue for everyone in the ecosystem.

There has been speculation that Rubicon will become its own ad network post the FAN acquisition. Is that true? 
Rubicon remains focused on the publisher and building technology that helps the publishers compete in the online advertising ecosystem. the Rubicon Project isn’t, still doesn’t want to be, and won’t be, an ad network. It’s the world’s leading yield optimization platform – and I believe that with the new combined team and tech assets that the FAN acquisition brings to the equation, we’ll be able to do more and greater things for publishers than ever before.

By John Ebbert
December 17, 2010 – 12:05 am
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