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We've cut to the bone- Now, how do we grow and protect revenue?

If you are thinking about ways in which to grow revenue in Q3
and Q4 2009 with fewer resouices a combination of
technology and serwvices may be the solution you are looking
for.

OnMay 18,2009,0perative and seweral industry leadersmet in
Austin, Texas for the iMedia Agency Summit to debate and
discuss this dtical business issue

According to Operative analysis Mike Had, EVP Sales and
Marketing for Operative, declared that the digital advertising
industry has seen the worst of the recession. After three
straight months of decline in November, December and
Januay, the volume of Insettion Orders flattened in February
and \actually rose in March. Coming at a time when volume
usually dops from Q2 orer Q1, this is an emtiraging sign.

According to a VP of Marketing for a sports marketing
organizaion, Many publishers are seeing an uptick in the
market- in particular, organic growth with existing clientsO
Another VPof Salesat a widget and applications provider for
social media, summarized, We®@e seenthe market pick up,
and we can exped the brand side to follow suit in Q420090
A common sertiment amongst the publisherswas that the
new rule for advertisersand agenciesseemedto be a Ofligh
to what they knowCand that most started to seean uptick in
late Q1that wasimpacting all sedors, with a few exceptions
(for instane retail).

However, with positive signs poirting toward a busier Q3 and
Q4, publishers & let a quanday: ater cutting budgets staff
and resources br the past 4 motths, how do we grow?
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** Data is based on analysis from than 200 publishersand agenciesthat run their campaigns through Operative P either through the
Dashboad enterprise plaform or the Managed Srvices ad tafficking solution.



After opening comments from Operative, the sessionsplit into a handful of smallerdiscussionsduring which more than 80 publishers

compared noteson common barriersto growth. The discussionsfocusedon the operational challengesof driving new revenue and

protecting existing revenue;including a closerlook at the throughput of technology systems, production and execution of advertising

by internal teams and standadl business pocesses $me of the most ommon themes included:

Inability to Proactively Catch 3rd Party Discrepancies

Media companies continue to lose money due to poor
customer saisfacion and billing issues 3rd party data issues
have distressed publishers and agenciesfor almost 10 years
and the drag is even more stark with profit margins so thin
thesedays. In addition to the time and enemy spent debating
them, discrepancies can cause significant loss in revenue
resulting fom make goods and under/eer delivery.

While many publishersfelt discrepanciesremain an issue they
were evenly split on the urgency of a solution. Some felt that
the Ghip had sailedCand that discrepancieswere lower because
of Mrute forceOnternal focus on resolving them, but most felt
that discrepancieswere a major barrier to more (and profitable)
advertising revenues One publisher estimaed that
discrepancies afcted as much as 15-25% of their campagy

Lack of Resources in Ad Operations:

This year most companieswere forced to cut back They have
beentaskedwith having to do more with less Some publishers
felt that due to staffing cuts, their ad operations teamshave not
been able to respondto salesrequestsin atimely manner, and
that unexpectedly large campaigns or unfamiliar rich media
formats can make them scramble, leading to errors, missed
deadlines and lost deals

A Chief Revenue Officer for an instant messagng organizaion
summaiized his table® discussionsaying the Guge demands
put on ad operations via new ad units and integration has
caused ad ops to overlook details in the trafficking process
leading to lost revenueO Many of the publishersin Austin said
that more and more, they are looking to improvements in ad
ops asamajor way to gain productivity and increaserevenue b
either through streamlining teams automating processesor
outsourcing to experts. Other creaive solutions included
giving operations personnel bonuses based on revenue, or
redeploying operations people from mundane tasks like
updating inventory (which they felt could be automated), to
more value-add taskslike developing proposalsor managng
rate cad.

Outdated Processes For Inventory Management:

Inventory managemert continues to be a problem in the
industry and isn® slowing down, since new digital mediums
continue to emerge. Poor managemert of ad inventory
continues to affect Salesability to get proposalsout the door,
and Ad Ops ability to deliver in full. One EVP of Salesat a
publishervoiced that Gellthrough rateswere down 20-30%QIf
a salesexecutive delays an RFPresponseby a day or two
becausethe information needed is locked inside ad ops, it®a
larger problem for the ertire organizdion.

Frustration within publisher salesteams continues to mount.
Anecdotes such as Ghe feedbackloop between salesand ad
operations needs to be improvedOand Qeal-time, accurate
avails are critical to my ability to close deal®D echoed
throughout the ballroom. Many of the groups respondedthat
while real time inventory information is essertial, very few are
getting it.

Inaccurate Pipeline and Forecasting:

Managng pipelinesin today®businessis more important than
ever for a digital publisher. It helpsbuild an accurate revenue
forecast aswell asinform inventory pricing. At one table, 7 of
the 8 publisherssaidthey usea combination of Salesbrce.com
and Excel to do their pipeline managemert and forecasting
but that this combination wasQvoefully inadequate and out of
syndQwith the data stored in other key systems like ad sewers
and billing tools.

Sales leaders felt they were Qvorking in two systemsOD
resewing inventory in the ad sewer and tracking pipeline in

Salesbree or Excel. An SVPof Media Salesat a national sports

site surmised that Geveral publisherssaid their reps are being

told to @old the inventory for certain agencie® Then, the

inserttion order comes much later than expected (about 3

weeks)or doesnt come at all (due to budget cuts), causing
issuesbetween ad salesand ad ops/planning® Challenges
surounding duplicate data entry, lack of synchionization and

poor pipeline visibility continue to plague publisher sales
teams



Solutions That Drive Revenue Growth

The ability to generate new clients and renew current clients as the market swings back will require a renewed focus on the
operational facets of a publisher®digital business At the end of the sessionOperative Founder and VPof Sales Lorne Brown, posed
suggestions on hav some publishers a solving these poblems in oder to capture more revenue with less in the @ming quarters

Real-Time Resolution of 3rd Party Discrepancies
Publisherswould be able to better protect revenue if they had the ability throughout
the month to look at all campaigns acrosstheir network, with 3rd party data listed
alongside their own data, and catch discrepancies prior to billing. Advertising
workflow platforms like the Operative Dashboad allow publishersto store 3rd party Qwith Dashboad, the revenue team was
delivery data alongside primary delivery data. Creating one view whereby both data 215 3 80 [MEEEED (13, AreilEe) Off, ATelh
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customer ciedits, make goods and losevenue. could reach as high as 15% projected vs
actual. Now, their discrepanciesare less
than 3%O- VP Ad Operations, Large
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Partner with Ad Operations Experts
Most publishers want the capability to allocae resources to help the salesteam
respond to a sudden influx of RFF§ even during busy times of ad trafficking.

Managed Services companies like Operative provide a team of Ad Opertions Managed Services has provided reliable
Engneersthat can ramp up and start trafficking adsin 3 days, allowing a publisher® access to. knowledgeable traffickers a
. . . X support staff, and managers eager to
internal ad operations teamsto focuson salesenablemert. Operative providesglobal wale Wil we e AdsiEss sl
support, weekend overage and afer-hours ®verage, so tha ads go up on timege\ery enhanements and recommend best
time. Ad operations engineers are experienced with virtually all of the industry ad pradiices on an as needed basisO- Scott

Maison, Manager, Interactive Advertising,

sewers and rich media technologies Turn-around times are fast, error rates are low, ;
AARP 8rvices Inc

and reliability is high.
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Inventory and rate card management

When your salesteam is responding to an RFPor creating a proposal they need the
ability to seethe amount of inventory available and how many agenciesare in line to
buy that SAVIE inventory. This not only helps prevent over-sold situations, it helps
under-valued situations for new revenue. The Operative Dashboad gives salesthe
capability to quickly generate proposalswith real-time inventory avails Providing
saleswith transpaency and control will allows them to create proposals within
minutes insead of waiting on daa from other depatments.

Nw - iomae W soorcn B oo e O i operative.
Proposal ID: 214 Status: New groposal Sdhond of couivg: [80%

1
’ ‘
B IR s & Terms Y Files o Y Wistory Y Add Placoment Y ‘
|
f PACRADE ‘
Ast. lompreasions.
\ ssarsauci
* ssarsaazn ‘
3.642.317.340
J sat0an

Start Date : End Date :
93/21/2007

03/01/2007

» 23008783
o+ 422330940

76742298
» 4as363768
RRFREIETH
W 1743136703

104132095 O hews - Netwark [CPW | 51151 [
Banner

371 )| News - Network M | 4700 | 57,
3084250

1736376 450

7 ()| News - Network [CPM | 51700
Tow Layer &M

Pipeline and forecasting accuracy

A VPof Saleswants the ability when using Salesbrce.com, to run a pipeline report at
any time during the month that includesup to date information from all outstanding
orders and proposalsin real time. Operative Dashboad gives them that ability and
helpskeepan accurate pipeline resulting in accurate revenue forecasts Through tight
integration with Salesbrce.com, Operative Dashboad prevents re-entry of data
becausefields within the Dashboad proposal auto- populate from the Salesbrce
opportunity, establishinga unified lifecycle where change orders, optimizations and
additions aubmatically sync backd Salesbrce.
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QWith the Operative Dashboad, our sales
team can immediately browse real-time
inventory and execute robust proposals
in under 10 minutes The Dashboad is a
valuable sales managemert tool that
helps my team complete the digital
advertising sales lifecycle, and provides
one system of record centralizing all
adtivity from proposal to billing O- Mark
Westlake, Chief ~ Revenue Office,
TopTenReviews.com



In a downturn economy, many of the media companies we speak to express
frustration around missing advertising revenue targets. The crux of their pain stems
from inaccurate pipeline, re-keying of data between multiple interfaces and a lack of
overall visibility into the digital advertising business What these media companies
need is the ability to sync pipeline and inventory numbers in real time, eliminate
duplicate data entry, and increase efficiency to focus more on salesenablemert.
Operative provides these capabiliies and helps these companies increase
profitability, reduce msts and steamline opestions.

Sin@ 2000, Operative has focused on developing products and sewices that
streamline the processes within the digital advertising lifecycle. Operative
Dashboad?, the industry®leading advertising revenue managemert (ARM)platform,
helps media organizaions manageall aspeds of their digital advertising operations -
from product design, to proposalcredtion, to trafficking and creative implementation,
through to invoicing. Through integration with core technologes (including ad
sewvers CRMsolutions, finance and pricing applications, etc.), Operative Dashboad?
acts asthe central nervous system of an organizdion, pushing and pulling data to
provide transpaency and aligament.

In addition to the Dashboad platform, Operative Managed Services? supports your
businessensuiing timely and worry-free execution of digital advertising. Operative
clients benefit from a dedicated team of technicians trained and well-versedin the
inner workings of your online advertising network architecture, preferred ad sewver(s),
and rich media providers We provide infrastrudure support that increasescontrol
and accountability, reduces trafficking errors, and improves the ability to increase
revenue.

While managng more than 60,000 complex transadions per month for clients
including MSN, NBC Universal Wall Sreet Joumal, Smat Money and iVillage, we
continue to spend every hour of every day analyzing reseaching and developing
tools o make yur digital adwertising more profitable.
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