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Exhibit 1: Concerns Related to Managing Digital Marketing

Despite the movement to increased participation in digital marketing, marketers,
agencies, and media companies alike are still struggling with the complexities of the
New ecosystem.
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NThe greatest opportunities f
ecosystemod and, in the end, securing leading positiond all
rel ate to making the system I

- Marketing & Media Ecosystem 2010 survey and Booz and Company Analysis
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DM~ PRO >operative.

When You Need to Know

State of the Industry: Digital Ad Operatlons
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Innovation=Fragmentation= Complexity
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Less money
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Question:In how many systems does your campaign data reside’

> Over 70% opublisherssee > 90% ofagenciesee datan
data in 3+systems 2+ systems
Number of Publisher Campaign Systems Number of Agency Campaign Systems
250 A 40 ~
35
200 A
30

150 A

100 A

50 A
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Display Advertising Technology Landscape

Dynamic Environment Ripe for Conselidation
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And the winner is . . . Excel.

What's the primary way you keep track of the status of ongoing campaigns?

W N R @28 KIF @S | LI
media and tracking |
platforms...Soyou add that
25570 layer of multichannel touch
points and it can become |
azses almostdzy YI y I IS ot

Excel sheets

WWeb-based project
tracking tool

One centralized dashboard
into which sales and
operational reports ar...

Internal project

tracking tool 18.3% (63)

- Cathleen Ryan, Chief Results OffidgiEA Digital
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Question:Towhat extent do the following situations or demands strain your
current digital ad operations? |
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