Canteractive

It can all be a little confusing...

ry
mization
brandscet

hic
Al
-

sl?tc;-lmedla
efaults
nto

ications

appl

cpc conversions
wE

p.

mg

Inve

chnology
execut
exchanges

._geograp

trust

data

agenmes i

performance

brand

(D awareness E

conversions lanni

prﬁfisc}%"tr%fﬁ

brand
5'!5 exc

S Oplacements cepsus= anagement
trust ™ o == IN—MAr

% 8 —¥ cookles nrema

strate

P

)
3
]

3

optimization

customization sx‘l o

results

content® = ABay
supply%.g '2 G TTTES

efflclen y n

segments

nventory b

3 ¢) campaign

» demand S:
S Bg balg sul
= c o
= =
p=

relationshi
demographic e s
access n a
®

' ol @

=
(=]
'e'xec

prgeting
priisers
{

-
%
x
&
()]
hic

ing
grap




CcpX

Social Media Offerings
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Social Advertising Revenue Rising

Social networks will receive 11.7% of
US online ad spending in 2013

US Social Network Ad Revenues, 2009-2013
billions and % of total US online ad spending

2009 2010 2011 2012 | 2013

Social network ad revenues $1.44 $2.00 $2.74 $3.90 | $4.81
Total US online ad spending $22.70 $26.00 $31.30 $36.80 [$41.20
Social network % of total 63% 7.7% 8.8% 10.6%) 11.7%

Note: includes paid advertising appearing within social network sites, social
network games and social network applications,; excludes spending by
marketers that goes toward developing or maintaining a social network
presence

Source: eMarketer, Sep 2011

132427 www.eMarketer.com
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Everyone is on Facebook

Facebook key player in US display
market in 2011 & 2012

D{h Like

\Facebook

Net US Online Display Ad Revenues at Top 5
Ad-Selling Companies as a Percent of Total Display Ad

Revenues, 2009-2012

2009 2010 2011 2012
Facebook 7.0%  122% [ 16.3%  19.5% |
Yahoo! 15.8% 14.4% 13.1% 12.5%
Google 4.5% 8.6% 9.3% 12.3%
Microsoft 4.6% 5.1% 4.9% 4.8%
AOL 6.4% 4.8% 4.2% 3.9%
Total top 5 38.3% 45.1% 47.9% 53.0%
Total online display (billions) $7.97 $9.91 $12.33 $14.82

Note: includes banner ads, rich media, sponsorships and video,; net ad
revenues after companies pay traffic acquisition costs (TAC) to partner
sites,; Facebook figures are eMarketer estimates from Sep 2011

Source: company reports, April-May 2011, eMarketer, June & Sep 2011

132522

www.eMarketer.com
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Social Media Ad Units & Audiences

CPX Social Display Ad Units LIKE COMFORT?

LIKE &

» Social interaction embedded into GET.A.DISCOUNT
display ads

Check out Ray-Ban’s ORIGINAL WAFARER *
glasses strarting at- $139.00.

® ROCKPORT B » EEpvE< .-

« Facebook and Twitter ‘sharing’ facebook ==

integration

» Ads served across CPX’s Private
Marketplace & On-Demand Network

ssssssss

start building o e

Social Media Audience Package

» Over 200 top social media sites

» Access to 700MM+ Global
Unique Users every month
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Two Kinds of Facebook Campaigns

Managed Campaign Ads: App/Game Ads:

' () www.facebook.com/dshaynyc/favorites
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Standard format Varied in format
v Targeted to profile interests v Targeted by user demographic
v Varied in copy and creative for best results v Creative tailored to brand standards
v’ Available at Cost Per Fan metric v' CPM metric for broadest reach



Managed Facebook Campaign Benefits

facebook Managed by
Campaign Feature CpoXx CPX Client Benefit
Multi Campaign Management v 10 Like L';::::::
Multi Ad Management v i Like I:f;:::z:
Ad Generator v 13 Like Ienf;:::i:

w Bulk Editing Features v B ke :;::I::Z:

A = Automatic Ad Optimization v 23 ke Increa;:c:
Auto Bidding Feature v i Like '"crea‘;:c: %

@. Campaign Goals Measured v 2 ke Increa;‘: =
Copy/Image Variation Testing v rJ Le Increa;:‘:
’l? External Conversion Tracking v £ ke Inc::::: Y

Multi-Level Account Access v B Like I"c:,:ff:: %//// 5
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Facebook Campaign Best Practices

New Year, New Youl!
modcloth.com

Shop now & qget free

shipping on U.S. order
over $50! Make those

C 4
adorn vourself adorably in
the new year,

Club W - For a new
generation of wine
drinkers. Get great,
reasonably priced wine

doorstep, "Like" us to
learn more,

SENENENE

SENENENE

Copy Do’s

Copy should focus on Likes/Interests
Engage with easily ‘answered’ questions
Create a ‘value’ for clicking

Create urgency with a call to action

Continually update copy inline with intra-campaign results

Image Do’s

Attractive images of people

Use images that invite investigation

Use images that facilitate user identification
Avoid logos unless high brand positivity

Continually images copy inline with intra-campaign results
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Facebook Managed Campaign Process

1 . | Identify Goals 2 . Choose demo & 3 . Develop Creative

and Strategies ‘interests’ to target (Image & Copy Variations)
T ﬂ”'l' Select Images
= o bigs-
X ~ F18-35 New Year, New You!

J e Music modcloth,com chon o e et Froe
targeted, non- “ Social ) shipl;ing on L?.S. orders
incentivized over $50! Make those
FB fans of Beauty fashion resolutions, &
brand - adorn yourself adorably in

Fashion the new vear,

‘-, .
Write Copy

4. Campaign Management 5 . Reporting &

& Optimization Analysis

Impressions, Clicks, & Fans
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tCost Per Fan’ on Facebook

A Fan is Someone Who:
Targeted, non-incentivized
FacebOOk Fans for IeSS than ﬁ Has openly declared affinity for your brand!

$2 CPFan!* ﬁ

Is willing to receive pushed information from you!

*(Greater campaign flexibility = lower CPF) Will see every message you
ﬁ push to them!
Average Value of
Can virally spread your
a FacebOOk Fan: ﬁ message to their friends!
$136.38
Value of a Faceljgzle( I;gq,oSyncapse Corp, Client Testimonial

We asked CPX if they could acquire 60,000 fans in 2
months.

ta rgEtEd CPX was able to get all 60,000 in 2 weeks!

network &

‘2 friends Communlty

non-incentivized __J Needless to say, the client was thrilled! We've run

<VIR AL << several campaigns since then and CPX has come

through every time.’
opt- mo

B R/GA - Jenny Liu, Media Planner/Buyer
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CPX’s Facebook App/Games Network ) ,
Social games

ad revenues
Online gaming Wi" reaCh

Bom -
oo B roprosents up'o $293.4 million
spent on the 1

| spent in 2011.
— Ve ran 6 In 2012, the

“’”“‘M"‘"‘ Amgricans play market W|"

it T s social games on .

S K a regular rise 53.1% to

basis.*™* e
$449.1 million.
Poge M *Based on 2010 study by
wus | ok b, b . {\iielsen
| ey | e
HISTORY oot — v social Gaming Ad Revenues Worldwide, US vs. Non-US,
 ost o vl [ sare [ ot o was J share QY vost o v [ s 2009-2013
. millions and % change
Y Like CPX will serve your display ads across
|
Facebook’s vast platform of approved apps/
ga mes 80.4% 4 $293.4
$88.0
$124.4 nad $
$205.4
, L : g
o Reach an engaged audience in an immersive e 2010 om
Hke ' environment, when they are receptive to your mUs WNonus
branded content and offers b S e o Ao o g

branded social games,; numbers may not add up to total due to rounding
Source: eMarketer, Sep 2011

132441 www.eMarketer.com




