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Introduction TOMORROW FOCUS AG TOMORROW FOCUs &

2010: Revenue: 128 EUR mn, EBIT: 12 EUR mn
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Forecast Digital Advertising 2011 (mra. ) TOMORROW FOCUS &
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Search 67%

Display (inkl. Video) 29%

Rest (Affiliate etc.)

4%

Branding l 10

Performance ' 12

Source: Estimate TFAG, based on eMarketer figures
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Display Advertising: Banner Ad Click Rate is shrinking TOMORROW FOCUS £

Click-through Rates Across Static Image, Flash and Rich Media Formats
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Source: Doubleclick DART for Advertisers, Jan-Dec 2008/09




Germany: A small group is doing most of the clicks TOMORROW FOCUS =2
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Source: TFAG / comScore Study, Germany, August 2010




Three Player control >50% of the US display market moreow Focus &

Market Share of US-Display Advertising Revenues CAGR 2009-2012
§ CAGR approx = Z 56,_8%
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Source; eMarketer, 2011




The digital advertising market is fragmented TOMORROW FOCUS &

- — ™ [
' d-Side- | . . . |
: [ 1. Publisher | 5. Ad Networks ] | 10, I:::]t::ms ' | 13. Online-Hedia-Agencies
\ o __;H_M: _______ moisrngern | | iadconion adfpepper  ad@tiger  vrmewsmses | TIAUOIY S e =e=ee=e=ee—=— ~Salaiaad [
\ i ©dconion PEPPET . mediaimpact | b C.Dx "FOX | Google ! ' [EWisfaction tanssue | f
| ! - Y ! qﬁﬁ'ﬂ-‘ 2 1 2 2. MNa ! |II
| LN . ey, RN | , Rimeds  ()lgats Vs, ccin S0UARTER MEDI o invitemedia . intiative  Jarone ,
| ' free)media hfmed,a Jlems™! | @smariclip @ Takoater e recia Lg;udﬂcm.:..r: | | | KONTOR® n]._ch : ."I
I'u : i e % : : T.rﬂrudcda- Value YAHC:EJ..“ : : : : ks : .'I
\ y  mEmes b 1 I INTERACTION b e |
| i I I |
| W A Eme & (T 6. Performance Networks | | I — o
\ : = - z = it : ! ADCELL '-' affill o Suprt In:r i seCcubler : P Y S L S . | : f
II" - - - | D ) 2onoX_ ki odode WO ' | 11 Trading Desks | oo OMEACE H
\ ! memmrean s YAHOO! ,j" wisTER by | — o L5 T s N ‘.l e ————————— = | {5 EEr— " b
| pem s an s s s 7. Vertical Networks - K gy '
II.[ szEIduptlmlmlun |;.________I___________________"T_" :: m@ad ::mm PLAMN.MET :II E
N T T T T T T T T T T T T e T T T T T ‘?_ﬁ DiFY busineis JINFELEN | - | =
g | rubicon ::mnmnnm TADIF i - R ———— =
= L1 " s q * : I I | (=7
= e dmeta ... - WINRNocE Swewemuems - = | | 14. Performance-Agencies | | £
* | ive Optimization 1 e e | e
| _____ 3 Creative Optimizaton i ; | 12 Trading.| K M- A
[ v D Qadvertise Ao %> admob || of Agencies | | e~
| e e v
| iteracent choice@stream & dapper ¥ CREvETHIEE Quattro X - A
[ b |1 edigna u“' | \
| |m======cc=z=2==-222 LI | hanges | ! G ) | ) \
[ 4 AnalyticsiReporting | 9-MdExchanges || _vivakidjgle || rerioniscba L
[ |1 rightmedia . Adsae 1 s o
/ I OMNITURE Google analyties ywebtrends | - doubleclick ad exchange ~ - - = , '.
/ :—— < |: ad : . = g e ! \
|I _______ VS e e e e I
/ T P T o 4 dauble oEeWoNDER " esmMediaplex \
[ [ 15. AdServer EZZA " ADITION  adgspiit ADTECH  auid chck = : \
| z e e EVEWGMNDER G‘)m-ph‘-ﬁ Fal |II
| [ 16. Data TechnologyiTargeting C adnologies.com ] |
| 17. Data Suppliers 10! € comscore nicksen , |




Internet Giants extend their market power TOMORROW FOCUs &
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What is the answer of
Premium Publishers?




Step 1: Dis
: Display Advertisin
g needs a new
new currency to measure Brand Advert =
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Step 2: Premium Publishers have to build alliances for critical mass and exclusivity

=
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Star Alliance was a successful strategic move in fighting against the massive cost and price pressure caused
by the liberalization of the flight market and the market entry of low cost carriers.

. Increasing//

Initial Situation: Liberalization of the Flight Market_

easyJet
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Star Alliance End-to-End Service
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STAR ALLIANCE

Achieved Goals

Growth from 4 up to 31 members

Coverage of all global destinations

Synergy effects (marketing, sales, operations etc)
Use of new technologies

Economies of Scale

Competitive pricing structures

Differentiated, high-quality offering

Customer loyalty and trust

Source: Skillnet MI, 02/2011




Example for digital US-Alliance (TV-stations) TOMORROW FOCUS
Google
v

US-TV stations have blocked the market entrance of Google TV into the national TV market

US TV Broadcasters block Google TV Google TV was massively thwarted in its market entry phase by
platform blockade of TV broadcasters ABC, CBS and NBC as well as

Fox, Viacom, Hulu, News Corp, and Disney
* Reasoning: Missing of satisfying business model, fear that other
%"’ broadcasts could be overshadowed by other content, no adequate
[ protection against piracy, dwindling advertising revenues, and a

decreasing subscription base

* Consequence: Compared to a home computer wired up with the TV,
Google TV offers users less, but costs a few hundred dollars more

Result: Retailers reduced prices for Google TV devices shortly after
launch

i
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e ,m L
4 r,_ b 'p ‘ _
- -\-- e\ .- & .}: :r- Google TV as major threat for business models of German TV
k '\ o - . broadcasters

RTL and ProSiebenSat1 want to form a TV platform based on the
US-model Hulu against Google TV, but they are facing anti-trust
issues

Source: The Week, 02/2011; diepresse, 11/2010; FAZ, 08/2010; Verband Privater Rundfunk und Telemedien (VPRT), 2010
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Example for digital US-Alliance

(Backfill-Inventory))
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4 leading US-media players have formed an exclusive backfill ad exchange
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1. Exclusive US-Market Place for Premium-Inventory

HEARST corporation

GANNETT

The New York Times

Company

TRIBUNE

e and Gannett

¢
p The New York Times Co., Hearst, Tribune, and Gannett will
Form J start selling the bulk of their ad inventory in a closed system
to be administered through a joint venture called
jqdlemen, QU of the ( QuadrantOne
I N

e

K¢ quadrantONE

5. Mational Reach.

“We have assembled some of the
most trusted brands in the media
industry to meet the challenges of
today's dynamic marketplace, and we
look forward to Q becoming an
indispensable tool for agencies, their
trading desk practices and many
other buyers as digital marketing
continues to grow and evolve.”

While the news publishers had already formed that venture in
2008, the new selling system restricts almost 100% of the
consortium's inventory to a single entry point_

Exception: Biggest online properties NYTimes.com,
USAToday.com, and About.com

Media firms will still sell ads through their direct-sales force,
but the rest of the inventory will now only be available
through QuadrantOne and not be funneled to any ad networks
or other exchanges.

Offering: Buying of targeted audience as well as a particular
content placement which is much more valuable to a brand
marketer

Goals:
- Better leverage of local ad properties.

- No third party between buyer and seller, and therefore more
money from every campaign actually going to inventory and
not to intermediaries and other third parties

The exchange is open to any ad buyer, but is already being
used by buying agencies, such as MEC, who sees this
exchange as a way to cut through the clutter of ad networks_

Source: AdAge Digital, 02/2011, Business Wire, 02/2011, Quadratone, 02/2011




