2009 Advertising Effectiveness

Survey
Topline and SIMM+ Digital Spender Results




About the Study

* The Advertising Effectiveness Study was fielded online in February-March
2009 among senior-level advertising, marketing and media executives to
gauge their perceptions of the effectiveness of various digital media and
marketing campaigns. This topic was explored by examining several areas:

— Usage of and experience with digital marketing campaigns

— Program outcomes vs. expectations

— Metrics used to measure digital marketing program success

— Effectiveness of various programs in generating conversions and affecting
audience perceptions

— Concerns about the pitfalls and drawbacks of various digital advertising
techniques

— Expected shifts in marketing budget allocations over the next six months

* This information was used to better understand senior marketers’
behaviors and beliefs with regard to digital marketing campaigns, and to
forecast where the major areas of growth — and weakness — will be over
the next six months
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Methodology

 The online survey was fielded between February 19, 2009 and
March 19, 2009 among the following audiences:

— CMOs and other C-suite professionals who hold roles in advertising,
marketing and/or media

— Senior-level executives (defined as Director or above) who hold roles
in advertising, marketing and/or media from the Forbes Advisory
Panel, an opt-in panel of senior executive Forbes subscribers surveyed
regularly on business trends, ideas and issues;

 Respondents were invited to participate in the survey via email
* Atotal of 112 responses were received
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Key Findings — Total Respondents

 Respondents appreciate the halo effect that a website or publication can have on their brand;
43% said that sponsoring a website, page or digital publication is the most effective digital tool
when it comes to affecting brand perceptions.

* SEO and Email and e-newsletter marketing are by far the most popular method of digital
marketing among respondents, used by three-quarters.

 Respondents were by far the least happy with ad networks, with half saying that the results did
not meet expectations.

* 87% measure results of their digital campaigns in some way, the most popular being
benchmarking against goals set prior to the campaign.

 The success of digital marketing appears to be measured by physical action, with impact to the
bottom line being far and away the most important factor in determining success.

« When it comes to behavioral targeting, the strongest concern by far among respondents was
its effectiveness, followed by fear of customer backlash.

 The tools seen as most effective for generating conversions were SEO (48%), email and e-
newsletter marketing (46%), and pay-per-click/search marketing (32%).

* Inthe coming six months, respondents expect that ad networks will see the biggest declines in
allocation of marketing spend; viral marketing and SEO will likely see the biggest increases.
Behavioral Targeting is the category that is least likely to see any changes in spend.
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Key Findings — Respondents with
Digital Budgets SIMM+

Higher budgets equate to greater use of digital marketing overall, most particularly pay-per-
click/search marketing but also SEQ, site/page sponsorship, viral marketing, ad networks,
behavioral targeting and video advertisements

While, overall, expectations for the results of various digital marketing campaigns were
similar for both groups, respondents with SIMM+ budgets were significantly happier with
the results of pay-per-impression ads on digital publications

Unsurprisingly, respondents with SIMM+ budgets appear to measure success using the
same metric types as total respondents, suggesting that methods for measuring success are
not dependent on budget size or diversity of digital marketing techniques

Respondents with SIMM+ budgets are significantly more likely to point to conversions or
sales than are total respondents, suggesting that they expect a greater return on investment
for digital marketing than do their counterparts with smaller budgets

Respondents with SIMM+ budgets say effectiveness is greatest concern with behavioral
targeting, but overall they appear similarly concerned with regards to customer backlash and
privacy issues.

Site or page sponsorship was most effective for brand perceptions among SIMM+
respondents (37%), followed by pay-per-impression ads on digital publications (29%) and
SEO (29%)

S1MM+ respondents are significantly more likely than total respondents to point to viral
marketing (54% vs. 42%), SEO (50% vs. 40%) and pay-per-impression ads on digital
publications (36% vs. 26%) as areas where investment is expected to increase over the next
six months




SEO and Email/e-newsletter techniques are the top
digital marketing campaigns

Digital marketing campaigns used by respondents

SEO 74%

Emailand e-newsletter 74%
Pay-per-click/search

Site or page sponsorship

Ad networks

Pay-per-impression adson digital publications
Viral marketing

Behavioral targeting

Video advertisements

Other 2%
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SEO and Email and e-newsletter
marketing are by far the most
popular method of digital marketing
among respondents.

— Three-quarters of respondents each
say they use these methods.

Nearly 6 in 10 use pay-per-click
search marketing while more than
half sponsor a website, publication
or page-about equal with site or
page sponsorship.

4 in 10 have used ad networks, pay-
per-impression ads on digital
publications and viral marketing
through social networking sites.

3 in 10 have used behavioral
targeting, about the same amount
as have used video advertisements.
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SEO and Pay-per-click/search are the top digital
marketing campaigns for those with Digital budgets of
SIMM+

Digital marketing campaigns used by respondents

o P s * Almost 9in 10 SIMM+

Pay-per-click/search [ 32% reSpOndentS use SEO; 8

Email and e-newsletter __ 71% in 10 use paY'per'

Site or page sponsorship __ 63% CI ICk/Sea rCh

viral marketing | 57
Ad networks - NN 55%
Behavioral targeting _ 47%

Pay-per-impression ads on digital
publications

 Respondents with
bigger budgets appear
to be likelier to use a

| wider range of digital
Video advertisements — 45% | | | marketlng mEthOdS
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Higher budgets equate to greater use of digital
marketing, particularly search marketing

Digital marketing campaigns used by respondents, by budget size

SEO 86%

Pay-per-click/search 829%
Email and e-newsletter
Site or page sponsorship

Viral marketing

Ad networks

Behavioral targeting 47%

M Budget <S1MM
Pay-per-impression ads on
digital publications 45% ® Budget SIMM+
Video advertisements 45%
0% 20% 40% 60% 80% 100%

In a side-by-side comparison of

total respondents and those with

S1IMM+ budgets, it becomes

clear how much likelier those

with bigger budgets are to use all

types of digital marketing

— This is likely due to the fact that

they simply have more money to

spend, and can thus use more
digital approaches for marketing

SEOQ, pay-per-click/search,
site/page sponsorship, viral
marketing, ad networks,
behavioral targeting and video
advertisements appear to figure
far more prominently into the
digital strategies of those with
bigger budgets
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SEO was most successful in meeting or exceeding
expectations; Ad networks were the least

Results vs. expectations for digital marketing campaigns

SEO

Pay-per-click/search

Behavioral targeting

Video advertisements

Viral marketing

Site or page sponsorship

Emailand e-newsletter

Pay-per-impression ads on digital publications

Ad networks

0% 20% 40% 60% 80% 100%

B Exceeded expectations B Met expectations © Did not meet expectations

Respondents were by far the least happy
with ad networks, with half saying that
the results did not meet expectations.

57% of respondents who have used
behavioral targeting said that it met
expectations, but one-quarter said that it
did not.

— Pay-per-click/search marketing saw
similar results.

Just 14% of respondents who have used
SEO said it did not meet expectations.

Sponsorship of a website, publication or
page met the expectations of more than
half of respondents who have used the
tactic, at 56%.

Respondents appeared split regarding
satisfaction with video advertisements;
while half said results met expectations,
the remaining half were divided between
not meeting expectations and exceeding
expectations
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Larger marketing budgets correspond with greater
satisfaction with pay-per-impression ads

Results vs. expectations for digital marketing campaigns, budget
S1IMM+

SEO

Pay-per-click/search

Pay-per Impression ads on digital publications

Viralmarketing

Email and e-newsletter

Video advertisements

Behavioral targeting

Site or page sponsorship

Ad Networks

0% 20% 40% 60% 80% 100%

B Exceeded expectations | Met expectations = Did not meet expectations

While overall expectations were similar
for both groups, respondents with
S1MM+ budgets were happier overall
with results of pay-per-impression ads
on digital publications

—  23% said this method exceeded

expectations, compared with 14% of
total respondents

SEO was also more likely to exceed
expectations for SIMM+ respondents,
at 45% vs. 35% for total respondents;
Email/e-newsletter was also more likely
to exceed expectations at 20% vs. 12%

— Pay-per-click/search was more likely to
meet expectations, at 65% vs. 55%

Viral marketing was more likely to not
meet expectations, at 39% vs. 30% for
total respondents
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Success is measured by metrics established at
the outset of the campaign

Methods for determining overall success of digital e 87% of respondents said they measure
marketing campaigns T . .
results of their digital campaigns in
Don't typically
use official some way.

| don't know
2%

metrics to

determine
success

7%

 Measurement of results appears to be
based largely on metrics established at
the outset of the campaign, at 44%.

* 29% said that they measure success
primarily by comparing the results with
those of a previous, similar campaign.

e Just 7% of respondents said that they
don't typically measure the results of a
digital marketing campaign.



Methods for measuring success do not differ
significantly for respondents with higher budgets

Methods for determining overall success of digital marketing . - .
campaigns, budget $1MM+ * Unsurprisingly, respondents with

S1MM+ budgets appear to
Don'ttypically use measure success using the same

official measures to
determine success

metric types as total

respondents, suggesting that
methods for measuring success
are not dependent on budget size
or diversity of digital marketing
techniques



Action leading to sales is the most important metric
for determining success of digital marketing

Most important metrics for measuring success
* The success of digital marketing appears
70% to be measured by action, with the
bottom line being far and away the most
important factor in determining success.
— 70% of respondents pointed to
conversions or sales as the most
important metric in indicating success of
digital marketing, followed by

registrations or subscriptions (52%) and
click-throughs (49%).

Conversions or sales

Registrations/subscriptions via advertiser's
website

Click-throughs

Unique views to website or page where
advertisement or content was placed

Downloads of data or information
Boostin search rank

Customer feedback on website

Change in target audience awareness/
perceptions of brand/organization «  Actions or general effects that do not
lead either directly or indirectly to sales
were less popular measures of success,
including downloads of data (37%),
unique views to the website (37%) and

boost in search rank (34%).

Number of target audience members reached

Streams of video or audio content

Other

Idon't know

0% 20% 40% 60% 80%

Forbes




Action and the bottom line are even more critical for those
with higher budgets, as well as web traffic

Most important metrics for measuring

success, budget SIMM+

Conversions or sales

Registrations/subscriptions via advertiser's
website

Click-throughs

Unique views to website or page where
advertisement or content was placed

Boostin search rank

Downloads of data or information

Change in target audience
awareness/perceptions of brand/organization

Customer feedback on website
Number of target audience members reached
Streams of video or audio content 8%

Other 6%

82%

Conversions and sales are by
far the most important
measure of success, with 8 in
10 choosing it as the most
important metric

Just over half believe
registrations or subscriptions,
click-throughs, and unique
views are also important

Interestingly, interest in
customer feedback as a metric
of success is quite low

0% 20% 40% 60% 80% 100%
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S1IMM-+ digital spender respondents more interested in
action, less interested in customer feedback,
as a measure of success

Most important metrics for measuring success, by budget size ° Respondents with S].M M+ bUdgetS
are significantly more likely to
point to conversions or sales than
are total respondents

Conversions or sales
82%

Registrations/subscriptions via
organization’s website

Click-throughs

— This suggests they expect a
greater return on investment
for digital marketing than do
their counterparts with
smaller budgets

Unique views to website or page where
advertisement or content was placed

Boostin search rank

Downloads of data or information

Changein target audience
awareness/perceptions of brand

— It also suggests that they may
view digital marketing as an
important way to drive sales
m Budget <S1MM
g  Budget S1MM and new customers, rather
) than as simply a way to “get
6%
i Y 1 : x [ the word out” or simply be
0% 20% 40% 60% 80% 100% . .
more visible

Customer feedback on website

Number of target audience members
reached

Streams of video or audio content

Other
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Effectiveness and customer backlash: the main concerns
with behavioral targeting

Respondent level of concern about behavioral targeting e 77% of respondents were concerned on

some level with consumer privacy issues
and how they are affected by behavioral
targeting

Effectiveness

Customer backlash * More of a concern than privacy issues was
the idea of customer backlash, and
potentially losing the positive opinion of
customers, at 81%.

Consumer Privacy Issues

* The strongest concern by far among
respondents was the effectiveness of
behavioral targeting, with 52% “extremely
concerned.”

— This suggests that behavioral
targeting as a tactic has not yet been
"tested" by many marketers.

Government Regulation

Scalability and Reach

Technological limitations

* Three-quarters of respondents were
concerned on some level about scalability
and reach; two-thirds were concerned
about regulation

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

m Extremely concerned m Somewhat concerned " Notat all concerned



Respondents with SIMM+ digital budgets say effectiveness is
greatest concern with behavioral targeting

Respondent level of concern about behavioral targeting, «  While they are most concerned with

budget S1MM+ the effectiveness of behavioral
targeting, SIMM+ respondents are
still less concerned than total
respondents, with 43% extremely
concerned compared to 52% of total
respondents

Effectiveness

Customer backlash

Government regulation

* They are also less “extremely”
concerned with customer backlash,
at 31% vs. 40% of total respondents,
and with privacy issues, at 20% vs.
33% of total respondents

— This is likely due to the fact that
respondents with SIMM+ budgets are
also significantly more likely to have

: . used behavioral targeting before and

0% 20% 40% 60% 80% 100% are thus more familiar with it

Scalability and reach

Technological limitations

T T T T

m Extremely concerned m Somewhat concerned “ Notat all concerned
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SEO and Emails/e-newsletters were seen as most
effective in generating conversions

Most effective digital marketing tools for generating conversions

* The tools seen as most

sco | . effective for generating

conversions were SEO (48%),
Email and e-newsletter _ 46% email and e_newsletter‘

Pay-per-click/search [N 32% market|ng (46%), and pay-per-
: click/search marketing (32%)

Behavioral targeting [N 21% — Thus, these methods are the
1 most crucial in terms of
steorpage sporsorsi | 20% providing respondents with
iralmarketig [N 1% the results they want most:

action in the form of sales.

Adnetworks - 12% . .
- e Viral marketing, ad networks,

Pay-per-impression ads on digital publications - 10% pay-per-impreSSion ads on
| | ' publications, and video
Video advertisements - 6% .
| | | | | | | advertisements were seen as
0%  10% 20%  30%  40%  50%  60% more effective than Ad
Networks .
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SEO and search marketing most effective for generating
conversions among S1IMM+ digital spenders

Most effective digital marketing tools for generating .
conversions, budget $1MM+ * More than half of respondents with

marketing budgets of SIMM+ felt that
SEO was most effective in generating
conversions

SEO 53%
Pay-per-click/search

Email and e-newsletter

Behavioral targeting

 4in 10 felt the same about pay-per-
click/search and email/e-newsletter

Pay-per-impression ads on
digital publications

Site or page sponsorship

Viralmarketing

* Behavioral targeting placed fourth
among SIMM+ respondents

Ad networks

Video advertisements

Other

 Ad Networks were seen among the

0% 10% 20% 30% 40% 50% 60% |eaSt effective
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Pay-per-click/Search seen as significantly more effective
by respondents with SIMM+ digital budgets

Most effective digital marketing tools for generating conversions, by budget

<£o s * Total respondents, on the
other hand, appeared to see
email and e-newsletter tactics
as significantly more effective
than did those with larger
budgets

Pay-per-click/search
Email and e-newsletter
Behavioral targeting

Site or page sponsorship

Pay-per-impression ads on
digital publications

* There were no other notable,
significant differences
= Budget <$ 1MM between the two groups

10% ¥ Budget SIMM+

Viral marketing

Ad networks

Video advertisements

Other

0% 10% 20% 30% 40% 50% 60%



Site, page and publication sponsorship were seen as
most effective for brand perception

Most effective digital marketing tools for affecting

brand perceptions * Respondents seem to

understand and appreciate the

halo effect that advertising in
site or page sponsorship — 43% a good website or publication

can have on their brand.
seo [ 52% : :
| — 43% said that sponsoring a
Email and e-newsletter _ 30% WebSIte) page or dlgltal
] publication is the most
Pay-per-impression ads on digital publications _ 25% effeCtlve dlgltal t00| When It
] comes to affecting
viralmarketing [ 25% perceptions of their brand.
ehavioral targeting [ 2% * This was followed distantly by
: SEO (32%) and email/e-
Video advertisements [N 18% newsletter marketing (30%).
scnevvork: [N 14 e One-quarter also pointed to
Pay-per-click/search _ 14% pay-per-impreSSion ads on

digital publications.

0% 10% 20% 30% 40% 50%
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Pay-per-impression on digital publications among most effective in
affecting impressions for respondents with SIMM+ budgets

Most effective digital marketing tools for affecting brand ° Site or page spo nsorsh i p was
perceptions, budget S1IMM+ .
most effective for brand

Sitcorpage sponsorshp. I 57 perceptions among S1IMM+

Pay-per-impres.sior? ads on digital _ 29% respondents (37%)1 fonowed
publications - by pay-per-impression ads on

to I 25 digital publications (29%) and
Viralmarketing [N 27 SEO (29%)
Video advertisements _ 24%
Behavioral targeting [N 22 * Ad networks and pay-per-

click/search were seen as least

Email and e-newsletter _ 18% .
: effective, at 16% and 14%,
Ad networks _— 16% respectlvely

Pay-per-click/search _ 14%

Other F 4%

0% 5% 10% 15% 20% 25% 30% 35% 40%
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Respondents with smaller budgets place significantly
more stock in email and e-newsletter marketing

Most effective digital marketing tools for affecting brand

perceptions, by budget ] ]
e Aside from email and e-newsletter

marketing, there were no real
significant differences between
total respondents and those with
S1MM+ budgets when it came to
perceptions of most effective
tools for brand perception

Site or page sponsorship 43%

Pay-per-impression ads on digital
publications

SEO

Viral marketing

Video advertisements

Behavioral targeting

Email and e-newsletter

Ad networks

Pay-per-click/search ® Budget <51MM

M Budget SIMM+

Other 4%

0% 10% 20% 30% 40% 50%
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Expected change in allocation of marketing spend
over the next 6 months

Expected shifts in marketing spend allocation over the next 6 months

Viral Marketing

SEO
Behavioral Targeting 11%

Pay-per-click or search

Video advertising

Pay-per-impression ads on publications
Sponsorship of site, publication or page 31%
Email and e-newsletter marketing ‘ 29%

Ad Networks

0% 20% 40% 60% 80% 100%

M Higher percentage M Samepercentage ™ Lower percentage

By far, ad networks are expected to
see the biggest declines in allocation
of marketing spend

Viral Marketing and SEO will likely
see the biggest increases in their
percentages of marketing spend

Behavioral Targeting is the category
that is least likely to see any changes
in spend; 57% of respondents say
they will neither increase nor
decrease the percentage of spend
devoted to the tactic.
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S1MM+ digital spender respondents expect to spend more on viral
marketing, SEO, pay-per-impression and behavioral targeting

Expected shifts in marketing spend allocation over the next 6
months, budget $1IMM+

Viralmarketing 14%

SEQ

Pay-per-impression ads on digital publications

Behavioral targeting

Video advertisements 23%

Pay-per-click/search

Email and e-newsletter

Ad networks 52%
Site or page sponsorship | 45%
0% 20% 40% 60% 80% 100%

m Higher percentage  mSamepercentage = Lower percentage

S1MM+ respondents are
significantly more likely than total
respondents to point to viral
marketing (54% vs. 42%), SEO (50%
vs. 40%) and pay-per-impression
ads on digital publications (36% vs.
26%) as areas where investment is
expected to increase over the next
six months

They did not differ significantly
from total respondents with regard
to other digital marketing tools
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Digital efforts constitute about one-quarter of total
media spend

Media Spend Dedicated to Digital Efforts Average Percentage of Digital Spend per Outlet
(note: Due to averaging, totals add up to >100%)

I don't know None 0%
75%-100% 4% 1% Average digital spend

. 34%
4% as proportion of total 35% - ’

media spend: 28% 30% - 26%
25% - 22%
20% 1 17%
15% - 13%
10% -
5% -
0% . . . .
Search Online Portals ~ Ad Networks Other
Publications

* 81% of respondents have Digital budgets of less than $5 million, with the average at $4.7 million.
* 55% of respondents spend less than 25% of their media budget on digital efforts.
*  One fifth spend half or more of their budgets on digital efforts.
*  When it comes to digital spend by type,
— 52% say that ad networks constitute 10% of less of spend.
— 26% spend between 20% and 30% of their budget on online publications.
— 35% spend less than 10% on portal marketing, while 27% spend between 20% and 30%.
— One-third spend between 30% and 60% on search marketing.



Digital efforts constitute about one-quarter of total
media spend

Average Percentage of Digital Spend per

Media spend dedicated to digital
Outlet, budget SIMM+

efforts' bUdget $1MM+ None- we (note: Due to averaging, totals add up to >100%)
75%-100% don'tspend Average digital spend 40% -
2% any mqnely/ as proportion of total 35% | 33% 200
Ozf(:(')gr'tia media spend: 30% 30% 4 ’
o 2% 20% .
20% - 19% 17%
10% -
5% -
0% . . . .
Search Online Portals Other  Ad Networks
publications

*  53% of SIMM+ Digital Spender respondents have budgets of $1-54.9 million, with the average
at $10.1 million.

* 57% of respondents spend less than 25% of their media budget on digital efforts.
* 17% spend half or more of their budgets on digital efforts.
*  When it comes to digital spend by type,
— 52% say that ad networks constitute 10% of less of spend.
— 26% spend between 20% and 30% of their budget on online publications.
— 35% spend less than 10% on portal marketing, while 27% spend between 20% and 30%.
— One-third spend between 30% and 60% on search marketing.
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Total Respondents by Title, Industry

Respondent Titles Respondents by Industry

Advertising or public  Automobile or
Other C-level relations agency automotives

Manager of 5% 3%

Marketing, Advertisin
g or Communications
11%

executive
6%

Consumer packaged

goods, food or

beverages

9%

Travel and leisure
9%

Home
electronics
2%

* 83% of respondents were Director level and above; 15% were C-level.

» Technology/telecom/media/IT and Finance were the industries most represented,
followed by CPG, Healthcare and Luxury Products.



S1MM+ Digital Spender Respondents by
Title, Industry

S1MM+ Respondent Titles S1MM+ Respondents by Industry
Advgrtisingor
arketing adver  Other specify) P ey Automabileor

automotives
4%

- 2%
tising or

Communications
4%

Other C-level
executive
2%

Technology, teleco
mmunications

mediaor IT
11% %

Home electronics
2%

* Respondents with marketing budgets of SIMM+ were more senior than the total respondent pool
— 66% were VP or above, compared with 51% of total respondents.

* Technology made up a smaller share, at 11% vs. 21% of total respondents, while Finance and CPG
comprised larger share, at 19% and 13%, respectively, compared with 13% and 9%, of total
respondents.



