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Audience-Based Selling & Planning Strategy

Putting Fragmented Pieces Together
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Three Ways We Are Unique

ALL BENEFITING OUR CLIENTS

« 6 Distinct Client Vertical Teams
* Publishers, Brands, Agencies, Tech, Trade Groups, Investors
* Focus in Marketing/Advertising, Content, & eCommerce
* Independent, conflict-free since day 1
« 276 clients signed in 243 weeks
« 40+ products and services for our clients
« Strategy and execution: hands-on-keyboard, feet-on-street
« Helping with your Tech, Targets, and/or Talent
« 75% focused on programmatic

* The Most-Experienced Global Programmatic Consulting Practice
* 10 Full-Time, 70+ Part-Time active in 20+ cities
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A Selection of Clients — Past and Present
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Our Experience Specificto TV

STRATEGY, SALES, & OPERATIONS — SAMPLE CLIENTS & PAST TEAMMATE EMPLOYERS
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A Personal Story

WHY | LEFT BBDO FOR CNET IN 1996

Drug Free & Estrogen Free

TOMORROW EstrO\}én

for Menopause Relief

MAXIMUM STRENGTH
O=ENERGY

Safe Multi-Symptom Relief:
* Helps Reduce Hot Flashes & Night Sweats’
* Helps Manage leritability & Boost Energy’

28 CAPLETS DIETARY SUPPLEMENT

TONIGHT

«“ abc NEWS 4
- SAP EN ESPARIOL . |
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A Shift In Focus . . .

Previous Focus Current Focus

The definition of
efficiency
changes from
lower cost to
eliminating
waste by paying
the right price for
each impression

Targeting Targeting

For Both Buyers & Sellers
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Perception vs. Reality on Programmatic: Retail Analogy

Open Private
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Aligning Your Tech

MOVING TO SELF-SERVICE - EMPOWERING BUYERS & SELLERS BETTER
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Aligning Your Tech

MOVING TO SELF-SERVICE - EMPOWERING BUYERS & SELLERS BETTER

: How Addressable Works

Performance is measured
throughout the marketing funnel

BRAND
DATA

Source: IAB/xandr

V.1 Analyze
and Optimize

g3

"I Define Target 2 2 Identify and
1| Audience = Target Audiences

K < { Insights inform future campaigns F

« Leverage frequency capping
Partner with data onboarder mapping segment to ad/device 1D

Start pushing DCOs to expand offerings to TV

V/ — N\
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Aligning Your Targets

MOVING BEYOND AGE & GENDER

Advertiser’'s own data
most valuable form

Owned by a known
partner (Publisher,
Marketer, OEM)

Data aggregated and
sold without knowing
exact source

MEASUREMENT &
DATA BOOT CAMP
iyt

Unique to advertiser/publisher
Collected from actual behavior
Highly responsive

“Free” (to use, not collect)

Source is disclosed
Can select contextually
relevant data

Significant scale
Many targeting options
Cheaper than 2P

Limited scale

Higher cost
Limited scale outside of
endemic environment

Desirable segments are

competitive and often used

Unknown source
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Aligning Your Targets

MOVING BEYOND AGE & GENDER

. DATA NUTRITION FACTS DATA NUTRITION FACTS
« Separating wheat from chaff et s
e Serving size 1Each | Serving size 1 Each
 Nutrition labels on 2"9/3rd party data e —— | ———
. . Uniques 1 60 Uniques 1 60
+ Location data valuable for QSR, Retail EETTICI f— Tty Ve
* Need to have vs. nice to have i = | =3
3rd Party 65% 3rd Party 20%
« Challenge attribution models to give credit fairly |-fum= Tl =
Total Total
‘ S B ’ b, e o e i ey, [| T S M e
A ‘Market Data *BEST IF USED BY 25 MAY 2017 *BEST IF USED BY 25 MAY 2017

Medium Data

Big Data ‘ {

More Targeted Media » » More Granular Data

DATA BOOT CAMP
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Aligning Your Talent

INTEGRATION TO LEVERAGE EXISTING RELATIONSHIPS

5%
3 50/0 Stage 4:

Full sales and ops

300/0 Stage 3: integration

H ' ith
Internal Consultants >§5p ;F))ir;)ll?sghgcr);v s\(l)wfar

for Programmatic
300/0 Stage 2: 1. Pipes: Programmatic born

Programmatic team

i from the AdOps team,
Developing I_n_te_rnal becomes hub for all ol t t_p & set
Sales Capabilities Implementation & set up

Stage 1: programmatic sales with 2. Education: Separate team

Start to build multiple sales teams : : :
i : ) built to drive programmatic
Operatlons Focused programmahc sales generating sales conversationz J
Build Internal Ops capability and comp 3. Consultative: Team/individual
capability to offer structure

leveraged as SME to cq-sell &

programmatic sales help drive revenue |

sssss  PLATEORM IMMERSION FOR MEDIA PROS
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Aligning Your Talent

INTEGRATION TO LEVERAGE EXISTING RELATIONSHIPS

* Insights generated in a vacuum and not applied going forward are wasted

- Establish new rhythm with sellers & buyers to view deliveries differently and
create stories/use cases

« Teach your sellers and buyers to do this themselves
* Rise of the Generalist vs. Specialist

« Context + Audience = The Big Win
* Not Just One Over the Other but Both

+1= ’
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Aligning Everything

BEST PRACTICES FOR CONNECTED TV TODAY — DELIVERING ON THE PROMISE

Pick & choose the
apps included in a
campaign vs. a non-
transparent ad network

MEASUREMENT &
DATA BOOT CAMP
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Campaigns should run
across Smart TVs,
all CTV devices &

game consoles

HH-level
targeting using widely
available segments
matched by a robust
graph

App level pricing with
opportunity for
negotiation / bidding

by app

Scale across all apps
via major SSPs
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Thank You!

Matt Prohaska

CEO & PRINCIPAL

matt@prohaskaconsulting.com
1.917.597.6568

% @MattProhaska, @ TeamProhaska

Jonathan Bokor

jpokor@yahoo.com
Yy @)jbokor
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