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C3 Metrics makes marketing work better.

Accredited by the Media Rating Council for desktop and
mobile web viewabillity, our Attribution Data Cloud and
enterprise MTA, MMM & UMM solutions transform
outdated reporting into real-time cross-platform insights.

On average, companies using C3 Metrics report 15%+
Increase In advertising ROl and a 6X return on their
attribution investment.
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We’'re Living In A Different Era
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NAR Growth (excl. CE)

AD REVENUES

LONG TERM DOLLAR FORECAST
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Long-term forecast for U.S. national TV ad revenues.
Source: Magna.
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Last Click Lovers
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Bigger than
Organized Crime.

More money than any of
the UN's listed organized
crime activities, besides
the drug trade and human
trafficking.

Payout potential High

Low

“Fabio Gasperini”

Difficult Effort and risk Easy
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88% of the best-performing “core”
bond funds may not behave like core.

Can | find the courage to resist these high-flying crowd pleasers? | can.

LEARN MORE
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GROUP" | FUNDS®
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Divisions Over Iran Threat
We Cannot Resign

- The intelligence that caused the White
House to escalate its warnings about
Iran came from photographs of missiles
on small boats, American officials said.
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Ourselves to
Disenfranchisement and
Dismay

As more people of color claim
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Alone, They Stink. Together They
Create Dark Chocolate’s Aroma.
With the help of a trained panel of
sniffers, chemists uncovered the
molecules that give a rich treat its
scents.
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Viewability

(ads never seen)
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« Ad at bottom of page
 Ad NOT seen
« Ad still gets credit

* [False Attribution




Cross-Platform

(different channels)

GOMASB (3 Metrics

50%

 Traditional NOT measured

 Digital overvalued

/  False Attribution
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Advertising Effectiveness is Falling
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The Rise In Short-Termism

30%  All IPA case studies
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% campaigns that were short term
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“Marketing

Desired”

'ATTRIBUTION 2.0
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MRC Steps In: Attribution Accreditation

Internet Services Under Review (Applied for MRC Accreditation and are at Varying Stages
within the Process, and are Not Accredited)

C3 Metrics

Conversion and Attribution Metrics (Desktop & Mobile Web
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ACCREDITATION
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Attribution 2.0

©

Ad Fraud False Positive Controls Cross-Platform Data Transparency
Removal (Viewability +) (Digital + (No ‘black box’)

Traditional )




Browser
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Activity

Unique ID to

capture digital
actions
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All Non-Digital Wallled Survey/MMM/

Data Cloud for all
non-digital,

]
survey & ‘Walled T G Media Gardens CRM Data

Garden’ data (TV/Radio/Print/
Direct Mail)




Create date and
time-stamped order

of actions

(user journey)
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Conversion

Assign value to
each action
algorithmically &
pivot with spend for
ROI

(Al / machine learning)
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Buy, Hold or Sell Current Investments
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Granular Buy, Hold or Sell (Digital)

Budget
Allocation
Currently

O Shopping Engines o Display o Search

o Programmatic o Affiliate Content

G MASB €3 Metrics

Cut
Here

3

0.2
I

Shopping
Engines

Programmatic (14% of budget) is highly <
profitable due to CRM audience targeting

Content

Search

Affiliate

Cut
Here
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Display

Programmatic




Granular Buy, Hold or Sell (TV)

Model Demonstrates Opportunity To Spend 2x More on TV with minor adjustments
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Messaging & Creative
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PERSONAL CAPITAL

Take The
Guesswork

Free Retirement Planner Out of Your

Retirement

Free Retirement
Planner

©MASB C3 Metrics

Recommendation
G Increase rotation for ‘Sign Up Now’

a Test ‘Sign Up Now’ CTA with other banners

PERSONAL CAPITAL

Free
Financial

Tools

PERSONAL CAPITAL

See All Your

3 Accounts in
Sign Up Now One Place

Sign up now

CPI = Creative performance based on a viewable CPM.




How much more
can be spent

and what will be
the results?

CMASB €3 Metrics

Return on Future Investments

Increase Rotation for Shift budget in Digital Increase budgetin TV
Top Creative as shown

‘Expected 18.750
QU arterly incremental KPI's

Impact S7M

incremental gross margin dollars
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Attribution 2.0

May June July Aug Sept Oct Nov Dec Jan Feb March April Year 2

Onsite -

Integration

Certification -
Data Validation -

Model Validation -
Data Review:

Data Review:
Testing

Tt P I
Monthly Plan

On-site QBR
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Expectations

budget towards measurement

savings or incremental conversions

incremental return
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Thank You

Jeff Greenfield
Chief Attribution Officer

leff@c3metrics.com
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