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From 30,000 Feet

CampaignGrid is the market leader and innovator in providing data driven online advertising for candidates, causes and

commercial clients. lts bestinclass online advertising platform cormbines 187 million U.S. voter record s with demogra phic,

behavioml and lifestyle data to enable cients to custom design higHy tamgeted campaigrs to achieve their goals. bringing a HOW ONLINE

new dimension to their campaigns. ADS MOVE
VOTES IN

CampaignGrid was founded in 2008 by ndustry veterans with decades of online experience and is headquartered in e B POLITICALC...

Philadelphia with an officein Washington, DC. In 2010, CampaignGiid delivered more than 2 billion advertising

impressions on behalf of 250 campaigns, advocacy goups. nonprofits and commercial dients. ~
Toomey Google

CampaignGrid invented vaertargeted onine adverising in 2010 and intoduced votertargeted online video advertising in
2011,

*Onlire adverising dollars are exploding, despite the worst economic downturn in a generation.

*The ecosystem is still immature, unregulated. and highly fragme nted, with the exception of Google and Facebook. & CampaignGrid

2009 - Campa...
*The Intemet las maturedfrom anonymous surfing to a precision-tageted media.

*Sophisticated online marketers no longer buy sites. They buy specdfic audiences within targeted geographies and deliver

highlycustomized messages using text, audio and vidso. CampaignGrid

New Media
Campaign

*Them is increasing evidence that new media moves numbers. The science shows howmany impressions are required to PP |- i

bum in a message, but the art comes in where consultants detemmine the media mix and overll stategy.
*Display ads boost search advertising results.
*Advertising is increasingly purch ased through real time bidding on exchanges. mther than through rate cards.

*Campaign Grid is leading the way in changing how online advertising is purchased. moving from website tamgeting to
audience targeting
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CampaignGrid is the only platform to deliver
online ads to registered voters.

= L% CDIA PURCHASING AND OF | IVIZA TTORN

Realdi ding for display adveriising across the 10 major
advertising exchanges. This gives us 90% r=ah across the web and
access b the best inve ntory.

Optimization in red time, based on algorith mic conversion formulas.
This allows us to identify the best messages that result in donations. list

building and voluntesrs. Once your program launches, we continue i
optimize the ad buy. This & not possible with other media.

The wisdom of the crowds. Since 2008 CampaignGrid has delivered 2
billion ad impressions on behalf of 250+ clients.

THE LEADER IN VOTER-DRIVEN TARGETING

The National Online Voter File. This allbws us to mach specific
demogmphic or egistered voter goups with gre ater efficiency than any
other orline targeting method.

Hyperlacal tamgeting via anadvanced IP based map overlay. This
allows pecisiongectamgetig down to the neighborhood level.
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The Largest Voter Targeted Ad Platform in the US @ CampaignGrid
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Other Media are in Steep Decline

Consumer News Sources, 2001-2010 -
Percent (%) of adults R
Source: Pew Ressarch EE:S!?;_{}:f)J\'IFENE
VOTES IN
POLITICALC...
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Changes in watching video online, 2008-2010, by generation

% of nlermet users who woloh videw aniine, over [ine

Changes In getting news online, 2008-2010, by generation
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How Does CampaignGrid Compare to Other Online Media Buyers?

Buys Sites

Independent of
Other Marketng
Efforts

Pays the same
price for every ad
impression

Results lack
attribution, no

accountability

Buys Audiences

Coordinated with

Other Marketing
Efforts

Buys ad
impressions and
frequency based

on value of
audience sezment

Results are
tracked with
granularity by

segment
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How CampaignGrid Created the National Online Voter File
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* Asingle platform to taget
registered voters wih anline
advertising on their PC's, phones data saves money by reducing
ard Tablets vaste
Interactive Ad Formatsinduding Integrated voter data allows for
diplay, video, social media and micro-targeting & complements

* Real time bidding on exchanges &
geotargeting wf integated voter

Identify Register AudienceGrid.com
Voter Population

using NOWF

Integrated Third Party
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& s Chris Christie
2,
Modeled data shows a 500%+ increase in lift over a control @CampaignGrid_ for Governor

group. 10 2 T 2009 - Campa...

2.Build the target universe from CampaignGrid's National Online

\oter Filet. _ : :
=i E CampaignGrid

3.Define the “DNA” of the target audience = — New Media

Campaign
4.Build a predictive model using machine leaming to characterize the Bs e s b CEC LIt Richard ...

farget audience

5.5core every targets in the audience cloud (like a credit score)

6.Create a targetable segment based on the data "DNA”

7.Adjust daily to achieve delivery & performance goals

8.Rebuild models as we leam more about the target audience
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Mobile Video Advertising & CampaignGrid

HOW ONLINE
= mpjobile Video: A la Carte (Streaming/downloading) ADS MOVE
: a—— i \VOTES N
POLITICALC...
=@=\\obile Video. Subscription (Streaming/downioading)
= ==lobile TV: Unicast (Streaming of linear video programming over . ;EEI;??;"}IL:G?.L‘QIE
the cell network only) -
=+=Nobile TV: Broadcast (Streaming of linear video programming
over broadcast networks)
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Digital Dire ct Mail

®CampaignGnd

Multl-Channel Marketing Dramatlcally Improves Results

For the first time cver, direct mail firms can now offer multi-channcl targeting &
messaging. Powored by a proprictary national voter filc, CampaignGrid can
doliver anline ads to the samc ndividuals tangcted with direct mail. Targeting
ncudesvoter registration frequency and known donors.

*Begin with yo ur own tradtional dircct mail list or CampaignGrid may help povide

onc from its proprictary Votcer Databasc.
I8 a proven job ereator and knows
*To protcct privacy of recipients the lists arc an onymously matched to online WISHE R S9N 10 BUN peODIS S0 W

consumdars by third party dat a providers.

«These partnerstcll CampaignGrid that a person on your list is a registered voter
or donor that mectsthe targeting oritena sclected, but not who the porson is No
personaly identifiable informaton (PH) is used or stored by CampaignGrid.

*CampaignGrid creates a spoecfic data sct with a typical match mte of 50% of your
dircct mail list. These people then can be targeicd with online ads.

*CampagnGrid scrves tangeted ads only to the voters or donors on the dired mai
ist
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Increase the Efficiency of TV by Adding Online & CampaignGrid

HOW ONLINE
ADS MOVE

= 4 Ot e VOTESIN
4week flight Broadcast TV 10% shift to 15% shift to Impact of = POLITICAL C...
Adults 25-54 Only Internet Internet 20% Shift i

Toomey Gooqgle

TV $ spere $5,000,000 $4,500,000 $4,250,000 £
Interret S spent 0 $500,000 £750,000 :
Total $ spent $5,000,000 45,000,000 45,000,000

Chris Christie
for Governor
Impressions 155 million 185 milllion 205 million 2009 - Campa...
Actual reach 51.2 milion 89.4 million 74.5 million

GRPs per week i1 37 41 CampaignGrid

Total Reach 56% 60% = = He..’ I'.1|j3dia
e Campaign
Avg. Frequency 27 27 L SC M Richard ...

Average 5CPM

CampaignGRID
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Online Video is Less Cluttered and Provides Better Recall & CampaignGrid

All Online Video Television HOW ONLINE
ADS MOVE
VOTES IN
POLITICAL C...

H Content ® Ads ® Content ™ Ads

2% of time spent viewing 2%
video online is spent viewing Toomey Google
ads compared to 25% on TV. Case Study

Chris Christie
@ CampaignGrid_ for ernor
2009

L"ampaiqurici
A recent study by Nielsen el
discovered that premium online el "ichard ...
video ads actually outperformed
traditional television ads in recall,
branding, messaging, and

likeability.
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TV + Online Video Creates Lift

REACH

TARGETING

PRICE

REPORTING

PERFORMANCE

TELEVISION

Extereive and effective reach of ~120
million housesholds.

Tamget audience based on pomgramming/
network sudience comps with
guarantees against target.

Comparable Pricing for similartype
content.
Cost per Pont (GRP/TRP pricing) -

Report on impressions against deno, mest
GRP/TRPs goals with even flighting.

Sight, Sound & Motion advertising of TV
is the most powerful branding medium.

Stop the CFPA
& CampaignGnid

HOW ONLINE
ADS MOVE

ONLINE VIDEO VOTES IN
POLITICAL C...

Online Video Universe of ~182 million
unigues, and an addressable Reach of Toomey Google
80 million (Known Age & Gender) Case Study

o

Target audiences on a 1:1 level with
A00% Gl piee et youl veah oy Chris Christie
your target audience. @ CampaignGrid  for Governor
s 2009 - Campa...
More costeffective by for effectively
hypertamgeting audiences— | owest
price fo reach your target audience,

CampaignGrid
uaranteed ™ e

New Media

Campaign
ReaHime delivery mports and tracking [RanPIRRWNS Richard ...

of impression at the individual user level. —
Achieve flighting and GRP goals of TV

Hamess the power of TV advertising but
with real-time measurement and

optimization. Equal or better results to
v
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TV + Online Video Creates Lift

* Chart of tha Day HOW ONLINE
ADS MOVE
Percent Indicating Aided Recall Of Auto Ad ST \VOTES IN

“Froen the st below do you recall seping any aovertisements for the followng brands?” : pr)LlTl‘-'i:\L C

Silicon Alley Insider .~

Toomey Google

& Campal

HNew Media

Ad Exposure: Ad Exposute 5 i Carﬂl:&“qu
TV Ads Only TV+PC+Phone+Tabiel Ads [P TTIE = ichard .

Here's Why Agencies Have To Buy Online Ads To Go With
TV Ads

50% of people remambered a brand they eaw in TV &3 That's nice, bul 74% of pecpie remambensd the
same brard after they saw = TV and oniine ads, reports Nelsen. Raad

A2 11N
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The Largest Aggregator of 3 Party Data & CampaignGrid

Income, Assets, Behavlors,

Custom Sources
Buying Power Intent

Data Provider Age Gender

HOW ONLINE
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Online . Case Study
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Chris Christie
Social Networks @ CampaignGr for Governor
2009 - Campa...
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Brand-Safe In-Stream Video Content Partners & CampaigiGind

t IDENTIFY THE AUDIENCES YOU WANT IN HOW ONLINE

— ONLY HIGH-QU ALITY, BRAND SAFE CONTENT... .. S

h u I u o *Advarfisars will have acoessto soms of the world's best and safaest contant ez e POLITICAL C...
& programming.
MTV NFIWUERES
= Al sites placsmant ars fully ran sparent — so you know whars your ads ars . TLHrIT!I-')' (JHODIF

ak a ’ running and how thay are paforming.
NBC Omline *Ali ad placamants arein-sirsam (Bke-TV) and run befora, dunng or aftar
-':t FANCAST ' :rla-r'ul viden programming.

@ woirs' Ydoweast ‘\

\

CampaignGmnid

VERSUS = l . ‘Pun g ‘t_ an;pa‘ -
dery 0% [

REUTERS . CampaignGrid

cl l ' <l> New Media
- e [T —— - E.
A‘endh = b Glﬂl‘l‘l Doy Campaign

q E Bt o fow U5, Sarwme Richard ...
BONY w CO08D BITE
e Washington Post semmameos Yool BN 7 .. -

“Premium”
100% profession ally producsd Pramium davslopad Publishars that aggregats conbnt

studio TV cnsntthatis con tant distributed and'or from multiple sources.
rapurpasad for online vewing. syndcatad onlina.
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: HOW ONLINE
Search Network Impressions ADS MOVE

. : _ TN \/OTES IN

and decrease of Display SIS
Network Impressions. This Toomey Google
suggests that Display could Case Study
have had an impact on

trending search queries.
Chris Christie
@ CampaignGrid  for Governor
T 2009 - Campa...

Wt Imsrch Interes] aRETON Egle

i i RaEs] A-faw Z

Insights for Search S - i | CampaignGrid
shows an increase in s o S e
Search Queries ) 3 L g chard ...
around the time when '
Dsplay impressions
began to nse.
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Optimization Radically Improves Online Ad Efficiency

The Click-Thmugh-Rate (CTR) has grown as the campaign

has gathered data on the target audience. We have
optimized perffomance to show ads on websites that have

high CTRs.
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Notes on Si

Impressions
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& ¥
‘:‘\\ \.“'\\ S

T ——

e . . ' Ear B
Initially, we ran a high volume of impressions to gather B S N T

data as quickly as possible. After unning the campaign
for one week we changed the campaign goals fom
delivering impressiors rapidly to focusingon CTRs.
Since the campaign had leamed so much from all of
those impressons, we were able to immediately start
optimizing the CTR.
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Analytics and Outcomes Assessment

no cost.

We =kly parformancs reports are included at

G::;m Login or Signup
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HOW ONLINE
ADS MOVE
VOTES IN
POLITICALC...

Toomey Gooagle
Case Study

Chris Christie
for Governor
2009 - Campa...

CampaignGrid
New Media

= Campaign
Ramrts provids datailsd insights and SIS N Richard ...
recommendations for optimizing onlins
paformanca.

Datailed tracking and mesponss mefrics includs
imprassions, chicks, CTR, and convarsions to
measure ROL

Your parsongl Campaign Manager, will walk
yau through your campaign rasufts and will
provids recommendations for improving
canpaign parformance. 35
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Study: Online Ads Change Votes

Google, The California Group and CampaignGrid tested a __ HOWY ONLINE
message not used in any other form of media during the time WSS ADS MOVE
that we conducted our experiment during the 2010 FL-11 oy L0 ; "RAnmT— E:Q:IE'T(}EL =
Prendergast vs. Castor congressional race. Ye11 WY i e e SRR R

Four percent of the electorate who could recall the message ' IF’?[“C‘;'{ (ch:'gle
deliverad via online ads — i.e. those for whom the message was § : it
“burned in” — changed their vote over the course of the campaign
in favor of Prendergast.

- Chris Chnistie
Within the targeted audience, Republican men, survey PCampaignGrid _ for Governor
respondents being able to recall the message went from 4% TRSEU TN SIAD UL SRS = 2009 - Campa...

; ‘ . “Does your Monkey Neod Rehab ™
to 22% over the course of the eight-day online ad campaign. -

In the above example of Republican men recalling the message. it 20% | }]aq:%,,aég_m;”d
took 9.3 million targeted imprassions and six days cf advertising to Siempnts Campaign
get a seven percentage point increase from 4% to 11%,; it took an 15% | et bt /chard -
additional 5.3 million impressions over two days to get an i |
additional 11 percentage points recalling the message, 10 22%. .
5%

% -

http./campatgnarid.cony blog/'Case Studies/post/
Online Advertising Provides the Edge In Tiaht Races/
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"Campaigns must spend their
limited dollars wisely in today’s
ever-changing paid media
marketplace. CampaignGrid
helped us spend our resources
in an economical and highly-
targeted way, helping us defeat
a much better-funded
incumbent govemor.”

Mike DuHzaime
Chns Christie for Governor
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