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W HAT WE DO

Architects of Influence

We connect brands to authentic, high-quality influencers and engaged
audiences. By distributing custom digital and social content
activations using our display, native and proprietary social offerings,
we deliver incredible scale to every campaign. Our data-driven
campaign architecture builds measurable experiences across the
entire customer journey.



OUR CORE
CAPABLLLTIES

01 Create
02 Engage

03 Measure



Buzilding the Right Brand Voice

Use the power of content to drive perception and behavior
Written, visual, video and social content

Strategic architecture of audience, influencers and brand



OUR COMMUNITIES

BUSINESS BEAUT Y/ y ' | HISPANIC
STYLE o > (i

PARENTING

DESIGN/ Y ' 4 TECHNOLOGY
' ~ WOMEN'S
BT LIFESTYLE
LIFESTYLE




OUR CREATORS
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Our network gives you access to 2 million influencers, from A-list celebrities and mommy bloggers to men’s lifestyle experts and fashionistas.
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Reaching and Engaging
the Right Audience

Proprietary native distribution
PMD social amplification

1st & 3rd party data targeting




OUR REACH

Source: comScore Media Metrix Audience Duplication, August 2016 | Owned and operated includes: [E] Federated Media Owned & Operated | Distribution includes: [NE] Dedicated Media



CONTENT IN ACTION

Influencer posts are the first step in conveying
your brand’s message. Then we engage relevant
audiences with native and IAB units. To propel

the story, we use social amplification.
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*Wit & Delight

Old Designs Find New Life with Shutterfly

A couple months g0 we were digging through boxes in the attic. | came across a huge stack of notebooks
ang skatchbocks from the past 10 years. The stack came up 10 my knees' Some of these Books were

from College and recaliad many 8 late night pulling 10Gether & lost-minute project. Others were more recent
onc inciuded paintings, doodies, and patierns. | was eye-opening 10 go back 10 these old skeiches and

Nustrations, and got me a bit nostalgic of the days when my only care was finding enough money for pizza

ana beer
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ACTIVATING THE CUSTOMER JOURNEY

........................................... 1st’2nd&3rdpartyData ® ® ® % ® s % 8 8 % % % 8 8 8 8 8 s 8 e e e e s e e e e e s e e s e s s e e
Awareness Consideration Conversion
Native Amplification Engagement Retargeting Lookalike Modeling
Content = | = (Customer
Social Amplification Audience Targeting Customer Value Modeling
Display Amplification Exposure Retargeting Abandonment Retargeting
---------------------------------------- Measurement & Optimization SIS OIS SR LR G O FON IS S BUROR B ORI R LIRS R
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Measuring Success the Right Way

Custom engagement triggers
Proprietary data and analytics

Reporting tailored to each campaign




CAMPAIGN KPIs

Impressions
Content Pageviews

Video Views

Viewability

Unique Visitors

Clicks/CTR
Time on Page
Content Reads

Expansions

Video Engagement

Social Engagement

Registrations
Leads
Sign-ups
Downloads
Quotes

Purchases




HOW QOQUR DATA IS COLLEGTED

1°* Party

71 TV Stations Apps & Sites

412 Premium Content Sites

Client

Streamlined ingestion
architecture for DMP, DSP,
and CRM data

3¢ Party

64 Branded Data Partner
Integrations

DMP

Data Management
Platform

Activation



THE DATA SCIENCE PROCEGSS

L..I..

Refine
Optimization using 15t party
inventory extension and

proprietary personas

« 15t Party Data

Bidding Optimization

Build

Lookalike audiences with
select data sources

- 15t Party Data
- 3rd Party Data

Behavioral Optimization

Strengthen

Custom algorithms using
customer data

« Client Customer Data

- 15t Party Data
« 3rd Party Data

Customer Optimization

Harmonize

Content and audience to enable
the full content journey from

branding to direct response

» Client Customer Data

- 15t Party Data
+ 3rd Party Data

Customer Journey Optimization




AUDIENCE INSIGHTS

PSYCHOGRAPHICS

Brand Conscious
DEMOGRAPHICS

Age 25-40

Quantitative Decision Maker

Understand who your audience is using Socially Connected

meaningful first and third-party attributes. Fefnale
; Has Young Children
See how your audience skews compared
; High Income
to the general population.

PASSIONS
Green/Organic
The Benefits Concert Goer
VERTICAL PROFILES
Discover and define a new audience to target Aerd Caver
on open inventory New Parent

PURCHASE BEHAVIORS
Retail Therapy

CPG Coupon

S : ; : Value Seeker
Expand on a specific audience with lookalike

modeling

Find inventory and contextual associations
O&0O ASSOCIATIONS

alphamom.com

KRON

to inform the next campaign

ROUTINES & HABITS
Morning Person

Coffee Drinker

askpatty.com

WIAT-CBS
Gym Goer




FEDERATED MEDIA / ARCHITECTS OF INFLUENCE



NEXT STEPS

Lorem ipsum dolor sit amet, consectetur

adipiscing elit, sed do.

Lorem ipsum dolor sit amet, consectetur

adipiscing elit, sed do.

Lorem ipsum dolor sit amet, consectetur

adipiscing elit, sed do.
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WHY INEFELUENGCERS ?

Influencers Strive to be Authentic

Influencers talk about brands and products in ways that fit with their
lifestyle, providing great brand awareness without it feeling forced.

717 of influencers said the number one way they keep their
0 audience engaged is by being themselves and being honest.

*Source: "What's the Most Effective Means of Influencer Marketing?" eMarketer, 3 August 2016.



WHY INEFELUENGCERS ?

Influencers Grow Brand Audiences

Through influencers, brands reach new and different audiences that are
already highly engaged. And influencers want to grow their audiences, too.

5 57 of influencers said their main goal when working with
O brands is to grow the size and reach of their audiences.”

*Source: "Creative Freedom Solidifies Partnerships Between Influencers and Brands,” eMarketer, 23 November 2015



WHY INEFELUENGCERS ?

Influencers Engage Customers

Influencers excel at audience interaction. When there is a real person
behind the content, consumers feel that personal connection.

8 17 of brands that have launched a campaign with an
O influencer said influencer engagement was effective.

*Source: "Marketers Pair Up with Influencers and it Works," eMarketer, © July 2015.




OUR CLIENTS
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WHATI EXACITLY I's VIEWABILILITY?

Viewability

The "opportunity to see” the ad exists with a viewable
ad impression, which may or may not be the case with a

served ad impression.

Display Viewability

50% of pixels in-view for at least one continuos second.

Video Viewability

50% of pixels in-view for at least two continuos seconds.

Lets buid a
better ndustry A

AcCreitnd by
Uesa
Ratng Councs

MOAT €3 Integral DV

Ad Science DoubleVerify

(Media Rating Council)



VIEWABILITY STORY

2015 Viewability Industry Analytics Benchmarks

Q4 2015
Problem

In 2015, more than 45% of available impressions were

not actually seen by human beings.
)3 2015

Publishers focused on improving the viewability metric
and measurable KPI to regain client trust through

reporting metrics
Q2 2015

We focus on strategic partnerships with our clients and

education around viewability and invalid traffic.

Q12015

52% 55% 58% 60% 63%



FM’s Measurement Process

FM partners with MOAT, which is MRC-accredited for
measuring video, display, and mobile viewability.

Other verification technologies use an indexing model
to determine which sites and placements are viewable.
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