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Canada
Retall g;f_'g;
Spend

Online
6.5%



https://retail.emarketer.com/article/ecommerce-canada-its-time-has-come/58acceae9c13e50c186f6f31

THE DEFAULT MOAT
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3 clicks

10,000



MEASURING THE CLICK IS NOT EFFECTIVE

Virtually no relationship exists
between clicks and brand metrics
or offline sales”

niclsen

Nielsen, “Beyond Clicks and Impressions: Examining the Relationship
Between Online Advertising and Brand Building”



CANADA DIGITAL AD SPEND GROWTH M O / \T

Canada Digital Advertising Spend (Millions)
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https://na14.salesforce.com/sfc/p/#d0000000g0K6/a/d0000001chdL/6xq1hiI1sdICb17JlsjV806plifgNMaSFw8wKpghNlo

AAAAAAAAAAAAAAAAAAAA 2016 MOAT

$5.6 billion

total Canadian digital advertising spend for 2016

Source: IAB Canada


https://na14.salesforce.com/sfc/p/#d0000000g0K6/a/d0000001chdL/6xq1hiI1sdICb17JlsjV806plifgNMaSFw8wKpghNlo

CANADA DIGITAL AD SPEND 2016

YoY total growth in Canadian digital advertising

Source: IAB Canada


https://na14.salesforce.com/sfc/p/#d0000000g0K6/a/d0000001chdL/6xq1hiI1sdICb17JlsjV806plifgNMaSFw8wKpghNlo
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CONSUMER BEHAVIOR IS CHANGING




CONSUMER BEHAVIOR IS CHANGING M O AT

Canada Cord Cutter Households
+82%
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http://convergenceonline.com/downloads/NewContentCanada2016.pdf

CONSUMER BEHAVIOR IS CHANGING

MOAT

Canada Cord Never Households
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http://convergenceonline.com/downloads/NewContentCanada2016.pdf
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We don’t watch

IN the same way we once did



CONSUMER BEHAVIOR IS CHANGING M O AT

Change in Average Daily Media Consumption

Tv

Radio

Newspapers

Magazines |[-47%

B 2010-2016

-50 25 50 /5

Source: ZenithOptimedia



http://communicateonline.me/wp-content/uploads/2016/06/Media-Consumption-Forecasts-2016.pdf

CONSUMER BEHAVIOR IS CHANGING M O / \T

Change in Average Daily Media Consumption

Internet 62%
Tv

Radio

Newspapers

Magazines |[-47%

B 2010-2016

-50 75

Source: ZenithOptimedia



http://communicateonline.me/wp-content/uploads/2016/06/Media-Consumption-Forecasts-2016.pdf

Digital has challenges



AD VIEWABILITY

;

=

e

-—

mE

TG e

O o T

‘\\
L\
NS

AL . o . i AEDU cua———




BRANDING ONLINE
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/9'tenSHan/

Noticing something; consideration
with a view toward action



HUMAN ATTENTION IS FALLING M O / \T

B 2000 W 2015

12

10

Seconds

Human Attention Span

Source: Microsoft, May 2015



HUMAN ATTENTION IS FALLING M O/ \T

Smartphones Sales (Millions)
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GOLDFISH HAVE MORE ATTENTION
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We begin with



VIEWABILITY
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WHO DECIDED ON THE DEFINITION OF A VIEWABLE IMPRESSION? M O AT

Joint Incdustry Initiative

Making Measurement Make Sense (3MS)

Endorsed by Certified by

& Media Rating
Council, Inc.
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WHAT IS THE MRC DEFINITION OF A VIEWABLE IMPRESSION? M O AT

Video Mobile
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50% for 1 50% for 2

_ ; _ Same as desktop.
continuous second. ; continuous seconds.



WHAT IS THE ALTERNATIVE DEFINITION OF A VIEWABLE IMPRESSION? M O AT

Display Video Mobile

r==n
[I—

100% on-screen with no 100% on-screen for at least
. . . . . Same as desktop.
time minimum 50% of duration with audio

enabled



BENCHMARKS

MOAT

092.9%

Moat Canada Q1 2017/

Desktop Display
MRC Viewable
Benchmark

Definition:
50% for 1 second

o1.1%

Moat Canada Q1 2017/

Desktop Display
Agency Viewable
Benchmark

Definition:
100% or large ad, human, no time minimum



BENCHMARKS

MOAT

49.0%

Moat Canada Q1 2017/

Desktop Video
MRC Viewable
Benchmark

Definition:
50% for 2 seconds

21.8%

Moat Canada Q1 2017/

Desktop Video
Agency Viewable
Benchmark

Definition:
100% half duration (15 sec cap) with
audio and human



BENCHMARKS

MOAT

45.2%

Moat Canada Q1 2017/

Mobile Web Display
MRC Viewable
Benchmark

Definition:
50% for 1 seconds

45.97%

Moat Canada Q1 2017/

Mobile Web Display
Agency Viewable
Benchmark

Definition:
100% or large ad, human, no
time minimum



BENCHMARKS

MOAT

40.2%

Moat Canada Q1 2017/

Mobile Web Video
MRC Viewable
Benchmark

Definition:
50% for 2 seconds

18.7%

Moat Canada Q1 2017/

Mobile Web Video
Agency Viewable
Benchmark

Definition:
100% half duration (15 sec cap) with
audio and human
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How do local publishers
compare to those
results?
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Canadlan Publishers

Custom Benchmark of Q1 2017 Display Ad Inventory for:
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BENCHMARKS MOAT

52.9%

Moat Canada Q1 2017/

Desktop Display
MRC Viewable
Benchmark

Definition:
50% for 1 second



BENCHMARKS

MO AT

52.9%

Moat Canada Q1 2017/

Desktop Display
MRC Viewable
Benchmark

Definition:
50% for 1 second

09.5%

Canadian Publishers Q1 2017

Desktop Display
MRC Viewable
Benchmark

Definition:
50% for 1 second



BENCHMARKS

MO AT

52.9%

Moat Canada Q1 2017/

Desktop Display
MRC Viewable
Benchmark

Definition:
50% for 1 second

09.5%

Canadian Publishers Q1 2017

Desktop Display
MRC Viewable
Benchmark

Definition:
50% for 1 second

+12%

Difference



BENCHMARKS MOAT

o1.1%

Moat Canada Q1 2017/

Desktop Display
Agency Viewable
Benchmark

Definition:
100% or large ad, human, no time minimum



BENCHMARKS

MO AT

o1.1%

Moat Canada Q1 2017/

Desktop Display
Agency Viewable
Benchmark

Definition:
100% or large ad, human, no time minimum

03.4%

Canadian Publishers Q1 2017

Desktop Display
Agency Viewable
Benchmark

Definition:
100% or large ad, human, no time minimum



BENCHMARKS

MOAT

o1.1%

Moat Canada Q1 2017/

Desktop Display
Agency Viewable
Benchmark

Definition:
100% or large ad, human, no time minimum

03.4%

Canadian Publishers Q1 2017

Desktop Display
Agency Viewable
Benchmark

Definition:
100% or large ad, human, no time minimum

+14%

Difference



BENCHMARKS MOAT

45.2%

Moat Canada Q1 2017/

Mobile Display
MRC Viewable
Benchmark

Definition:
50% for 1 second



BENCHMARKS

MOAT

45.2%

Moat Canada Q1 2017/

Mobile Display
MRC Viewable
Benchmark

Definition:
50% for 1 second

4/.8%

Canadian Publishers Q1 2017

Mobile Display
MRC Viewable
Benchmark

Definition:
50% for 1 second



BENCHMARKS

MOAT

45.2%

Moat Canada Q1 2017/

Mobile Display
MRC Viewable
Benchmark

Definition:
50% for 1 second

4/.8%

Canadian Publishers Q1 2017

Mobile Display
MRC Viewable
Benchmark

Definition:
50% for 1 second

+06%

Difference



BENCHMARKS MOAT

45.97%

Moat Canada Q1 2017/

Mobile Display
Agency Viewable
Benchmark

Definition:
100% or large ad, human, no time minimum



BENCHMARKS

MO AT

45.97%

Moat Canada Q1 2017/

Mobile Display
Agency Viewable
Benchmark

Definition:
100% or large ad, human, no time minimum

4/.9%

Canadian Publishers Q1 2017

Mobile Display
Agency Viewable
Benchmark

Definition:
100% or large ad, human, no time minimum



BENCHMARKS

MOAT

45.97%

Moat Canada Q1 2017/

Mobile Display
Agency Viewable
Benchmark

Definition:
100% or large ad, human, no time minimum

4/.9%

Canadian Publishers Q1 2017

Mobile Display
Agency Viewable
Benchmark

Definition:
100% or large ad, human, no time minimum

+4%

Difference
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Precision, accuracy, and trust matter
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ATTENTION IS THE KEY

Q7%

of marketers believe digital media owners

Source: ANA, Dec 2015, “The Critical Need for Accredited Third-Party Measurement for Viewability of Digital Advertising”




AdvertiSingAg'e Marketing Advertising Digital Media Agency Data BtoB Video

Campaign Trail

Brands to Publishers: Let Us Check
Your Viewability Rates or We'll Stop
Buying Ads

Kellogg Has Stopped Buying YouTube Ads Over Viewability Verification Issue

v f 3 lin

Results You

Can Measure

With Better B2B
Ad Targeting




DOW JONES, A NEWS CORP COMPANY v

DJIA © 1834185 -0.28% S&P 500 v 2171.63 -0.25% Nasdaq v 5325.37 -0.26% US.10Yr v -2/32Yield 1.628% Crude Oil v 4617 -0.32% Euro
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Home World U.S. Politics Economy Business Tech Markets Opinion Arts Life Real Estate SearchQ

CMO TODAY

® Facebook : ' @~ Branded = Japan’s Dentsu %) »~ CMO Today: ™ B
f Overestimated Key ‘ ** Emojis Coming to Apologizes for Ad - Facebook - S Laun
< Video Metric for - B Messaging Apps Overcharges p & Artificially e Their >
Two Years " Inflated Average
Video Viewing Time

BUSINESS | MEDIA & MARKETING | CMO

Facebook Overestimated Key Video Metric for Two Years

Social network miscalculated the average time users spent watching videos on its platform

Recommended Videos

Great Wall of China
Repairs Provoke
Outrage

Charlotte Protests:
Family Wants Video
Made Public

Police Release
Footage of Deadly
Tulsa Shooting

Police Discuss
Release of Video of
Charlotte Shooting

Scientists Reveal
Biblical Text From
Ancient Scroll

Most Popular Articles

Hillary Clinton
Proposes 65% Top

Rate for Estate Tax
E—

11222 0.12%
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I N S I D E R India Insider Tech Careers Finance Strategy

INDIA

ADVERTISING More : SAl Enterprise

Google has been suspended from a key accreditation
service advertisers use to measure their ads

M LARAOREILLY |®0 | 0CT13,2016,12.11AM

A number of Google's ad services have been suspended from the Media
Rating Council (MRC) - a key accreditation service advertisers use to
verify that their ads are being properly measured - over "non-
compliance" issues related to the way in which it counts its ad
Impressions.



ATTENTION IS THE KEY

Moat measures viewability on



ATTENTION IS THE KEY

Moat measures viewability on



ATTENTION IS THE KEY

(11| Tube:

Moat measures viewability on




ATTENTION IS THE KEY

23

Moat measures viewability on



ATTENTION IS THE KEY

®

Moat measures viewability on



MOAT NEWS

MO AT

“..transact on these metrics using Moat Currency.”

INnMobi Partners with Moat to Allow Brands to Transact on
Viewability

InMobi Exchange has enabled Moat Currency allowing Brand Advertisers to leverage MRC Accredited Mobile Video
Metrics

NEWS PROVIDED BY SHARE THIS ARTICLE

0000000

InMobi —
Oct 27, 2016, 14:36 ET

SAN FRANCISCO, Oct. 27, 2016 /PRNewswire/ -- InMobi, the world's largest independent mobile advertising and discovery platform,
today announced a partnership with Moat to offer brand advertisers mobile video measurement and currency through both InMobi
Exchange and the InMobi network. The partnership will enable advertisers to measure, among other metrics, "human and viewable"
and "human, viewable, and audible" (sound, sight and motion) viewability and attention metrics across all mobile ad formats including

mobile video and native advertising, as well as transact on these metrics using Moat Currency.



MOAT NEWS MOAT

“Industry leader, Moat, has been selected to
power the currency for the marketplace”

DCN Launches Premium Digital Advertising Marketplace, TrustX

CBS Interactive, Condé Nast, ESPN, Hearst and News Corp to anchor the cooperative of more than 25 magazine, TV,
newspaper and native digital brands

NEWS PROVIDED BY SHARE THIS ARTICLE

oo 26,2016, 08001 0000000
Sep 26, 2016, 08:00 ET

NEW YORK, Sept. 26, 2016 /PRNewswire/ -- Digital Content Next (DCN), the only trade association exclusively dedicated to trusted,
high-quality digital content brands, today announced the creation of a cooperative digital advertising marketplace, TrustX, designed to
address the industry's trust, transparency and accountability challenges in digital advertising. This unique marketplace will be a
subsidiary of DCN and will operate as a public benefit corporation (B Corp) for the sole purpose of creating a sustainable future for

trusted advertising. Founding companies include DCN members CBS Interactive, Condé Nast, ESPN, Hearst and News Corp.
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Half of the ads on the internet are not viewable
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HUMANITY MATTERS




HUMANITY MATTERS

THE WALL STREET JOURNAL.

WSJ.com

January 27, 2015, 2:52 PM ET

Web Advertising Analytics Firm Moat Says It
Can Track Viewable Ads and Fake Trattfic

ByMike Shields
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Agence France-Presse/Getty Images

Online advertisers these days have pretty straightforward, but fundamentally crucial concerns.
They want to make sure their ads are viewable—i.e. that people can actually see them. And




INVALID TRAFFIC BENCHMARKS

MOAT

3.1%

Moat Canada Q1 2017

Desktop Display
Invalid Traffic
Benchmark

1.5%

Canadian Publishers Q1 2017

Desktop Display
Invalid Traffic
Benchmark



INVALID TRAFFIC BENCHMARKS

MOAT

3.1%

Moat Canada Q1 2017

Desktop Display
Invalid Traffic
Benchmark

1.5%

Canadian Publishers Q1 2017

Desktop Display
Invalid Traffic
Benchmark

1.1%

Moat Canada Q1 2017

Mobile Web Display
Invalid Traffic
Benchmark

0.2%

Canadian Publishers Q1 2017

Mobile Web Display
Invalid Traffic
Benchmark



INVALID TRAFFIC BENCHMARKS

Lower Desktop
Display IVT Rate

Canadian Publishers Q1 2017



INVALID TRAFFIC BENCHMARKS

Lower Desktop Lower Mobile Web
Display IVT Rate Display IVT Rate

Canadian Publishers Q1 2017 Canadian Publishers Q1 2017



ANALYTICS

Invalid Traffic Detection

data center traffic

hijacked devices

malware

bots and spiders

activity based invalid proxy traffic
list based

non-browser UA

false measurements

false viewable

pre-fetched traffic cookie stuffing

unknown browsers VS. location manipulation



GIVT BENCHMARKS

MO AT

2.4%

Moat Canada Q1 2017

Desktop Display
Data Center Traffic
Rate

0.7%

Canada Publishers Q1 2017

0.1%

Moat Canada Q1 2017

Desktop Display
Spider
Rate

0.1%

Canada Publishers Q1 2017

0.1%

Moat Canada Q1 2017

Desktop Display
Excessive Activity
Rate

0.4%

Canada Publishers Q1 2017




GIVT BENCHMARKS

MO AT

1.0%

Moat Canada Q1 2017

Mobile Display
Data Center Traffic
Rate

0.1%

Canada Publishers Q1 2017

<.1%

Moat Canada Q1 2017

Mobile Display
Spider
Rate

<0%

Canada Publishers Q1 2017

<.1%

Moat Canada Q1 2017

Mobile Display
Excessive Activity
Rate

<0%

Canada Publishers Q1 2017




SIVT BENCHMARKS

MO AT

0.2%

Moat Canada Q1 2017

Desktop Display
Automated Browser
Rate

<.1%

Canada Publishers Q1 2017

1.1%

Moat Canada Q1 2017

Desktop Display
Incongruous Browser
Rate

0.4%

Canada Publishers Q1 2017

0.4%

Moat Canada Q1 2017

Desktop Display
Invalid Proxy
Rate

0.3%

Canada Publishers Q1 2017




SIVT BENCHMARKS

MOAT

<.1%

Moat Canada Q1 2017

Mobile Display
Automated Browser
Rate

<.1%

Canada Publishers Q1 2017

0.4%

Moat Canada Q1 2017

Mobile Display
Incongruous Browser
Rate

1%

Canada Publishers Q1 2017

0.2%

Moat Canada Q1 2017

Mobile Display
Invalid Proxy
Rate

<.1%

Canada Publishers Q1 2017




HUMANITY

MATTER

$7.2 billion

INn 2016 according to the ANA

Source: ANA, 2016



4%

in digital ‘ad fraud’



CREDIT CARD COMPARISON

$28 trillion

annual global credit card sales

Source: The Nielsen Report 2014



CREDIT CARD COMPARISON

0.05%

INn credit card

Source: The Nielsen Report 2014



CREDIT CARD COMPARISON

80X

higher rate of losses in digital than to credit cards
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Adson ‘Premium’
Websites Prove More
Effective, comScore

Says

@ EU Files
Additional Formal
Charges Against
Google

Broadcast TV
Upfront Sees Gains
After Several Years of
Slump

Omnicom Earnings
Shed Light on
Advertisers’ ...

&
N [
BUSINESS | MEDIA & MARKETING | CMO

Bogus Web Traffic Continues to Plague the Ad Business

Trade group finds no improvement in the amount of online ad fraud that exists on the web

By SUZANNE VRANICA ® 0 COMMENTS

- 20MEa 700 : s .
Jan.19, 2016 7:00 a.m. ET Recommended Videos
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1S the first step
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But we must go further
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IS the key to branding



HOME CELL PHONE COMPUTER SOFTWARE NEW TECHNOLOGY PHONE APPS TECHNOLOGY WATCH TECH VIDEOS

A
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HARDWARE e e aS
Since cavemen first banged rocks on rocks, making music with items that aren't traditionally n N _ ‘ - eserve Our
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m Samsung Subjects Galaxy Note 4 to All
Kinds of Durability Tests [VIDEO]

SASAD Sabiam

Samsung Galaxy Note 4 Fails Bend Test
[VIDEO]
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SHARP AQUOS CRYSTAL REVIEW [VIDEO]

lo Comments
The Sharp Aquos Crystal is certainly no iPhone 6 Plus
or Samsung Galaxy Note 4, ...
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Consumers are voting
OoNn user experiences



APPROACHING 500 MILLION AD BLOCKERS WORLDWIDE

Global Adblocking Users (MM)

500

400

300

200

100

2009

Global Adblocking Users on Web (Mobile + Desktop), 4/09 — 3/16

2010 2011 2012

-=Desktop Adblocking Software Users

2013 2014 2015

-—=Mobile Adblocking Browser Users

Source: KPCB Internet Trends 2016
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Better Consumer
EXxperience
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should feel seamless
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Ads Content
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s the key to branding
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doO yOou measure
Nnuman attention?
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SPENT TIME




ACTIVE TIME OR NOT
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CHECKING OUT




e e Huffington Post

x | B NASA shows off the desigr X

L C nh www.huffingtonpost.com/section/business

THE HUFFINGTON POST

INFORM ¢ INSPIRE ® ENTERTAIN « EMPOWER

POLITICS ENTERTAINMENT WELLNESS WHAT’S WORKING VOICES VIDEO

BUSINESS

KEEP TALKING

Roger Ailes Is Desperate To Silence Gretchen Carlson

)

A

MOAT

Please select an
element




ATTENTION METRICS

Display, Video,
Mobile & Native



BENCHMARKS MOAT

50.6% 56.2%  +11%

Moat Canada Q1 2017 Canada Publishers Q1 2017
Desktop Display Desktop Display
Active Page Dwell Time Active Page Dwell Time

Benchmark Benchmark

Definition: Definition: -

Average time spent on page with window in-focus Average time spent on page with window in-focus Llft




BENCHMARKS

MOAT

9.4%

Moat Canada Q1 2017/

Desktop Display
Hover Rate
Benchmark

Definition:
User entered frame of the ad

10.5%

Canada Publishers Q1 2017

Desktop Display
Hover Rate
Benchmark

Definition:
User entered frame of the ad

+10%

Lift



BENCHMARKS

MOAT

12.0%

Moat Canada Q1 2017/

Desktop Display
INn-View Time > 30s
Benchmark

Definition:
50% for 30 seconds

14.0%

Canada Publishers Q1 2017

Desktop Display
INn-View Time > 30s
Benchmark

Definition:
50% for 30 seconds

+1/%

Lift
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