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Marcus Startzel
Senior Vice President, Sales
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of interactive media sales, and he serves the key role in inspiring
the advertising community to leverage the unigueness of mobile to
achieve their broader business goals.

Prior to joining Millennial Media, Marcus held media sales
leadership positions with Digital Sports and Advertising.com where
he gained expertise in all areas of interactive advertising, from
hyperlocal targeting to broad reach executions. As VP, Sales at
Advertising.com, Marcus inspired his team to lead the company t
great success in the digital media space by developing creative a
winning selling strategies.

Marcus is a regular speaker at industry conferences, and was
awarded the Stevie Award for Best Sales Manager in the 2007
American Business Awards.

Marcus graduated, with Merit, from the United States Naval
Academy and is a qualified nuclear engineer from his time as a
Nuclear Submarine Officer.
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Agenda

A Session 1Mobile Overview EJ Laratta

A Session 25Site Development and Infrastructur&anjay
Pothen

A Session 3Media and Advertising Chuck Schultz

A Break

A Session 4Mobile Measurement Matt Langie

A Session 5Future of Mobile Mark Spates

A Session 6Panel Discussion with the Experts and Q&A
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EJ Laratta
Mobile Specialist

A As a Mobile Specialist for Microsoft Advertising, EJ is

responsible for creating cross platform media solutions

that leverage Microsoft and Verizon Wireless mobile
properties.

A Over the past 18 months, he has successfully helped '
notable brands like Ford, General Motors, RIM,

YStt233Qa -EBuchmtéggétﬁ Ratzie $itdJ
their marketing mix.

A EJis a graduate of The Ohio State University, a memj,
of the Chicago Interactive Marketing Association,

Heartland Mobile Council, and Mobile Marketing
Association.
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SANJAY POTHEN
U.S. MANAGING DIRECTOR

Sanjay Pothen is the U.S. Managing Director for Phonevatellicis Groupe's mobile
marketing arm.In this capacity, he is charged with infusing mobile expertise within the
Group and in working with the Group's brands on mobile marketing strategy, campaigns,
and media planning and buying.

Previously, Sanjay cofounded and was CEO of Bllogputique mobile marketing
agency.Prior to Plig, Sanjay spent over a decade in management consulting, advising
telecommunications, media, and high technology firms on strategy, operations and IT
issues.Sanjay began his career in finance and accounting at IBM.

Sanjay has served as a featured panelist and speaker at industry trade and media events
including OMMA Mobile, Digital Hollywood, TIECon, USC's Global Mobility Roundtabl
CTC Celebrity CEO Series, and the ERMA Féteimas also been an adjunct research
fellow at the Harvard Business School where he authored papers and cases and co
developed a course on internet business models.

Sanjay is a charter member of TiE, a+poofit network of global entrepreneurs and
professionals, which is focused on fostering entrepreneurshi@.is also currently an
advisor to a number of early stage startups and enjoys working with disruptors at the
_codnflux_ of the turbulent technology, telecommunications, and media/entertainment
industries.

Sanjay received his B.S.
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Chuck Schultz
Director, New Media

w For Starcom, Chuck directly oversees and manages the growing and
dynamic landscape of video on behalf of General Motors.

w He is Focused on the application and strategic use of advancements
in VOD, DVR, DTV, IPTV, iTV, broadband and mobile to deliver a
highly targeted consumer centric video experience across the TV, PC,
mobile video players, and cell phones.

w Chuck also offers idepth knowledge and insight in emerging
consumer media trends, backed by a passion to effectively exte
an experience with an advertisers brand beyond thirty seconds gnc
static online banners. .
w Chuck is a graduate of Wayne State University in Detroit where i
earned a B.S. in Business Administration. '
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Matthew Langie
Senior Director, Product Marketing

A At Omniture, Matthew Langie is Senior Director of Product
Marketing, where he spearheads product marketing for the
Industry-leading web analytics solutions including Omniture
SiteCatalyst and Omniture Discover.

A He has extensive software marketing management experience
Including leadership roles at WebTrends, Infor Global
Solutions, Datastream, and Hewlétackard.

A Previously, he built the marketing team for the entertainment
software company founded by beselling author Michael
Crichton, and led marketing and business development effort
for the software technology research lab at Intel.

A He holds a BBA in marketing from the University of Notre
Dame and an MBA from the University of Texas at Austin,
where he was recognized with the Texas Business Hall of Fa
foundation award and scholarship.

A He is a former Air Force officer, separating at the rank of
Captain.
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Mark Spates
Director of Social Media, Videoegg

* * experimenting with the interactive content consumption theory
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Warm up exercise:
The Mobile Landscape

EJ Laratta
Mobile Solution Specialist
elaratta@microsoft.com

Microsoft’
Advertising




Mobile Market Snapshot

Mobile Subscriber€2%o0f US pop

V77 80/20’ feature/smart phone USErS Change in Time Spent per Day with Select Media
According to US Consumers, 2009 (% change*)

71M Active Mobile Web Users ~2%l -
i reach grew from 56M to 71M YoY -14% [ Gaming
I Mobile web usage will surpass PC b mm__:::::;:m
2014 33 [ i< and radio

59% Reading

Note. *vs. 2008, **includes Web browsing, e-mail, social networking

Mobile: Only Channel W|th riSing media Source: Yankee Group, “2009 Advertising Forecast Update: Less TV, More

- Internet.” prowided to eMarketer, Aonil 14, 2010
time

I Voice, SMS, Web, Games, Social, App
Usage all increased YoY
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Market Enablers driving Usage

1.) Handset/Device Proliferation

T 2010: est 40%0% of new device
al £fSa (2 0SS VYA Y

2.) Connectivity
I 3G->4G
I WI-Fi enabled devices (VWiax)

3.) Content
i GR2U0YHE AKI SEa S
i 3dparty applications
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How are users consuming Mobile Data?

Used Browser _ 25%
Played Game _ 21%
Used Downloaded App _17%

0% 10% 20% 30% 40% 50% 60% 70%
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Walgreens

WAP vs. APP

Find a Store
Find a Clinic
Photo
Pharmacy
Weekly Ads

Browse

7:39 PM

WARP website specifically designed
and formatted for display on a
mobile device

Avail toALLmobile web users

Walgreens

Welcome to Walgreens' Mobile

Where you can
e Upload and print photos

Log in

e Manage prescriptions o
e Find a store I
e Shop for your favorite brands

Caon

Walgreens Full HTML Site
@ 2010 Walgreen Co

Motice of Privacy Practices

. All rights reserved
Terms of Uze | Or

And mare...

APP downloadable 3 party

Login >

Already a Customer?

Privacy & Security

EXECU

LEARNINC

O\

Go gle ‘: hﬂfﬂ(: :

software
T Avalil to OS usefSNLY




| R R2f f

Mobile Advertising Revenue (in millions)
SMS, Search, Display, In-app, Video

$1,600

B 2 7

$1,400

$1,200

$1,000
$800

$600

$400
$175

> Online Video and Hispanic Television

$200

2008
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A Mobile has SCALE

A The audience is growing rapidly and dependency / usage are
a0F33ISNAYT O2YLI NBR (2 |ye ;
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Mobile into your marketing mix



Thank you!

EJ Laratta
Mobile Solution Specialist
elaratta@microsoft.com

Microsoft
Advertising
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Moblle
Site
Development &
Infrastructure

April 22, 2010
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Key Mobile Pillars

Marketers must utilize all mobile pillars to create personal connections with consumers

4 N

Mobile Sites

o J
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Key Mobile Pillars

Marketers must utilize all mobile pillars to create personal connections with consumers

4 N

)
Mobile SMS

Applications
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State of Mobile Welg Explosive
Growth

A Mobile Internet access continues to explode as smart phones continue to proliferate
and consumers purchase flat rate data plans

A Users are looking for answers at their moment of need vs browsimgbile search
YOY growth 113%

Worldwide Mobile Broadband Subscriptions Growing Unabated
1] Includes HSPA, W-COMA, Average Monthly Number of Mobile Internet Access
) CDMAZ2000, and EV-DO technologies = =
g Sessions Among US Mobile Phone Users, 2007-2009
E
£
4
(]
2
G
2
@
0 : . - . . . . ofe; 2007 n=500, 2008 n=512 2009 h=504
CY07 CY08 CY09 CY10 CY11 CY12 CY13 Gorce Bld/Xelsey and ConStat, "Mobile Market View, ™ Novemnber 17, 2009
© Infonetics Research, Mobile Broadband Cards, Routers, Services, and Subscribers 103773 vl eMarkater.com
Biannual Market Size, Share, and Forecasts, March 2009

A Marketers must provide consumers access to their brand anytime, anywhere as consumers expect
their favorite brands to be on mobile
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U.S. Mobile Consumption
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U.S. Mobile Internet Consumption

Similarities and differences when compared to the Web

weesevcr I -1
WEATHER I /- 57
2 e ————

SPORTS INFORMATION [ 3%
I -5

ENTERTAINMENT NEWS I 33%

MOVIE INFORMATION [ 29%

FINANCIAL NEWS T o

BUSINESS DIRECTORIES[I T 2%

restavrantiveo I >
nanciaL account I o

TrarFic ReporTs [ 10
raveLservice [ 150

IO 140 SHOPPING GUIDES

Figures from various public sources
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User Behavior More time spent Killing time or saving
browsing and GAYST aGLYy |yR 2dzi

engaging with content
User Experience  Consistent across  Varies depending on

operating systems, handset and browser
browsers, and sites

Content Long, medium, and Snack sized content
short form

At home and at work Ghy GKS D2¢
Use Case

Engaging experiences Convenient and
Key Strengths personalized

experiences
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Smart Phone PenetrationOn The Rise

A Smart phone penetration up to 17% of the overall mobile phone market
ARIM (BlackBerry) holds the largest market share with Google (Android) capturing the

most growth

Smartphone Penetration

b s Smariphone

Non-
Smartphone
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