TWEET PV 10 [OH SHAKE
DOWNIT "MMENT




TWEET BUY WATCH SHARE |
DOWNLOAD LOOK LISTEN COMMENT
JOIN PARTICIPATE LIKE SUBSCRIBE
ENGAGE TWEET PLRAY BUY WATCH
SHARE READ DOWNLOAD LOOK LISTEN
COMMENT JOIN PARTICIPATE LIKE
SUBSCRIBE ENGAGE TWEET PLAY BUY
SHARE READ DOWNLOAD |




DIGITAL CONTENT NEXT



® We Share One United Goal
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® Growing Time and Revenue
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@ Obstacles In Our Way
(2)  What Will It Take

@ How Digital Content Next Can Help
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® Display Ad Market Pressures Continue
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@ Business Model Innovation
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® Advancing the Future of Trusted Content

DOWN|
101H,
ENE:
SHE
COm:
“

T

BIB]C]
A. H. B11.0 CORPORATION .com A-E AolNews. AP Bloomberg
NETWORKS [ —————]

BUSINESS , " -
@ ces interactive N 5 COXMEDIA) EDAILY CALLER

AR CNBCG  CONDE NAST GensumerReports.org

d. . | 3 g ~ T ST DED, d\ » FT

gitalfirst  @iscovery %D edmunds@Ry ESLAF everyday - "' Forbes
[ Harvard

[/@ GANNETT @3232:,“ weansronoaion @@ meredith | | GEOcRAPHIC  THNECNEWS NACTa .

gxg%vé?za[ (Newsdav \/T.u'\im&,;mm th:.\'cwuorkgi_xggg @PBS PurCh RODALE

) $ T - 54
@ scripps Slate PIVIC T et Timelne @=mD|fE~

Spanfeller Media telegraphmediagroup unIvision

‘ ‘ll”g%AY viacom viicativ VOX MEDIA™ @ The Washington Post w:at‘her \X/ebMD

Company



DIGITAL CONTENT NEXT



Exclusively Serving Content Companies
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® Building Influence Across Industry

#DCNlive Cb @jason_kint



Last Year: 20+ Op-Eds

We Need a New
in Digital
Publishing

Much of the digital content

industry is lost today in

“Church and State”

discussions about the blurred line

MEDIA

Featuring fresh takes and real-time analysis from
HuffPost's signature lineup of contributors
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False Advertising: When Lazy Headlines
Undermine Great Research

December 11, 2014, 7:51 AM PST

ﬂ By Jason Kint, CEO, Digital Content Next
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Ad fraud is a big problem. I'm not just talking abq
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New Digital Content Next CEO weighs in on
the complex issues of privacy and viewability.

Trust Me: Content Marletin
Risky Business ..........

When you get into the content business, you raise you
Without a doubt, the quantity of content available online is| success. You also run the risk of alienating your custon
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3 Things That Are Better Wh
Marketers And Media Work
Togetherr

1 @ Comment

Today the line between media and marketer is blurring. We are
content creators who want to create engaging customer
experiences, and we're all trying to earn the fleeting attention d
consumers across timelines, newsfeeds, chats and texts, amon
other things. Digital content companies like The New York Tim¢
Bloomberg, ESPN and others rely on the complex relationship

between their consumers and the marketing partners that wan
reach them. Media and marketing are inexorably intertwined a
it's this relationship that often pays for the content we deliver.

With that in mind, there are three specific areas where closer
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Attack of the Zombie Cookies: Verizon and a Turn
for the Worse

January 15, 2015, 2:43 PM PST

E. By Jason Kint, CEO, Digital Content Next
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In a number of columns last year, I called on the digital media industry to increase the

collaboration between marketers and media will improve resul

level of transparency and choice for consumers in the digital marketplace, because I'm

11




® Changing False Narratives
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ANA Bot Report Reveals Unsettling
Truth About Premium Publisher
Inventory

Respected Sites Deliver 25% of Bots

Alex Kantrowitz

A 60-day study conducted by the Association of
National Advertisers and ad fraud detection company
1 White Ops came to a conclusion likely to unsettle many MILI
digital ad buyers: purchasing ads from premium
publishers does not protect marketers from fraud.

"Advertisers who assume that traffic to premium G AN T BE W?

publishers is free of bots risk losing large amounts to AND THE MEDI
intentional or unintentional bot fraud," the report '
stated.
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We're Responding Quickly

Co d e > NEWS | REVIEWS | VIDEO | YOICES | WRITERS | EVENTS
/ VOICES

False Advertising: When Lazy Headlines
Undermine Great Research

December 11, 2014, 7:51 AM PST

E- By Jason Kint, CEO, Digital Content Next
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Ad fraud is a big problem. I'm not just talking about the cost to marketers who invest
budgets to create and deliver ads that may not be viewable or are measured on
questionable metrics. There are also fundamental problems in the way we are discussing
the ad fraud itself, which shifts the focus away from the important issues, and from finding
solutions for the trust problems in the digital advertising marketplace.

On Tuesday, the Association of National Advertisers (ANA) and ad-fraud-detection
company White Ops, Inc. released the results of their two-month analysis of billions of ad
impressions on 36 sites. Research like this is both ambitious and important, and I applaud
the effort.



® Summary
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@ DCN 1s Shaping the Future

@ Trust Drives Opportunity

@ Together We Can

#DCNlive Cb @jason_kint
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