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Why Digital Content Next?

Intelligence of a Think Tank with
the Voice of a Trade Association
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Problem Statement

Consumers want high-quality, timely and free
content. Current business models require
display advertising to subsidize much of the free
content on the Internet. Advertising revenues
for content companies have barely grown in the
past five years. Almost all growth has gone to
the intermediaries and distributors.
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Display Ad Market Pressures Continue

M Industry (IAB)

B DCN estimate

Declining CPMs
- Viewability

- Fraud

Shift to Mobile
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- IAB / PWC Internet Advertising Revenue Report

. DCN Annual Benchmark Report (estimate)



Most Important # to Premium Publisher

65%
65%

1Source: 2013 IAB Internet Advertising Report
2Source: eMarketer, October 2014.

digital advertising
sold based on
performance model
in 2013.1

digital advertising
that will be sold
programmatically in
2016.2
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Nothing Is Dispensable

Importance of various ‘technologies’ (average score ranking, N = 21)

Ad serving

Mobile ad serving
Analytics

Video ad serving
SSP/Programmatic
Audience targeting and segmentation
Order Management

CRM

Exchange Advertising
Yield management

Billing management

Third Party Reconciliation
Other (please specify)
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Let’s Pause for a W.T.F. Moment # 1
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Let’s Pause for a W.T.F. Moment # 2
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Adblocking Growth

Adblock user growth is breaking out and rapidly accelerating as internet users
choose to strip out advertising from the content they consume online.

The findings The bottom line
* The number of adblock users more than Transitioning through a breakout period in growth at the
doubled in 2013; up 117%. end of 2012, adblocking has now crossed the chasm from

early adopters and tech enthusiasts into the mainstream
audience. Advertisers need to investigate how this
impacts their ability to reach their target audience, and

* InQ22014,49% of all internet users engaged  should be open to working with publishers and

in adblocking; 144 million monthly active technology providers to help address the problem.
users of the major adblock plug-ins globally.

= Adblock’s pre-summer growth in 2014
mirrored that of 2013,

54M

39M
= PageFair 30M

[ALL ADRLOCK PLUGINS) 21M
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Digital Media Can’t Thrive Without Trust
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Advancing the Future of Trusted Content

Research

Advocacy

Partner

Connect

Promote
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Summary

@ Focus On the Customer
@ Simple Yet Powerful
@ Unification For Survival
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