Pixel Media

a leading Asian online advertising sales network

www.pixelmedia-asia.com




Pixel’'s Market Position

* The first Asian-listed (ex-Japan) online advertising sales

network pure play Ay 1 FLiEH

* Market leading positions in all markets;

—  #1 or 2 market positions in Hong Kong, Singapore,
Malaysia in terms of revenue of all ad networks

— Fast growing in China
 Key and Strategic Asia market positions:
— HK and SG - Asia’s media and finance hubs

— BJ and SH — Tier 1 China cities and key advertising f'_i. '
hubs for local and MNCs -

— Malaysia — emerging SEA market with fast growing
online ad opportunities




Online Research




Internet access - growth in most markets

% have access to the internet
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Broadband has increased in the past 3 years

% have broadband connection at home
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Usage of internet applications

%

All 10 markets*

Accessed to websites in

past 30 days
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Synovate Young Asians Survey 2007
Regional Findings




*Number of hours per day

Time spent on each medium per day - Aged 8-24

The Internet is the most used medium in Singapore, Taiwan and China
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Q. How did you spend your day in your last weekday/weekend? Your media consumption?

Source: Synovate Young Asians Survey 2007
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Best entertainment source/leisure pastime

% Medium best described by the following statements
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| couldn’t live without

% Medium best described by the following statements
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Advertising Methodology




Advertising Methodology

IAB Standard Ad Sizes — most commonly used




Advertising Methodology

Rich Media Ads* - were users experience richer ads

 Expandable e Video ads * Multiple tabs

* Third party serving




Advertising Methodology
More impactful banners sizes

Interstitial

Ads appears before the site landing page loads

Over-the-page

Ad appears over the site’s page and reduces to a smaller size
position
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Advertising Methodology

Pricing

Pros

Cons

Weekly

-Space sold by rotation

- More affordable for sites with
huge inventory

- Easy for media planning

- Unable to manage client's
expectation - fluctuation of traffic

- Inflexible cost

Cost per thousand Impressions (CPM)

-Sold based on available inventory

- Guaranteed traffic

- Flexible cost

- More work in planning and
scheduling

Cost Per click (CPC)

-Sold based on clicks required

- Pay only when there is
response

- High cost and not feasible to
publishers as site’s are not search
based hence there will be high
wastage of inventory

Cost Per Acquisition (CPA)

- Sold based estimated acquired
customer

- Pay only when there is
acquired business

- Unpredictable and high cost

- SEA markets not mature enough
to facilitate such model




Results

Common tracking for weekly and inventory (CPM) campaigns
e Click through rates (CTR), industry average is 0.2% and falling

 To counter the falling CTR, rich media is now widely use to generate
after click or after exposure tracking:

- Video ads - track times watched, minutes watched
- Interactive ads examples with games or multiple tabs/functions within the banner
ads — measures interaction time

- After exposure conversion tracking — track users visiting advertisers site after
being exposed to the ad but did not respond during exposure



Traffic measurement

* No independent third party tracking available this region

* Mostly dependent on Free Site rankings tools such as
Alexa Ranking Tools or Google Analytics

* International sites traffic measurement and analysis
companies:
« Hitwise
« Comscore
« Nielsen



Current Trend

e Advertisers are looking for beyond the banners
opportunities:
« Weaving into content
« Segment sponsorships
* Video ads

» Social networking sites such as Friendster and
Facebook are the priority sites

 Widgets



Weaving into content



Segment Sponsors



Video ads



Widgets



Many Thanks

Shelly Ng
Country Manager
Pixel Media Malaysia



