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A. Background

About IAB Canada’s 2010-11 Canadian Online Advertising Revenue Report...

First commissioned in 1998 by the Interactive Advertising Bureau of Canada (IAB), the Canadian Online
Advertising Revenue Report is now in its 12th consecutive year of publication. From 1999-2001, the study
was conducted by PriceWaterhouseCooper. From 2002 onward, the study was conducted by Ernst &
Young LLP.

The results of IAB Canada’s Annual Canadian Online Publisher Advertising Revenue Survey are
considered the most accurate measurement of Canadian Online advertising revenues, as the data is
compiled directly from information supplied by Canadian Online Publishers who sell advertising on
Canadian Websites, and Ad Networks who sell advertising on both the Canadian and U.S. Websites they
represent.

It should be noted that Ernst & Young does not formally audit the information supplied by participants in
their Survey responses, and provides no opinion or other form of assurance with respect to the
information. Results of individual respondent submissions are held in strict confidence by Ernst & Young
and are released in aggregate form only, to maintain individual Online Publisher/Ad Network
confidentiality.

The technical summary at the end of this Report contains basic Survey Methodology and the Definitions
of the various Online Advertising Vehicles (Ad Formats) reported on.

Martin Lundie
Ernst & Young LLP
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B. Executive Summary

2010 Full-Year Highlights and 2011 Forecast

Revenue Trends

Canadian Online Advertising Revenues for 2010 exceeded budgeted expectations of $2.1 billion and
grew by 23% to $2.23 billion for 2010. French language Online Advertising Revenues grew by 22% in
2010, continuing to account for 19% of total Online Ad Revenues in Canada in 2010.

Respondents to IAB Canada’s 2010 Survey have forecast that Online Advertising Revenue in Canada will
grow to $2.6 billion in 2011 — an estimated 16% increase over 2010 actuals. This forecast includes a 17%
increase to $500 million for French Publishers’ Online Advertising Revenue.

Concentration Of Advertising Revenues

As a result of recent consolidation among Online Publishers in Canada, the Top 10 Advertising Earners in
this Survey now account for 81% of all Canadian Online Advertising Revenues in 2010, compared to 77%
in 2009. Similarly, the Top 20 Earners now account for 90% in 2010, relative to 87% in 2009.

Revenue By Advertising Vehicle (Ad Format)

Search advertising continues to lead in terms of share of dollars booked by Online Publishers ($907
million/41%), followed by Display ($688 million/31%) and Classifieds ($587 million/26%). Together, these
three advertising vehicles represent 98% of all Online advertising booked in Canada.

NEW!! For the first time, Display ad revenues are broken-out according to Standard Display (e.g.
banners), Rich Media, Sponsorship and Direct Response/Lead Generation. With almost $700 million in
ad revenues, Standard Display ads account for almost three quarters of Display in 2010 (74%) and 23%
of Total Online ad revenues.

Online Video advertising grew by 85%, from $20 million in 2009 to $37 million in 2010. Both Publisher-
based Email and VideoGaming formats appeared to have lost ground in 2010.

NEW!! For the first time this year, French language Online revenues are broken out by advertising vehicle
(format) for both 2009 and 2010. French language Classifieds/Directories grew more quickly in 2010
(+34%) compared to Total Canada (+26%), while Display grew more slowly in French Canada; i.e. +6%
compared to +19% overall.

Revenue By Advertising Product Category
2010 Canadian Online Ad Revenue by Advertiser Product Category was also tabulated, and breaks out
as follows:

Automotive - 12%;
Packaged Goods - 119%;
Financial - 11%;

Retail - 9%;

Leisure (Travel, Hotel, Hospitality) - 6%;
Technology - 5%;
Telecommunications - 4%;
Entertainment - 4%;
Media - 4%;

Pharma - 3%; and,

Other - 31%.

IAB Canada: 2 Carlton Street, Suite 820, Toronto, Ontario M5B 1J3
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Online Advertising Growth as Compared to Growth in Other Media

In 2010, Online ad revenues surpassed Daily Newspaper ad revenues. As a result, the Internet is now
second only to Television in terms of share of total Canadian media advertising revenue (15.9%). Online
advertising’s 23% increase from 2009 to 2010 also bested other major media, all but one experiencing
only single-digit growth rates during this time.

Online Revenue Share Vs. All-Media: Canada/US/UK

Canada’s Online advertising market, with a 15.9% share of total domestic advertising revenue in 2010,
has for the first time slightly outperformed the US, at 15.4%. In the UK, Online has 80-85% greater share
than in either Canada or the US, respectively, at 28.7% of total advertising revenue.

Challenges + Opportunities Going Forward

The erosion of Display ad unit CPMs is a continuing concern for pure-play Publishers who compete with
low cost performance inventory available from Ad Networks. However, according to the Publishers
surveyed for this Report, automation of Online media buying by Agencies via Demand-Side Platforms in
the coming years, will boost the value of their remnant inventory and make pure-play Publishers more
competitive with Ad Networks. At the same time, Publishers will seek to protect their premium ad format
revenue, as this income drives both technological and content innovation -- and ultimately -- user
engagement with Publisher Websites, and hence, increased opportunity to engage with Advertisers’
brands. Demonstrating CPM-based Display advertising's ROl is imperative going forward.

Continuing to grow revenue in the Online media marketplace requires Publishers to continue to evolve
and differentiate their sales offerings to Advertisers, including developing both Branded Content and
Local Online products, while also increasing reach and incorporating data-driven ad solutions. Demand
for Online Video ad inventory will continue to exceed supply, acting as a major incentive for Publishers to
expand this content. The growing impact of Social Media is perceived both as a challenge and an
opportunity by Publishers/Ad Networks.

The Mobile advertising marketplace holds great promise for Publishers and Ad Networks who understand
how Mobile intersects with traditional and Digital marketing, and how Online plus Mobile campaigns can
overcome current levels of low reach within Mobile. Cross-media integration of Internet campaigns with
TV, Print, Radio and OOH offerings will enhance the role of media companies with both traditional and
Digital media assets, and continue to pose a threat to pure-play Publishers. Ad inventory from French
Canadian Websites has become attractive to English language Online Publishers/Ad Networks seeking to
build reach within the Online channel.

Educating the advertising industry about Digital media will continue to unlock incremental revenue for the
sector. However, recruitment and retention of experienced and high-functioning human resources at
reasonable salary rates, remains a major challenge in capitalizing on this trend for both Agencies and
Publishers/Ad Networks within the Digital industry in Canada.

IAB Canada: 2 Carlton Street, Suite 820, Toronto, Ontario M5B 1J3
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C. Detailed Online Advertising Revenue Findings

Canadian Online Advertising Revenue Exceeds $2.2 Billion in 2010

Online Advertising Revenues rose to $2.232 billion in 2010, up 23% compared to $1.8 billion in 2009, a

full 6% over the forecast number of $2.1 Billion.

Total 2010 Online Advertising Revenue

2009 2010 9% growth
Millions ($) 1,822 2,232 23%
Note: Excludes Agency commission

French language Advertising Revenues grew by a comparable 22% in 2010, continuing to represent 19%

of total Online Ad Revenues in Canada in 2010.

Total French 2010 Online Advertising Revenue

2009 2010 % growth
Millions ($) 352 428 22%
Share of Total 0.19 0.19

Note: Excludes Agency Commission

$2.6 Billion Total Online Revenues Projected for 2011
Online Ad Revenues are forecast to grow 16% by the end of 2011, rising to $2.586 billion. French ad
revenues are forecast to increase by 17% to $500 million.

Projected Total 2011 Online Advertising Revenue

Actual Forecast

2010 2011 9% growth
Total Online (Mil $) 2,232 2,586 16%
French Online (Mil $) 428 500 17%

Total and French Canada Online Advertising Revenues Over Time: 2001-2010

Canadian Online Advertising Revenues grew by 23% to $2.232 billion in 2010, substantially up from the

14% growth recorded between 2008 and 2009. Indeed, Publisher revenue from Online advertising in

Canada has increased at double digit rates in all but one of the past 10 years -- building from $86 million

in 2001 to the $2.23 billion mark in 2010.

Ten-year Growth Trend of Actual Online Advertising Revenues: 2001-2010

2001 2002 2003 2004 2005 2006 2007 2008 2009 2010
Total Cda Millions ($) 86 176 237 364 562 900 1241 1,602 1,822 2,232
% growth/yr ~ -12%  105% 35% 54% 54% 60% 38% 29% 14% 23%
French Cda Millions ($) - -- - 66 124 189 260 317 352 428
% growth/yr - -- - - 89% 52% 38% 22% 11% 22%
*NOTE: Online Advertising Revenues for French Canada were not able to be determined accurately until 2004.
6
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Concentration of Online Advertising Revenues in Canada

The Top 10 Advertising Earners in this Survey, brought in a full 81% of all Canadian Online Advertising
Revenues in 2010, up from 77% in 2009. The Top 20 Earners accounted for 90% in 2010, up from 87% in
2009. This pattern represents a degree of consolidation among Online Publishers during 2010.

Percent Share of Total Annual Survey Revenue: Top 10, 20 Earners

Year... 2006 2007 2008 2009 2010
Top 10 Earners 78% 7% 7% 7% 81%
Top 20 Earners 87% 85% 86% 87% 90%

NOTE: IAB Canada’s Annual Online Advertising Revenue Survey has a 100%
response rate for the Top 10 Earners, and a 90% response rate for the Top 20 Earners.

Revenue and Rate of Revenue Growth by Online Vehicle (Ad Format) In 2010
Both Search and Display Advertising grew substantially in 2010, with Search advertising increasing by
22% and Display advertising by 19%.

Search advertising continues to lead in terms of share of dollars booked by Online Publishers ($907
million/41%), followed by Display ($688 million/31%) and Classifieds ($587 million/26%). Together, these
three advertising vehicles represent 98% of all of the Online advertising booked in Canada.

NEW!! For the first time, Display ad revenues are broken-out according to Standard Display, Rich Media,
Sponsorship and Direct Response/Lead Generation. With almost $700 billion in ad revenues during 2010,
Standard Display ads account for almost three quarters of Display (74%) and 23% of Total Online ad
revenues. In future years, IAB Canada will continue to report each of these Display ad vehicles.

Online Video advertising grew by 85%, from $20 million in 2009 to $37 million in 2010. Both Publisher-
based Email and VideoGaming formats appeared to have lost ground in 2010.

NEW!! For the first time this year, French language Online revenues are broken out by advertising vehicle
(format) for both 2009 and 2010. French language Classifieds/Directories grew more quickly in 2010
(+34%) compared to Total Canada (+26%), while Display grew more slowly in French Canada; i.e. +6%
compared to +19% overall. See below:

Online Revenue & Percent Growth by Advtg Vehicle: 2009-10
Total Canada French Canada

2009 2010 % 2009 2010 %
Advertising Vehicle: $ (milions)  $ (milions) change| $ (milions) $ (milions) change
Search 741 907 22% 141 173 23%
Display 578 688 19% 106 112 6%

- Standard Display na 509 na 87

- Rich Media na 45 na 5

- Sponsorship na 74 na 11

- DR/Lead Generation na 60 na 9
Classifieds/Directories 467 587 26% 105 141 34%

Video 20 37 85% 0 0

Email 13 11 -15% 0 2

VideoGaming 3 2 -33% 0 0
Total 1,822 2,232 23% 352 428 22%

Note: All percentages rounded; see Appendix D for full definitions of each Advertising Vehicle (format).

IAB Canada: 2 Carlton Street, Suite 820, Toronto, Ontario M5B 1J3
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Revenue Growth by Online Advertising Vehicle (Ad Format) Over Past Five Years: 2006-10

The 2009 rebound in Display revenue growth, of +18% over 2008 continued into 2010, achieving +19%
growth rate over 2009 levels. The 2010 Search growth rate of 22% is 3 percentage points greater than its
2009 growth (+19%). Classifieds/Directories, the third largest ad vehicle, grew by + 26%, and faster than
the overall 2010 Online growth (+23%). Video continues to grow more quickly each year since tracking
began in 2007, and was the fastest growing Ad Format during both 2009 and 2010.

Five-year Trend 2006-2010: Online Ad Revenue Growth By Advertising Vehicle

2006 2007 % 2008 % 2009 % 2010 %
Advertising Vehicle:[$ (millions){$ (millions)  change|$ (millions)  change|$ (millions)  change|$ (millions)  change

Search 343 478 39% 622 30% 741 19% 907 22%
Display 314 432 38% 490 13% 578 18% 688 19%

Classifieds/ Directories 223 305 37% 460 51% 467 2% 587 26%
Video -- 9 na 12 33% 20 67% 37 85%

Email 20 17 -15% 18 6% 13 -28% 11 -15%

VideoGaming -- -- na -- na 3 na 2 -33%

Total 00| 12417 38w| 16027 20%m| 18227  14%| 2232  23%

The changes in actual dollars earned by Publishers/Ad Networks for Search, Display, Classifieds/
Directories and other Online ad formats over time, are shown graphically in the following column chart:

$net Five-year Trend 2006-2010: Total Online Ad Revenue Growth By Type of Vehicle

revenue
-millions - m Search mDisplay ™ Classified/Directory ®Video ™ Email VideoGaming
$960 907

$800
$640
$480
$320

$160

$0
Year: 2006 2007 2008 2009 2010
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NEW!! The first-ever breakdown of DISPLAY revenues by Advertising Vehicle is shown graphically, in the
following column chart, based on 2010 Total and French Canada revenue numbers received for Standard
Display, Rich Media, Sponsorship and Direct Response/Lead Generation:

Breakdown of 2010 DISPLAY Revenues by

$ Millions 3688 Advertising Vehicle: Total & French Canada

$750 -
$600 - $509  m Total
B French
S450 -
$300 -
$150 -
$45
$87 $11 $9
$0 - $112 B 55
TOTAL Standard  Rich Media Sponsorship DR/Lead
DISPLAY Display Generation

Share Of Total and French Canada Online Ad Revenue By Advertising Vehicle (Format): 2006-10
The change in share of Total Online ad revenues earned by Search, Display and the other Online Ad
Vehicles over time, is shown in the table below for Total and French Canada:

5-year Trend 2006-10: Share of Total Online Revenue By Ad Vehicle

2006 2007 2008 2009 2010
% Total % Total % Total % Total % Total ERENCHb
Advertising Vehicle revenue revenue revenue revenue revenue Total revenue
Search 38% 39% 39% 41% 41% 7.7%
Display 35% 35% 31% 32% 31% 5.0%
- Standard Display 23% 3.9%
- Rich Media 2% 0.2%
- Sponsorship 3% 0.5%
- DR/Lead Generation 3% 0.4%
Classifieds/ Directories 25% 25% 29% 26% 26% 6.3%
Video - <1% <1% 1% 2% 0.0%
Email 2% 1% 1% <1% <1% 0.1%
VideoGaming -- -- - <1%| <1% 0.0%
Total 100%| 100%| 100%| 100%| 100% 19.2%

Note: All percentages are rounded.
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The change in share of total Online ad revenue by Advertising Vehicle over time, can also be expressed
as a columnar chart as follows:

Percent Share of Total Canadian Online Ad Revenue By Ad Vehicle: 2006-10

% share mSearch mDisplay ®Classified/Directory ®Video ®Email ®VideoGaming
45%

9 41%
38% 39% 39% A 0

30%

15%

<1%<19%

0%
Year: 2006 2007 2008 2009 2010

Note: All percentages are rounded

The percent breakdown of 2010 Online ad revenue share by DISPLAY Advertising Vehicle is shown
graphically on a Total and French Canada basis, in the following column graph for Standard Display, Rich
Media, Sponsorship and Direct Response/Lead Generation:

Share of 2010 Online Revenue By DISPLAY Vehicle:

% Share of
. Total & French Canada

Total Revenue
40% -

31%
32%
24% u % Total
H % Fr of Total

16%

8%

2%
0% I 0.2% 0.5% 0.4%
TOTAL Standard RichMedia Sponsorship  DR/Lead
DISPLAY Display Generation
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Percentage Of Online Ad Revenue By Advertising Category 2010 vs. 2009: Total, English, French
Automotive continues to be the largest advertising revenue category for Publishers/Ad Networks in 2010,
with 12% of total Canadian Online ad revenue coming from the sector. Advertising revenue earned from
Packaged Goods and Financial Services Advertisers increased from 10% each in 2009 to 11% each in
2010, while revenue from Retail Advertisers grew by 2 share points to 9% in 2010. Pharma/Health
advertising also grew by 1%.

Conversely revenue from the Technology sector lost 4 share points, declining from 9% in 2009 to 5% in
2010.

Distribution of Total Canada, English + French Online Ad Revenue by Major Product/Service Category: 2010 vs. 2009

Cnsmr
Total Pkgd Tech- Pharma
Online | Auto Finance Leisure Entertmt Goods Retail nology Telecom Media /Health Other
(% rev) | (%rev) (% rev) (% rev) (% rev) (% rev) (%rev) (% rev) (% rev) (%rev) (% rev) (%rev)
100% | 12% 11% 6% 4% 11% 9% 5% 4% 4% 3% 31%
86% 10% 10% 5% 4% 9% 8% 4% 3% 3% 3% 27%
14% 2% 1% 1% 0% 2% 1% 1% 1% 1% 0% 4%
100% 12% 10% 5% 5% 10% 7% 9% 5% 4% 2% 31%
-- +1 pt +1 pt -1 pt +1 pt +2 pts -4 pts -1pt -- +1 pt --

Note: All percentages are rounded and are based on respondents that answered this question

The percent distribution of total Canadian Online Advertising Revenue by major product/service category
for 2010 is graphically expressed in the following pie chart:

Distribution of Canadian Online Ad Revenue by Major Product Category: 2010

Media) " Packaged
Goods,
11% Retail,
9%

Technology, 5%

Financial,
11% ‘ Telecom, 4%

Automotive,
12%

Note: Leisure = travel, hotel, hospitality
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Online Advertising Growth As Compared To Other Media

In 2010, Online ad revenues surpassed Daily Newspaper ad revenues. As a result, the Internet is now

second only to Television in terms of share of total Canadian media advertising revenue (15.9%). Online

advertising’s 23% increase from 2009 to 2010 also bested other major media, all but one experiencing

only single-digit growth rates during this time.

In the following two tables, the percent change in revenue in actual dollars per media, as well the percent
share of total Canadian ad revenue by media, can be seen:

Advertising Revenue Growth by Major Medium in Canada: 2009-10 Comparison
2009 2010 %

Rank S Millions S Millions change
1 Television $3,103 $3,390 9%
2 Internet $1,822 $2,232 23%
3 Daily Newspaper $2,030 $2,102 4%
4 Radio $1,469 $1,517 3%
5 Magazines $590 $606 3%
6 Out-of-home $416 $482 16%

Other Media (Catalogs, Yellow Pgs etc) $3,672 $3,722 1%
Total - All Media $13,102 $14,051 7.2%

Source: TVB, IAB Canada (Internet)

Note: excludes Advertising Agency commission

The Internet’s share of total Online advertising revenue grew from 13.9% in 2009 up to second place

15.9% in 2010.

Percent Share of Advertising Revenue by Major Medium in Canada: 2009-10
2009 percent 2010 percent
Rank S Millions of total| $ Millions of total
1 Television $3,103 23.7% $3,390 24.1%
2 Internet $1,822 13.9%| $2,232 15.9%
3 Daily Newspaper $2,030 15.5%| $2,102 15.0%
4 Radio $1,469 11.2% $1,517 10.8%
5 Magazines $590 4.5% $606 4.3%
6 Out-of-home $416 3.2% $482 3.4%
Other Media (Catalogs, Y Pgsetc)  $3,672 28.0%| $3,722 26.5%
Total - All Media $13,102 100.0%| $14,051 100.0%

Source: TVB, IAB Canada (Internet)

IAB Canada: 2 Carlton Street, Suite 820, Toronto, Ontario M5B 1J3
Phone: 416.598.3400 Fax: 416.598.3500 www.iabcanada.com

Note: excludes Advertising Agency commission

12



United Kingdom

Internet advertising revenues were also trended back 10 years in comparison to Television, Daily
Newspapers and Radio ad revenues. In just a decade, Online advertising revenue has exceeded Daily
Newspaper, and risen to 68% of Television ad revenue. The Internet’s steep revenue growth curve

becomes dramatically evident in the following line graph:

$ Millions

$4,000

$3,200

$2,400

$1,600

$800

S0

Year:

Net Advertising Growth Trend: Internet vs TV, Dailies, Radio

$3,390
$2,553 —8— Internet
$2,232
$2,501
2 Dailies
$2,102
=®— Radio

$1,517

2001 2002 2003 2004 2005 2006 2007 2008 2009 2010

Comparison of Canada/US/UK Online Share of Total 2010 Media Advertising Revenues

Canada’s Online advertising market, with a 15.9% share of total domestic advertising revenue in 2010,
has for the first time slightly outperformed the US at 15.4%. In the UK, Online has 80-85% greater share
than in either Canada or the US, respectively, at 28.7% of total advertising revenue. (Note: Differing
media landscapes, Survey methodologies and research providers may cause some of the observed
differences between countries).

Online As A Percentage Of All Media Spend By Country - 2010

Denmark
Norway
Sweden
Germany
Poland
Canada
France
United States
Turkey
Spain
Russia
Italy
Austria
Greece

28.7%
28.0%
25.3%

Sources: IAB Canada/Ernst &Young,
11 8% IAB Europe/WARC, IAB US/PWC.
B 0

11.4%
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Challenges + Opportunities: Past Year and Going Forward

PAST
12
Months

Perceived Challenges/Opportunities

1.

The erosion of Display ad unit CPMs is a continuing concern for pure-play
Publishers who compete with low cost performance inventory available from
Ad Networks. However, according to the Publishers surveyed for this Report,
automation of Online media buying by Agencies via Demand-Side Platforms in
the coming years, will boost the value of their remnant inventory and make
pure-play Publishers more competitive with Ad Networks. At the same time,
Publishers will seek to protect their premium ad format revenue, as this income
drives both technological and content innovation -- and ultimately -- user
engagement with Publisher Websites, and hence, increased opportunity to
engage with Advertisers’ brands. Demonstrating CPM-based Display
advertising's ROI is imperative going forward. E

Continuing to grow revenue in the Online media marketplace requires

Publishers to further evolve and differentiate their sales offerings to

Advertisers. This includes developing both Branded Content and Local Online
products, while also increasing reach and incorporating data-driven ad

solutions. Demand for Online Video ad inventory will continue to exceed

supply, acting as a major incentive for Publishers to expand this content. The

growing impact of Social Media is perceived both as a challenge and an

opportunity by Publishers/Ad Networks. E

The Mobile advertising marketplace holds great promise for Publishers/Ad
Networks who understand how Mobile intersects with traditional/Digital
marketing, and how Online plus Mobile campaigns can overcome current
levels of low reach within Mobile. Cross-media integration of Internet
campaigns with TV, Print, Radio and OOH offerings will enhance the role of
media companies with both traditional and Digital media assets, and continue
to pose a threat to pure-play Publishers.

B

Ad inventory from French Canadian Websites has become attractive to English
language Online Publishers/Ad Networks seeking to build reach within the
Online channel.

&

Educating the advertising industry about Digital media will continue to unlock
incremental revenue for the sector. However, recruitment and retention of

experienced, high-functioning human resources at reasonable salary rates

remains a major challenge in capitalizing on this trend for both Agencies and
Publishers/Ad Networks within the Digital industry in Canada. E

IAB Canada: 2 Carlton Street, Suite 820, Toronto, Ontario M5B 1J3
Phone: 416.598.3400 Fax: 416.598.3500 www.iabcanada.com
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D. APPENDIX - Survey Scope + Methodology

Survey Scope
The Canadian Online Advertising Revenue Report is a part of IAB Canada’s ongoing mission to provide

an accurate barometer of Digital advertising growth in Canada.

IAB Canada has retained Ernst & Young to jointly establish, maintain and continuously update
comprehensive Survey standards for measuring the growth of Online advertising revenues in Canada.

To achieve and sustain industry-wide acceptance, key aspects of IAB Canada’s Annual Canadian Online
Advertising Revenue Survey include:

- Making the Survey as inclusive as possible, encompassing direct data results from Publishers/Ad
Networks of all sizes, for all forms of Online advertising;

- Ensuring and maintaining a confidential process, both in terms of methodology, and in terms of
releasing only aggregate data; and,

- Analyzing historical data from within the Survey, to identify broader trends over time.

Survey Methodology
Ernst & Young and IAB Canada work jointly to:

- Compile a database of potential Canadian Online Publishers/Ad Networks to Survey annually, in
relation to Online advertising revenues -- in both the Total and French Canadian markets;

- Conduct an annual quantitative mailing Survey with the above industry players;

- Acquire supplemental data through the use of publicly-disclosed information.

- Request and compile several specific data items:

0 These include total annual Gross commissionable Advertising Revenue, and total annual
Net Advertising Revenue. Net Revenue is calculated by subtracting the following from the
Gross figure: (a) Agency commissions, (b) Publisher Revenues derived from Ad
Networks and (c) Ad Network Revenues derived from other Ad Networks.

o Annual Net Revenues are requested to be broken down by Advertising Vehicle (Display,
Search, Classifieds, etc.), along with a percentage breakdown for each Vehicle based on
English and French Canada.

o Percentage breakdown of Annual Net Revenues is also requested across eleven different
Advertiser product/service categories that sum back to 100% of the Net Revenue:
examples include Automotive, Financial, Technology, etc.

- ldentify incomplete responses from actual respondent returns from Publishers/Ad Networks, and
apply a conservative revenue estimate for missing answers.

- ldentify non-participating Publishers/Ad Networks, and apply a conservative revenue estimate for
these companies, based on available public sources.

- Report the aggregate findings of the Survey, and report key trends within the Survey responses.

Confidentiality Procedure

All the information submitted by respondents within IAB Canada’s annual Canadian Online Advertising
Revenue Survey is completely confidential, due to the “double-blind” data collection methodology that is
rigorously employed by IAB Canada and Ernst & Young.

15

IAB Canada: 2 Carlton Street, Suite 820, Toronto, Ontario M5B 1J3
Phone: 416.598.3400 Fax: 416.598.3500 www.iabcanada.com



IAB Canada’s role is simply to ...

(a) Identify industry participants who sell Internet/Online advertising;

(b) Assign a unique, non-identifying, anonymous, alpha-numeric code to potential Survey participants;

(c) Send out the anonymously-coded Surveys to potential participants;

(d) Report on the results of the Survey, as tabulated and reported in aggregate by Ernst & Young.

Double-blind Methodology

1.

Online Publishers/Ad Networks to be surveyed are derived from IAB Canada Member lists, and from
comScore Media Metrix’s AdFocus list (a list of Web properties selling Online advertising in Canada).

Each Online Publisher/Ad Network selected for surveying is assigned a unique alpha-numeric code
that only the IAB Canada President and Research Director is aware of, and sent an IAB Canada
Revenue Survey with only this unique alpha-numeric code on it.

Once completed, respondents return their anonymously-coded Survey in the postage-paid envelope
provided, addressed to Ernst & Young.

Martin Lundie, CA Partner Technology, Communications and Entertainment Assurance and Advisory
Business Services, Ernst & Young, receives the Surveys, and gives weekly reports back to the IAB
Canada President and Research Director, about which alpha-numeric codes have, and have not
been received to date.

Once all the Surveys are in, responses are recorded, averaged and extrapolated by segment to the
total Canadian Publishing market.

Aggregated Canadian market totals are sent to the IAB Canada President and Research Director for
verification, and then presented to the IAB Canada Board for final approval. The IAB Board confirms
that the Survey methodology is sound and the tabulations are correct, and votes to approve the
publication of the Revenue Survey numbers.

A Report detailing final Survey actuals and estimated next year's Canadian Online Advertising
Revenues (for both English and French markets), is created. The Report also includes estimates of
percent revenues by Advertising Vehicle (i.e. Display, Search, Classifieds, etc.), and by Advertiser
Category (Automotive, Financial, Technology, etc.).
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Definitions of Advertising Vehicles (Formats)

Standard Display Advertising (CPM only) — Advertiser pays an Online Publisher/Ad Network for space
to display a Standard hyperlinked text, banner, bigzox, skyscraper, button, or other basic unit (can
animate or contain Flash), on one or more of the Publishers Webpages. Excludes Streaming Video or
Streaming XML content of any type. NOTE: Video PreZoll should be entered in Digital Video section.

Rich Media Display Advertising (CPM only) — Advertiser pays an Online Publisher or Ad Network for
space to display a Rich Media hyperlinked banner, bigzdox, skyscraper, over the page unit, expanding or
floating ad, interstitial (e.g. splash screen, page takezZver, popZip window,) etc., on one or more of the
Publishers Webpages. Ad can include Streamed Video or Streamed XML content (e.g. in Streamed Video
in “Video Box” units that open when a user “mouses” over an ad (e.qg. via Firefly, Videoegg, Pimento, etc.
prompts)). NOTE: Video PreZoll should be entered in Digital Video section.

Sponsorship/Contest/Advertorial Advertising (Flat Fee) — An Advertiser sponsors all or part of an
Online Publisher's Website, (e.g., entire Website, site area, utility, calculator, etc.). Sponsorships may
contain a Display advertising component (e.g. banners, pre-roll, etc), but are usually negotiated on a Flat
Fee basis. Contests/Advertorials are custom branded sponsorships created for the Advertiser, and often
contain listing fees, as well as net contest/micro site creation revenue.

Direct Response/Lead Generation Advertising (CPC, CPA, CPLead only) — Fees Advertisers pay to
Online Publishers that refer qualified purchase inquiries (e.g., auto dealers which pay a fee in exchange
for receiving a qualified purchase inquiry Online) or provide consumer information (demographic, contact,
behavioral), where the consumer opts into being contacted by a marketer (email, postal, telephone, fax).
These processes are priced on a performance basis (e.g., cost-per-click, cost-per-action or cost-per-
lead), and can include user applications for service (e.g., applying for credit card, mortgage or insurance),
surveys or registrations.

NOTE - Infinal report: Display = Standard Display + Rich Media + Sponsorship +
Direct R esponse ( all added together); One or more of the above Display Advertising
Vehicles may also be individually reported, if sufficient volume exists to protect

anonymity.

VideoGaming Advertising — This can range from an Advertiser buying all the ad units around a game or
a “sponsored by” link, to creating a custom branded game experience.

Digital Video Advertising (CPM only) — Pre-, Mid-, Post-Roll, Overlay format, etc. TV-like
advertisements that may appear as in-page Video commercials or before, during, and/or after a variety of
content in a player environment, including but not limited to streaming Video, animation, gaming, and
music Video content. This definition includes digital Video commercials that appear in live, archived and
downloadable streaming content. NOTE: DO NOT include companion ad revenue, unless your Video
package is sold in such a way that you cannot separate the revenue (i.e. please DO NOT record
companion ad revenue in both Video and Display)

E-mail — Banner ads, links or Advertiser sponsorships that appear in Online Publisher’'s E-mall
newsletters, E-mail marketing campaigns and other commercial E-mail communications. Includes all
types of Electronic mail (e.g., basic text or HTML-enabled).

Search — Fees advertisers pay Online Publishers to list and/or link their company site/domain name to a
specific Search word or phrase via Paid Listings, Contextual Search or Paid Inclusion programmes.

Search categories include:

* Paid listings — Text links appear at the top, bottom or side of Search Engine’s results for specific
keywords. The more a marketer pays, the higher the position it gets. Marketers only pay when a
user clicks on the text/image link.
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» Contextual search — Text and image ads appear in an article on a Publisher’s site, based on the
content of that article.

* Paid inclusion — Guarantees that a marketer’s URL is indexed by a Search Engine. The actual
position of the listing is determined by the Search Engine's algorithms.

Classifieds/Auctions — Revenues that Online Publishers receive to list specific Advertiser products or
services (e.g. Online job boards and employment listings, real estate listings, automotive listings,
personals listings, auction-based listings and merchandise). NOTE: please DO NOT include e-commerce
revenue.

Directories — Revenues that Online Publishers receive to list specific Advertiser products or services on
city sites, yellow pages, white pages, etc.

NOTE - In final report: Classifieds/ Directories = Classifieds/ Auctions + Dir  ectories
(added together)

Overall Survey And Report Guidance Provided by IAB Canada

Online Revenue Methodology Committee

This specially-convened committee, representing a selection of Canada’s leading Online Publishers/Ad
Networks, was created to recommend and oversee updates to IAB Canada’s Annual Canadian Online
Advertising Revenue Survey design when needed, and in response to changing conditions within the
Canadian Online advertising market.

About IAB Canada

Who We Are

IAB Canada (www.iabcanada.com), is the national voice and de facto thought leader of the Canadian
Digital marketing and advertising industry, and is a not-for-profit association representing Canada’s most
well-known and respected Advertisers, Agencies, Media Companies, Mobile and VideoGame
Marketers+Developers, Measurement Companies, Service Providers, Educational Institutions and
Government Associations operating within the space.

What We Do
As the ONLY organization fully-dedicated to the development and promotion of Digital advertising in
Canada, IAB Canada works with its Members to:

1 Conduct Original, Canadian Interactive Research;
i1 Establish and Promote Interactive Advertising Standards and Best Practices;

1 Develop Job Fairs, Educational Courses, Certification Programs and other initiatives that assist
the industry in Attracting, Training and Motivating Human Resources;

1 Act as an Advocate for the Canadian Interactive Advertising Industry to the Canadian
Government; and,

1 Organize Networking Events that enhance communication between Members.
Have A Question About IAB Canada’s Annual Online Advertising Revenue Survey?
Please don't hesitate to Contact Us!
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http://www.iabcanada.com/
http://www.iabcanada.com/contact-us

