U.S. Scorecard for Mobile Advertising Reach and Targeting (SMART)™

April 2009 (data compiled from 4/1/09 to 4/30/09)
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Targeting (SMART)™ is designed to provide brand advertisers data and insights
to drive decisions on mobile advertising campaign spend. Secondarily, this
monthly SMART provides a more comprehensive view of the U.S. mobile Millennial Media April SMART Contents

advertising market and device trends.

April 2009 SMART Highlights: Section One:
U.S. Mobile Internet Reach Page 2

A U.S. Mobile Internet Reach:

A US Mobile Internet reach increased to 57.3M according to Nielsen. U.S. Mobile Advertising Engagement Data Pages 3-6

gag 0 . . . . .
AEn ; ement Campaign Interactions/Destination Mix
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46% of post-click actions leveraged device application functionality (AppStore, Watch /280 tSNIOy3IF3ISR 'ASNI 6/ t9! 0K

Video, Place call), while 56% utilized mobile web-based browser interaction.

A Stronger adoption of behavioral targeting contributed ina shift from Demographic to
Audience Targeting (increased 4X month over month).

A Nearly half the campaign interactions were mobile-centric campaign actions.
A 18-24 year olds who were exposed to a mobile campaign actually had a 9X increase in

High and Mid-Funnel Effectiveness Analysis (I.E.)
Mobile Campaign Key Statistics

Section Two:

purchase intent (InsightExpressCnsightNorms Targeting results). U.S. Handset and Carrier Data Page 7
A 54% of campaigns utilized frequency capping and nearly 78% of requests provided Top Mobile Phones/Manufacturers
some level of geo information. Carrier Mix by Percentage
A Device Highlights: . .
. : Device Input Mix
A iPhone/iTouch impressions grew 8% month over month, setting a new network-wide
record.

A Apple edged out LG as the #2 device manufacturer. Section Three:

A Initial Palm Pre impressions showed up on the network, as Palm apparently started to Summary and Reporting Methodology Page 8
seed the market pre-consumer launch; and the Blackberry Storm entered our Top 20
Mobile Phone list at #15.
L A QWERTY surpassed the traditional keypad as the top input mechanism for mobile. )
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U.S. Mobile Internet Reach — April 2009

Mobile Web” Millennial Media™":

arffSyyAlt aSRAI Q&
57,302,000 31,764,000

Mobile Internet Users

*The Mobile Web number was extracted from the Nielsen Mobile Report:

Standard Metrics (Internet Applications included), March 2009, All Carriers.

FFaAtt SyyAalt aSRAFQa NBIFIOK OFfOdA A2y o {SS AydSNyrt YSGK2R2ft23& 2y LI 3IS yod C2NJ
b A St as y-lased calcditian Rase see below.

Ve

Key Takeaways:

A Growth of reach outstripped total impression growth in April, due to the lower frequency of impressions per user and even fewer publishers allowing multiple ads per
page (average is now 1.08 ad requests per page view).

Al O0O2NRAY3 (2 bAStasSyQa Y20AfS | dzZRASyOS NBI OK (22f32 dABXYKI R288RYRGa AYDhi dZRB]
27.08 MM unique users (March 2009 data).
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U.S. Mobile Advertising Engagement Data — April 2009

Campaign Interactions Mix Campaign Destination Mix

Browser Actions: 54%

m Traffic to site
B Submit Form m Custom Landing Page
® Retail Promotion = Expand Rich Media
m Subscribe - Purchase

| Store Locator - View map

m Watch Video

Source: Millennial Media 4/09
m Place Call

m AppStore - iTunes

Analysis:

Source: Millennial Media 4/09 A On the campaign interactions mix, 46% of post-click actions

Device Applications: 46% leveraged device application functionality.

A 34% of campaigns drove users to an established and persistent
mobile destination.

Key Takeaways:

ANearly half the campaign interactions were mobile-centric campaign actions.

ADirect response via Place Call (or Click to Call) increased significantly over Submit Form month over month.

AThe use of mobile video climbed dramatically, due in large part to the advertisers in the automotive and entertainment sectors running more rich media campaigns.
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U.S. Mobile Campaign Relevancy and Engagement — April 2009

Campaign Targeting Mix - April 2009
Observed Cost Per Engaged User (CPEU)™ by Targeting Method

A E $.50 (+.05)

mR.O.N.
Audience
. H Channel
M E $0.89(-.16)
or‘e Demographic m Custom Subnet
Targeting,
Less Reach m Takeover
) m Demographic

E $.49(-.04) .

. . m Aud
Custom Subnet uaience

E $0.71(-.64) Source: Millennial Media 4/09
Takeover
E $.27(-12) s N
Channel Key Analysis:
ACustom Subnets and Audience targeting continue to represent the most
E $.16 (+.02) efficient spend on mobile (targeting & engagement).
Run of Network Astronger adoption of behavioral targeting shifted campaign activity from
) Demographic to Audience Targeting (targeting campaigns increased 4X
Decreasing Cost Per Engaged User month over month).
AGreater competition for inventory resulted in increased CPEU in the
Source: Millennial Media 4/09

\_ Audience and Run of Network categories. Y,

Key Takeaways:

AThe CPEU for Takeover campaigns declined sharply with the introduction of a new product offering for clients in the entertainment vertical that is delivering strong performance.
ACompetition and Behavioral Targeting drove the increases in CPEU for Audience targeting.

AAll four quadrants of targeting methods continued to represent more effective spend than online.
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High and Mid-Funnel Effectiveness Analysis

Purchase Intent: Mobile versus Online Brand Metrics: Mobile Female versus Male

15.5 14.5

10.7
8.1 8.2 8.9

9.1 8.9
6.5 51 : 59 6.7
2.1 2.1 2.0
oo [ -

Mobile Online | Mobile Online | Mobile Online | Mobile Online
Unaided Awareness Aided Awareness Ad Awareness Purchase Intent

m m m n Mobile Norms: Females Mobile Norms: Males
Respondents

Respondents _ _ Mobile N = 47,658
Delta calculations based on overall exposed percentages (minus control) M?b'le N =47,658 Delta calculations based on overall exposed percentages (minus control) Online N =513 973
Online N =513,973 !

insightexpress insightexpress i

~

-
Key Analysis:

AData from InsightNorms, InsightExpressQ RA IAGFf F ROSNIA&AY 3 Key Analysis:
normative database, found that 18-24 year olds who were exposed to a mobile
campaign actually had a nine times higher increase in purchase intent than
6KSYy SELRASR (2 ty 2yftAyS OF YLI AAYX
that purchase intent increases for online campaigns for this same demographic

are, in essence, flat.
. J

AlnsightNorms data by gender shows that females are returning slightly higher
X7 results than males. InsightExpress does not see the same difference in brand
impact in online studies.

Key Takeaways:
AMobile continued to outpace online in key metrics areas outside of even brand awareness, including purchase intent in key demographics.
Acampaigns that are focused on females can further move key metrics by making mobile a key component of the campaign.

&
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U.S. Mobile Campaign Key Statistics — April 2009
4 )

54% Campaigns utilized frequency capping AT

AccuWeather.com... 1 54 % SEDGE .u
AccuWeather.con’ 3 H

il ATET =

iphone.cbs.com

]| ©CBS

CON ?W?Hﬁtxe
2 1 % Advertisers used rich media creatives s Mo tacation

Zip or Postal Code

Shows Videos Photos

Free Hot

%
yj/@M;] Breakfast

1
Search

Featured Weather

CSl: Crime Scene
Investigation

7 8 % Requests provided some level of geo info

Increase in iPhone/iTouch impressions

Number of ad requests per page view

Image ads vs. text ads - i

e

ENews ESports MLife
EMoney MTech MTravel = Weather

. ‘—\axg
Average monthly page views per user .

SAMSUNG

90th percentile of average user session
time (seconds)

Source: Millennial Media 4/09

Key Takeaways:

AThe use of frequency capping continued to increase as advertisers maximize the reach of their campaigns within their targeted audience.
ABrand advertisers continued to adopt rich media to engage their audiences.

AMore and more publishers provided geographic data with their ad requests in April.

AMore pages had a single ad placement, as reflected in the decreasing ad requests per page number.
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U.S. Device and Carrier Data — April 2009

Millennial Media SMART - April 2009

U.S. Carrier Mix - April 2009

4.43%

4.17%

B Wi-Fi (Multiple Carriers)
m Sprint - NEXTEL

m T-Mobile

BAT&T

m Verizon

m MetroPCS

m Cricket

m Other

Source: Millennial Media 4/09

Device Input Mix - April 2009
6.08%

H Keypad
m QWERTY
m Touch Screen

m Touch & QWERTY

Source: Millennial Media 4/09

Top 15 Manufacturers This Last Imp.
(all Devices) Imp. Share  Change Month Month Top 20 Mobile Phones* Share % Change
samsung 2143%  -0.17% 1 1  AppleiPhone 7.12% 1.30%
2 3 Blackberry Curve 5.70% 1.93%
Apple 12.83%  1.48% Samsung SPH-M800
il 0, 0,
LG 10.94%  -1.58% 3 2 (Instinct) 5.65% 0.58%
4 4 Samsung SCH-R450 4.31% 0.62%
Motorola 10.44% _ -0.06% 5 8  Blackberry Pearl 3.42% 1.40%
Research In Motion 10.34% 0.52% 6 5  Danger Sidekick 2008 3.33% 0.52%
1l i 0, 0,
Sony 8.50% 0.87% 7 6  Danger Sidekick LX 2.43% 0.17%
8 7  Palm Centro 2.03% -0.02%
Danger 7.23% _ -0.31% 9 11 LGCU920 (Vu) 1.95% 0.46%
HTC 5.03% 0.06% 10 13  Motorola Q9 1.83% 0.42%
N ) .
palm 273%  -0.23% 11 12 Danger Sidekick Slide 1.81% 0.38%
12 9 LG VX9700 (Dare) 1.77% 0.09%
Nokia 2.34% _ -0.11% 13 14 T-Mobile/HTC G1 (Dream) 1.72% 0.39%
Kyocera 2.01% 0.02% 14 10 LG LX260 1.72% 0.05%
. 15 - Blackb: St 1.43% 0.45%
SonyEricsson 173%  0.10% acxerty Storm : |
16 18 Kyocera S1300 1.38% 0.31%
UTStarcom 0.80% -0.19% 17 16 Samsung SCH-R430 1.36% 0.14%
Sanyo 0.68%  -0.10% 18 15 LG VX10000 (Voyager) 1.30% 0.08%
19 - Samsung SGH-T919 1.26% 0.29%
ZTE 0.66%  0.32% g > :
20 - Samsung SPH-M540 1.19% 0.32%
Source: Millennial Media 4/09 52.70%
*Does not include non-phone Wi-Fi devices such as iPod Touch, Sony PSP, Nintendo DS, and Amazon Kindle
e ™\
Key Analysis:
A Apple edged out LG as the #2 device manufacturer. Research in Motion also gained market share,
driven by the growth of the Blackberry Curve, Pearl, and the Blackberry Storm.
A As Palm begins to seed the market pre-consumer launch, the first Palm Pre impressions appeared in
our network.
A The top 20 mobile phones represented 52.7% of all impressions in April, up nearly 10 points of share in
the network. This is largely driven by an increase in iPhone and Blackberry device traffic.
\ J

-
Key Analysis:

AAT&T showed a significant month-over-month increase of
nearly 74 percent (7.51% to 13.05%) in the U.S. Carrier Mix.

AQWERTY surpassed the traditional keypad as the top
input mechanism for mobile devices in April; while Touch
& QWERTY combined input devices (like the G1) doubled

month over month.
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Summary and Reporting
Methodology

\ J
About Millennial Media

Millennial Media is the leading mobile advertising networks company in the U.S. With the greatest U.S. audience reach, we deliver engaging mobile advertising campaigns on the highest
quality publisher networkt at a scale that is unequalled in the mobile marketplace. As pioneers that helped shape an entire industry, we're at the cutting edge of innovation, providing the
premier end-to-end advertising platform for mobile devices. Please visit www.millennialmedia.com for more information.

About SMART
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Millennial Media, Inc. Millennial Media partners with major carriers, media networks, and top-tier publishers to deliver the largest audience reach of any third-party U.S. mobile advertising
network. As such, we are uniquely able to collect a rich set of carrier, device and ad campaign data and accompanying analysis gathered over billions of monthly ad requests. Elevating and
driving the whole mobile ecosystem forward is central to our company mission. Visit www.millennialmedia.com/research to receive Millennial Media-related news. The SMART was
RSaA3aySR (G2 aLISI] G2 OoNIYyR | ROSNIAASNAT K24S@OSNE T2 NlretlydF dsiNodiwabiite.y 2y 2 dzNJ LIS NF 2 N.

Nielsen Reach Methodology:

Nielsen Mobile, a service of The Nielsen Company, is the world's largest independent provider of syndicated consumer research to the telecom and mobile media markets. Nielsen
Mobile focuses exclusively on tracking the behavior, attitudes and experiences of mobile consumers. Their reports also provide up to seven years of data on internet, video, gaming,
audio and advertising trends for mobile phone users. Mobile user behavior information is derived from general U.S. population samples under established and accepted rules. For more
information, please visit www.nielsenmobile.com.

Millennial Media Methodology:

Network reach is calculated from the count of unique users across our entire network. Millennial Media uses proprietary techniques to uniquely identify at least 75% of our user base
persistently across our network, and tracks the unique reach over the course of the month-long period. For the remainder, the unique user data is used to calculate the average

frequency of views that a user consumes in a month. We apply that average frequency to the remaining impressions to determine our network-wide reach. Data provided is derived from
Millennial Media server log activity for the time period indicated. / 2 &G t SNJ 9y 3F ISR | aSNJ 6/ t 9} against theZhGniihdr &F Bnigue AseFSMNG efighged O | Y LI
with the campaign creative. CPEU is derived by applying the overall media spend to the total number of users that engaged in any one of the actions which campaigns provided, such as
expanding a rich media creative, visiting a landing page, watching a video, etc.

For questions about the data in this report, or for recommendations for future reports, please contact us at research@millennialmedia.com.
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