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May 2009 SMART Highlights

Millennial Media May SMART Contents
A U.S. Mobile Internet Reach:

A U.S. mobile Web overall reach increased to 59M, according to Nielsen’s April 2009 data.

Section One:
A Millennial Media showed a dramatic increase in active reach to over 43M, and the company

. ) . SMART Introduction — May Overview Page 2
now reaches over 73 percent of the U.S. mobile Web, according to Nielsen. .
. . -, . ... . U.S. Mobile Internet Reach Page 3
A Millennial Media’s status as #1 in U.S. reach represents a competitive separation between . . .
the other mobile ad networks that is substantially greater on a percentage basis than exists U.S. Mobile Advertising Targeting/Engagement Data Pages 4-7
between the leading online ad networks. Campaign Actions/Retail Promotions by Category
A Engagement & Targeting: Campaign Destination Mix/Mobile Web Hierarchy
A Stronger engagement in Demographic targeting resulted in an overall lower cost to engage Cost Per Engaged User (CPEU™) Reference Guide
mobile users (lower CPEUT). Observed CPEU by Targeting Method/Targeting Mix

A More retailers leveraged mobile as an effective channel to deliver direct response tools.

A May Feature: Mobile Memorial Day Section Two:

- 3 " Jerd IO N el el ST May Feature: Mobile Memorial Day Page 8
.rave ers'w O were on the ro.a an .ayvay rom their cqmpu ers reliea on the mobile Web tor “What Labor Day Advertisers Can Learn From
information and to make buying decisions over Memorial Day Weekend. . .
Memori al Day: Mobile Successe

A Wi-Fi use over the holiday dropped 10% compared to other weekends in May, showing the

«“ . : ” = 0, .
substitution effect.” Although travelers used Wi-Fi less, total network usage rose 11%. Section Three:

A We saw a 12% lift in interaction rates over the holiday weekend (vs. May overall). U.S. Handset and Carrier Data Page 9

A The automotive (18% lift) and travel (19% lift) categories showed even greater interaction

Top Mobile Ph Manufact
lift over the holiday weekend. op Mobile Phones/Manufacturers

Carrier Mix by Percentage

A Device Highlights: Device Input Mix
A The Instinct replaced the iPhone as #1 on our list of the Top 20 Mobile Phones in May.
A While the top two manufacturers (Samsung and Apple) remained at the #1 and #2 slots, Section Four:
Motorola edged out LG as the #3 device manufacturer on our network. Summary and Reporting Methodology Page 10
A As with the Palm Pre last month, initial impressions of pre-release iPhone 3.0 software
L appeared on our network prior to mass market introduction in June. )
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SMART™ Introduction

Millennial Media’s monthly Scorecard for Mobile Advertising Reach and Targeting (SMART)™ provides brand advertisers
data and insights to drive decisions on mobile advertising campaign spend. Secondarily, the report provides a more comprehensive
view of the U.S. mobile advertising market and device trends.

May Overview — U.S. Mobile Advertising Marketplace

The strength of the mobile Web is evident as reach and ad revenues continued to climb in May. Growing continuously at a monthly average of 3-5%, most
recent Nielsen data shows a 3.07% increase in total U.S. mobile Web users over the previous month. While some traditional media channels struggle with
declining revenues, the mobile ecosystem is realizing its growth projections.

Reach

Millennial Media now reaches an industry-leading 73% of the U.S. mobile Web, according to Nielsen. We increased reach 36% month-over-month to more
than 43 million active unique users. As the industry continues to grow and mature, reach will remain a vital metric of an ad network’s value for advertisers.
Mobile reach is critical for delivering broad-scale media buys, effective audience segmentation and targeting, and more. As the largest mobile advertising
network in the U.S., Millennial Media’s status as #1 in U.S. mobile internet reach represents a competitive separation that is substantially greater on a
percentage basis than exists between the online ad networks.

Targeting

In May, retailers migrated to mobile for numerous direct response strategies typically associated with traditional media (e.g., sales flyer, in-store offer) to
effectively drive consumer actions via the mobile Web. In addition to mobile-specific functionality (Place Call, iTunes App Store), more advertisers leveraged
the advancing technology of mobile Web browsers to drive user interaction. Increases in device technology and mobile Web browser sophistication enabled
advertisers to leverage all the online delivery options, but with a richer set of targeting capabilities (carrier, device, etc.).

Engagement

Engagement rates across several advertiser verticals showed measurable increases over Memorial Day weekend. Advertisers across the auto, travel and
entertainment categories experienced higher interaction rates, which resulted in stronger campaign engagement and results. Prior to Memorial Day
weekend, Millennial saw several advertisers ramp up their mobile spending in advance of the holiday—leveraging mobile’s higher interaction rates and
greater efficiency of spend.

©2009 Millennial Media, Inc. All rights reserved. All product names and images are www.miIIenniaImedia.com/research
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U.S. Mobile Internet Reach (reflects Nielsen data from April 2009)

Mobile Web Millennial Media Millennial Media’s Audience Reach= 73% of Mobile
59,064,000 43,181,000* Internet Users

!1.191.8.91@

*The Mobile Web number was extracted from the Nielsen Mobile Report:
Standard Metrics (Internet Applications included), April 2009, All Carriers.

Key Takeaways:

A Millennial Media’s unique audience reach in the U.S. increased from 31.7 million to 43.2 million users, or 73% of the mobile Web. Our network now includes 11 of
Nielsen’s top 25 sites.

A The U.S. mobile Web continued its overall month-over-month growth in reach, with Nielsen data showing a 3.07% increase over the previous month.
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U.S. Mobile Advertising Targeting Data — May 2009

Campaign Actions Mix

Mobile Device

Mobile Web

B Submit Form

Browser Actions: 60% (+6%)

M Retail Promotion

Millennial Media SMART — May 2009

May Retail Promotions by Category

M Product Buying Guide
M Promotional Pricing

M In-Store Offer

M Subscribe - Purchase

B Watch Video

H Place Call

m AppStore - iTunes

Source: Millennial Media 5/09

Applications: 40% (-6%) Numbers in parenthesis indicates month-over-month % change

B Store Locator - View map

H Monthly Sales Flyer

M Retail Loyalty Discounts

Source: Millennial Media 5/09

( N\
Explanation:
A The May Retail Promotions by Category chart above breaks out the

different direct response strategies used by advertisers in May to
drive consumer actions.

A More retail brands used mobile as an effective means to deliver
promotional media typically associated with print and other channels.

\\§ J
.
Key Advertiser Takeaways:
AA solid increase in retail promotional campaigns (9% to 15%) drove the month-over-month increase in total browser actions by percentage.
Aadvertisers leveraged a balance of mobile-specific functionality and mobile Web browser actions to drive consumer response and interaction.
Aincreases in device technology and mobile Web browser sophistication gave advertisers all the delivery options of online, with greater targeting capabilities.
J
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U.S. Mobile Advertising Engagement Data — May 2009

Campaign Destination Mix

M Expand/Interact Rich Media
M Campaign-Specific Landing Page

M Persistent Mobile Web Site

Source: Millennial Media 5/09

Numbers in parenthesis indicates month-over-month % change

Explanation:

A Expand Rich Media as a campaign destination rose to 12.7%, a month-over-
month increase of 4.7%.

A Advertisers’ use of Custom Landing Pages increased by 9%, which showed more
interest from brands in driving consumers to specific content versus brand
development.

( \

Mobile Web Destinations: Strategic Hierarchy

Custom landing pages
are used for brand
launches or promos,
particularly those
driven by date (e.g.,
movie premieres, etc.)

Rich Media drives user
interaction within the
ad unit (e.g., watch
video, download app,
buy tickets, etc.)

Source: Millennial Media 5/09

A persistent mobile Web site is the foundation for
long-term brand development via mobile (growing a
user base, audience retargeting, etc.)

( Key Takeaways:

engaging creative campaigns to reach their target audience.

AThe use of Expanding Rich Media in the Campaign Destination Mix climbed due to increased technology and delivery capabilities; more advertisers delivered interactive and

L ADifferent verticals tended to leverage a mix of mobile destinations to effectively drive strategic interaction and engagement with mobile consumers.
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Cost Per Engaged User (CPEU™) Reference Guide

/ABasic Guide to CPEU™ \

CPEU (Cost Per Engaged User) measures the average cost to engage a
mobile user. Engagement is defined by clicking on a banner, interacting
with a rich media unit, or triggering some other post-click event from
the ad unit (e.g., Place Call, Watch Video).

Key CPEU Drivers

The primary drivers of CPEU are unit pricing and engagement rate.
While unit pricing varies across targeting methods, it is the engagement
rate which tends to create the greatest variation in CPEU. Increases in
engagement rate drive down the cost to engage a user.

Campaign Targeting

To help advertisers deliver the ideal targeting method for their
campaign goals, we report the measured CPEU for each of our campaign
targeting methods (as featured on the right). For some advertisers, the
broadest possible network reach is vital. For others, connecting with a
highly targeting audience segment is key.

Methodology
We are able to effectively calculate CPEU through a detailed analysis of
data from billions of monthly ad requests, representing a diverse mix of

dereds of monthly campaigns. /

Source: Millennial Media 5/09
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Millennial Media SMART — May 2009

Campaign Targeting Methods

Audience Reach Targeting

We proactively enroll users into an audience based
on their demonstrated interests. This allows us to

Cost

provide the most relevant advertising content to 4 ‘
them, increasing interaction rates and results. B

May Advertiser Example: Dating

Channel

Predefined content channels provide an effective
method to reach a broad base of users based on G Q Q
content affinity.

May Advertiser Example: Financial

Custom Subnet

We aggregate premium sites into a custom
channel group using third-party demographic O G G
data in order to reach a specific user base.

May Advertiser Example: Pharmaceutical

Demographic (Meta data)

User registration data provided by our publishers 4 -
allows us to affirmatively target specific user groups. "/

May Advertiser Example: Leading CPG

Takeover

A brand-focused tool, Takeovers allow our clients .
to achieve 100% share of voice with specific 1 ‘ O ‘

publishers or audiences.
May Advertiser Example: Movie Premiere

Run of Network (R.O.N.)

Advertisers can maximize reach by running across . Q
our network of premium sites.

May Advertiser Example: Travel

Source: Millennial Media 5/09
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U.S. Mobile Campaign Relevancy and Engagement — May 2009

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

A

E $.59 (+.09)
Audience
Most B Run of Network
Targeting,
. |
Less Reach E $0.62(-.28) Channel
Demographic H Custom Subnet
E $.48(-01) B Takeover
Custom Subnet )
H Demographic (Meta)
, M Audience (Behavioral)
E $0.67 (-.04)
Takeover Source: Millennial Media 5/09
E $.36 (+.09)
Channel
( .
) Explanation:
E S.18 (+.02) .
f k A Custom Subnet and Channel targeting both showed overall percentage
Run of Networ increases in the Campaign Targeting Mix in May, together combining for
Source: Millennial Media 5/09 13 percent in monthly grOWth~
Most Reach, A Volume increases in the total number of campaigns resulted in a percentage
Numbers in parenthesis indicates month-over-month change Less Targeting decrease in Audience targeting, while higher demand drove a month-over-
month increase in price.
.
Key Takeaways:

Astrong engagement rates drove down the CPEU for campaigns that used targeting by Demographic data.
Astrong demand for advertisers to maximize reach drove cost increases in the Audience, Channel and Run of Network categories.
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What Labor Day Advertisers Can Learn From Memorial Day: Mobile Successes

~

Mobile Reaches and Engages Vacationers/People on the Go (
Memorial Day Weekend: Mobile Interaction Lift
A During the Memorial Day weekend, vacationers and travelers relied on their mobile
devices to stay connected, search for information, and make buying decisions. Overall Lift: 1 2 O/
A Over the holiday weekend, Wi-Fi usage declined 10% as compared to other weekends Memorial Day Weekend vs. Month of May: 0
in May; however, total network usage increased 11%, suggesting that travelers
substituted wide-area connectivity for Wi-Fi over the Memorial Day Weekend.
A Several advertisers ramped up their mobile spending in advance of the holiday— Featured Verticals:
leveraging mobile’s higher interaction rates and efficiency of spend. HoteI/TraveI 1 9 %
Interaction Lift (May 22 — 25t%) vs. May
Key Vertical Spending Periods for Mobile — May 2009 Holiday travelers were clicking for accommodations
Key Advertisers Automotive 1 8 0/
Increased spending prior Capitalized on higher Interaction Lift (May 23 — 25%) vs. May 0
to holiday interaction rates by vertical Post-holiday Car shoppers were looking at new models
' ' ' K Source: Millennial Media 5/09 )
Auto Normal Hotel/Travel Entertainment Memorial Day Week Interaction for Featured Vertical: Travel
Entertainment Auto | 32% increase
| | a
Week of 5/4 Week of 5/11 Week of 5/18 Week of 5/25
Holiday Weekend Interaction rates showed
a measurable increase in
News & Sports Sports the week leading up to
Information Weather Weather Memorial Day
News News
Key Publishers urce: Millennial Medi
y Source: Millennial Media 5/09 5/18 5/19 5/20 5/21 5/22 5/23 5/24 Source: Millennial Media 5/09
Key Takeaways:

AUnlike online, which shows historic traffic drops over holidays, total traffic for Millennial remained steady, showing mobile users’ strong connection to their devices.
ALabor Day advertisers should look to increase spending leading up to, and including, the holiday to capitalize on spikes in holiday interaction rates across select vertical categories.

©2009 Millennial Media, Inc. All rights reserved. All product names and images are
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U.S. Carrier Mix - May 2009

4.43% . 1.88%

U.S. Device and Carrier Data — May 2009

B Sprint - NEXTEL

Top 15 Manufacturers  May Imp. April Imp. This Last May Imp. Apr. Imp.
Share Share % Changefilmonth month Top 20 Mobile Phones* Share  Share % C B Wi-Fi (Multiple Carriers)
Samsung SPH-M800 .
Samsun 23.74%  21.43%  2.30% -
g > - 1] 1 3 (Instinct) 7.19%  5.65%  1.54% Verizon
Apple 11.95% 12.83% -0874| , 1 Apple iPhone 6.54%  7.12%  -0.58% u T-Mobile
Motorola 11.78%  10.44% 1.34% 3 2 Blackberry Curve 5.67% 5.70% -0.03% = AT&T
LG 10.97%  10.94%  0.03% | 4 4 Samsung SCH-R450 439% 4.31%  0.08% s
m MetroPs
Research In Motion 10.18%  10.34%  -0.16% > 5 Blackberry Pearl 3.01% 3.42% -0.40%4
6 6 D Sidekick 2008 2.95%  3.33% -0.389 B Cricket
Sony 6.74%  850%  -1.76% angerlcexic % % i
7 7 Danger Sidekick LX 2.10%  2.43%  -0.33% = Other
o, [ _ 0,
Danger 6.43%  7.23% 080% ¢ 9 LG CU920 (Vu) 1.82%  1.95% -0.13%
HTC 4.87%  503% -015% | ¢ 13 T-Mobile/HTC G1 (Dream) 182% 172%  0.10% Source: Millennial Media /09
Nokia 3.18%  2.34%  0.84% | 10 8  Palm Centro 172%  2.03% -031%  Device Input Mix - May 2009
Palm 2.26% 2.73%  -0.47% 11 12 LG VX9700 (Dare) 1.63%  1.77% -0.14% 4.30%
i H i 0 o ~ o . °
Kyocera 1.85% 201%  -0.16% 12 11  Danger Sidekick Slide 1.59% 1.81% 0.22%
13 10 Motorola Q9 1.56%  1.83% -0.27%
SonyEricsson 1.76% 1.73% 0.04%
14 15 Blackberry Storm 1.39% 1.43% -0.03%
UTStarcom 084%  080%  0.03% | 15 17 samsungSCH-R430 138% 1.36%  0.03% ¥ Keypad
ZTE 0.70% 0.66%  0.04% | 16 20 Samsung SPH-M540 1.34% 1.19%  0.15% m QWERTY
Sanyo 0.60% 0.68%  -0.08% 17 14 LG LX260 1.33% 1.72% -0.39%
. . . = Touch Screen
Source: Millennial Media 5/09 18 18 LG VX10000 (Voyager) 1.24%  1.30% -0.06%
19 19  Samsung SGH-T919 1.14%  1.26% -0.12% ® Touch & QWERTY
20 16  Kyocera 51300 1.13%  1.38% -0.25%
50.96% 52.70%

Source: Millennial Media 5/09

*Does not include non-phone Wi-Fi devices such as iPod Touch, Sony PSP, Nintendo DS, and Amazon Kindle

4 )
Highlights:
A While the top two manufacturers (Samsung and Apple) remained in the same slots, Motorola edged out LG as the #3 device manufacturer on our network, thanks to a
long tail of handsets that still shows staying power. Samsung continued to show strong growth.
A The Instinct replaced the iPhone as #1 on the list of the Top 20 Mobile Phones across our network, with a solid percentage monthly increase that shows Sprint’s success in
cultivating a growing base of users who are looking for touch screen functionality; and T-Mobile’s Dream entered the top 10.
A The top 20 mobile phones represented 50.96% of all handset traffic in May.
A QWERTY continued to lead traditional keypad as the top input mechanism for mobile devices in May. Devices with touch screen input increased overall as a segment by
6.5% month-over-month.
(G J
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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 network—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

The Scorecard for Mobile Advertising Reach and Targeting (SMART)™ delivers monthly insights on key trends in mobile advertising based on actual campaign and network data from
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

designed to speak to brand advertisers; however, for information on our performance product, Decktrade™, please contact us directly or visit our website. )

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. Cost Per Engaged User (CPEU™) averages overall campaign spend against the number of unique users who engaged
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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