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Key
MI = Market Intelligence
NV = NetView
NOR = Nielsen Online Ratings

UB = Unique Browser

UA = Unique Audience
PV = Page View

Pl = Page Impression

CMV = Consumer & Media View (formerly Panorama)

|AB = Interactive Advertising Bureau
MFA = Media Federation of Australia

AANA = Australian Association of National Advertisers
ABA = Audit Bureaux of Australia
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What does the IAB announcement mean for online audience
measurement in Australia?

A single set of approved metrics that will add assurance for media buyers and advertisers and
ultimately help increase online advertising revenues and billings. In short, this means:

e A more robust people metric, based on world leading hybrid methodology
e Better representation of online against other media

e Atrend break and new estimation of the online universe

e Anew user interface

e Reporting of daily traffic data

e Reporting of video metrics

e Reporting of mobile metrics

In announcing Nielsen’s appointment, Paul Fisher, CEO of the IAB, stated “this is without a doubt the
most significant step to date in an ongoing process to evolve and improve how we measure online
audiences and advertising. Online will now have the ability to offer ‘apples with apples’ media planning
capabilities and it will streamline audience measurement for marketers, media planners and buyers,
publishers, networks.”

What was the IAB tender?

The Australian IAB tender was a very thorough process, undertaken by the IAB to select the best online
audience measurement solution for the local market. It consisted of a review of the technical and
commercial solution, completed by two different panels of industry experts to identify the most
effective and accurate overall solution for the local market. The process also relied on input from the
MFA and the AANA making the outcome a tri-partite industry recommendation and solution.

The tender included online audience measurement and video content with a view to creating a people
based measurement solution. Mobile audience measurement is also included as part of the service.

What was the IAB tender outcome?

Nielsen has been appointed by IAB Australia as the exclusive preferred supplier for the planning, and

reporting of online audience measurement in Australia for an initial two year term. The industry has

accepted Nielsen’s solution and recommendation in response to the IAB’s tender specifications.

What was the process that the IAB undertook?

The IAB invited an ‘expression of interest’ in September 2010 and subsequently, tender submissions
were made. Originally 21 companies responded, with five providing submissions for consideration. This
was ultimately reduced to two companies. These submissions were reviewed by the Australian IAB to:

1. Identify the best technical solution for the Australian market

2. Obtain the best commercial solution for the Australian market
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The Australian IAB created a Technical Review Group (TRG) to review all the tender submissions in
order to appoint a preferred supplier who was able to service the current technical and business
requirements of the Australian Online marketplace and to best satisfy IAB’s tender specifications. In
confirming Nielsen’s appointment, the IAB stated “the IAB Technical Review Group found that The

Nielsen Company best met the technical criteria of the tender and offered the most accurate, robust
and credible measurement data for Australian online audiences and websites.”
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What is NetView (NV)?

NV is a panel based tool with a focus on audience behaviour. The core audience metric is Unique
Audience (UA) i.e. how many people visit a website and what is the reach? NV also projects
demographics for websites as well as composition indices (i.e. the concentration of a particular
demographic on a website).

The NV panel is comprised of circa 7,000 Australians representative of the Australian online population.
Their usage is metered by a piece of software that resides on panelists computers to measure all web
properties a person visits which is then projected to create the data within NV. The meter identifies the
person using the computer to collect demographic information when they log in.

The panel in Australia is currently only collected from home and work locations. The panel in any given
month tracks more than 100,000 websites visited by panelists but NV will only report on around 3,000
websites, due to minimum sample size requirements.

What is Market Intelligence (Ml)?

Ml is a tagging based product with a focus on traffic measurement. The data is compiled from a tracking
tag which publishers place on web pages across their sites/network. A tagging based approach is
effective because it collects all activity on a website (i.e. all locations) and it allows us to track website
activity for any site tagged, including the long tail.

Ml reports the Unique Browser (UB) as the core audience metric which is based on an internet cookie
(i.e. a unique ID like your car license plate number for your internet browser) and as such it doesn’t
allow for direct comparison against other media. Furthermore, due to Australian’s use of multiple
devices, browsers and the rates of generation of cookies, the monthly UB is no longer representative of
the online audience and in fact massively over states it for monthly data. Ml currently provides daily,
weekly and monthly data.

What is the difference between a Unique Browser (UB) and Unique
Audience (UA)?

A UB is a metric which counts cookies assigned to internet browsers (e.g. Internet Explorer, Firefox,
Safari, and Chrome) and relates to the traffic to a website. UA projects a people/reach based figure for
the audience to a website e.g. 2m people visited the Sydney Morning Herald website. UA is preferable
because it can be compared with other offline media which all report audience.
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Part 3 — What is Nielsen
Online Ratings (NOR) and
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What is Nielsen Online Ratings (NOR)?

Nielsen Online Ratings (NOR) is the new online audience measurement solution from Nielsen. The
service leverages the strength of two datasets that come from the tagging of a web property, or video
player, as a measurement of traffic activity (i.e. a page impression in Ml) and the use of a panel to
measure a site’s audience size and profile (i.e. NV) to create a robust people centric representation of
online properties.

Why is a new measurement solution required?

Measuring online is complex. As the Internet grows and develops, so must the measurement systems in
order to provide accurate representation of online properties. At the same time, a solution is required
that provides a simple agreed set of industry metrics which provide media buyers and owners,
confidence when trading online advertising.

Nielsen Online Ratings aims to improve the online media planning/buying process by:
e Providing a single set of agreed metrics for online

e Providing a more accurate set of reach based metrics which better represent online properties
alongside other media

What were the limitations of the previous measurement provided?

The site tagging based measurement solution used in Ml uses cookies to measure monthly traffic.
While monthly tagged traffic used to be a reasonable proxy for audience many years ago, it is now
becoming less reliable at a monthly level due to:

e The ability of people to easily delete cookies in the browser, or with internet security software
e People using multiple browsers and generating multiple cookies
e People using multiple devices to access the internet and new cookie per device

Figure 1 below is a summary of the growth in the monthly UB figure for the Australian market from Oct
2005 through August 2011 where we measured over 110 million unique browsers in one month.

This should be compared to an Australian population of 22.7 million people of which 17.8 million
people have access to the internet via home or work, while the active universe of Australian online
internet users at work or home in June 2011 was 14.9 million people.

11
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Figure 1 — Plot of Average Daily UB and Monthly UB for the Market Aggregate from the MI Domestic
Traffic Market Domain

The panel based measurement, used in NetView, has two specific
issues:

1.

The current NV panel methodology has limitations in regards to measuring data from outside
the home and work and for devices other than PCs e.g. macs, tablets mobiles. The new hybrid
methodology helps improve what is already a highly accurate and robust online panel by taking
into account missing traffic in these environments and on these devices.

No panel is ever 100% truly representative and the NV panel is no exception. In particular,
recruiting a truly representative work panel is difficult. The move to hybrid will help fill in gaps
in the existing panel. Examples of key areas that hybrid will help with:

a. Activity from Government internet users

b. Activity from large corporations e.g. financial institutions

c. Activity from full time students at school or university

d. Activity from Public places e.g internet café’s, airport lounges etc

12
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What does the Nielsen Online Ratings solution deliver?

Nielsen Online Ratings is the new overall ‘umbrella’ service for the industry and will provide all clients
with:

Nielsen Online Ratings Solution

Media planningfiles
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Dashboard

The central aspects of our proposed solution for the |AB are:
» Easily accessible data
» Customisable IAB / Nielsen integrated dashboard
* New user interface
» Daily and monthly figures for web content, mobile and video

1. Monthly Unique Audience figures will be used from the hybrid methodology as the
industry figure of record/market ranking data

2. Daily reporting of market traffic data through the existing Ml user interface

3. Average Daily Unique Browser figure for traffic measurement through the existing Ml
user interface

4. Geographical information (State based) on site traffic through the existing Ml user
interface

5. Mobile and video measurement is included through the existing Ml user interface

6. Nielsen is recommending the retirement of the monthly UB figure. Any change to the
monthly UB figure will only occur with industry consultation and agreement. For
example, as of June 2011, Ml shows almost 120 million UBs a month originating in
Australia, whilst each month there are only about 15 million Australians online

13
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The NOR solution incorporates:

e The new NOR interface which replaces the Nielsen NV interface to report monthly audience
data of record for the Australian market AND

e The Nielsen Ml interface for the reporting of daily, possible weekly and monthly traffic data.
The inclusion of weekly and monthly data in Ml will be a decision which is made in consultation
with the relevant industry bodies

MI will not be available under a separate subscription and will now be incorporated into the total NOR
service offering. Nielsen has agreed to use the Nielsen Answers platform to support the use of
dashboards for subscribing major publishers.

14
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Part 4 — Hybrid
methodology overview
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What is hybrid?

Hybrid refers to the methodology that is the basis for the monthly market metrics reported in the
Nielsen Online Ratings Solution.

The new methodology combines the representation given from a panel based system with the
granularity of a tagging based system, offering a complete view of the Australian online audience i.e.
the use of multiple data inputs such as page impression data from Ml and audience behaviour from the
NV panel.

How does the hybrid methodology work?

‘41@ AN g
e e *a

1. Traffic fromall
locations and
devicesis captured

and filtered
2. Miglsen'

= SFTn 5_ This accounts for the
categorisation snd missing traffic from large
MarketWiew
dictionary are applied public places, Macs tablets,

phones etc

3. 'Other’ panelis
createdfromasubset
of the home and work
panellists

4. The data is re-
weighted to assure
representation of the
ectimated online
universe

Nielsen Online Ratings offersthe
most comprehensive view of online
audience measurement
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Why use a Hybrid methodology?

Globally audience measurement is moving towards hybrid methodologies to provide improved
audience measurement. The Nielsen approach has been developed globally by our Measurement
Science experts and is world leading. It utilizes the best aspects of both panel and tagged based
datasets to create a new methodology.

Does the hybrid audience measurement methodology use cookies?

No, the hybrid methodology does not use cookies. Where a web site is tagged, the tag captures page
impressions from that website; these are the only input from tags to the Hybrid methodology. The Ml
service is only based on tagged data. It includes a number of metrics measured using tags, including
page impressions. Within the Ml service, cookies are used to measure monthly, daily and weekly
Unique Browsers (UBs)

Is the estimated online universe changing with the hybrid
methodology?

Yes. The online universe will increase as other locations (outside the home and work) and mobile
devices are now accounted for.

What is being measured under the new NOR universe total?

e Home access —all PC's

e  Work access —including shared computers at work
e Access from public locations

e Access from mobile

e Access from other devices

How is the new NOR universe extrapolated?

Through three phases:

1. Estimating the audience that access from other locations
2. Estimating the audience that access from non-PC devices

3. Completing the additional activity of those visitors from home and work

17
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What about auto refresh?

NV has never counted traffic which is non-user requested. NOR works in the same way and the monthly
hybrid figures will automatically filter out non-user requested traffic by default.

What about non-HTML traffic?

Currently NOR does not include non-HTML traffic in the hybrid methodology. This means that Page
Views/Impressions counted in areas such as photo galleries (and tagged with Nielsen NSE code); using
Flash or AJAX implementations are not being included.

Nielsen will engage with the industry to finalise if and under what conditions (rules), this traffic will be
included in the hybrid measurement solution.

Will Unique Audience (UA) to a brand/channel drop if a publisher’s
tags are removed?

For key Australian sites, the use of tags is necessary for the estimation of the sites true audience and
that of the total Australian online audience. The use of tagging is vital for all publishers to get
“overnight” daily data and for medium to smaller web sites for reporting metrics In cases where the site
does not achieve minimum sample size, Ml traffic data, is the only information that will be reported to
the market.

18
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Part 5 — Measurement and
operational implications of
Nielsen Online Ratings
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Is Hybrid data the same data that is published in NetView (NV)?

No. NOR data is based on hybrid methodology so data is compiled from our online panel and traffic
sent through tagging. NV is based only on data collected from a home and work panel.

Will there be a trend break as we move to NOR?

Yes. There will be a trend break when hybrid data becomes the monthly data of record.
The trend breaks will appear in:

1. The monthly audience (UA) figure of record as clients move from a monthly UB traffic figure in
Ml ; or

2. The monthly audience (UA) figure as the NOR universe is larger than the existing NV universe
that reports the UA figure currently. Trend breaks will also be observed in all other monthly
hybrid figures compared to the NV monthly figures

Sites too small to be reported in the monthly audience metrics from the Nielsen hybrid methodology,
will continue to be reported in the Nielsen Ml interface with the existing set of metrics and will
therefore be part of the overall NOR service.

Nielsen is recommending the retirement of the monthly UB traffic figure. However, any change to the
monthly UB traffic figure will only occur with industry consultation and agreement.

Do NOR clients still need to tag?

Yes. Tagging is a vital part of Nielsen Online Rating service. Without the tag, there will be no daily and
weekly data generated in the Ml interface. The NOR service will be able to estimate audience for the
larger untagged sites, but not as accurately had they been tagged.

Should clients look to tag mobile sites content?

The tagging of mobile content is vital for the hybrid methodology to work as this will allow a de-
duplicated audience measurement figure for all locations and devices.

Any publisher that has not tagged mobile content will only publish an online audience figure for
computers accessing the internet.

Will a client’s website appear in the new system even though it
isn’t tagged?

All tagged sites will be reported in the Ml interface as part of the Nielsen Online Ratings solution. All
tagged and untagged sites that have a large enough panel sample will be reported in the hybrid
reporting interface.

20
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Will the rankings change?
There are three things that may affect the reported rankings:
1. The change in the audience under measurement
2. The change in the categorisation of the sites in the NOR interface
3. Sites not previously reported in Ml that will appear in the hybrid interface

To elaborate:

Point 1 — The hybrid audience measurement solution will create audience uplift for most sites (as the
hybrid universe is larger than the NV universe). The uplift is not uniform, but specific to the audience
behaviour. The average uplift is in the region of 10-20%. No sites will decline from NV data.

Point 2 — Within Nielsen there is a significant project underway to look at aligning the categories
between Ml and NV. The intention is to have minimal impact to the existing rankings and to group
competitive sites together. There will be changes but these changes will be made with industry
consultation and affected clients will be notified prior to any changes being made.

Point 3 — Any site that has a significant sample size of panellists in a given month will be reported in the
NOR solution. The number of sites that are represented in the categories will increase, compared to
Ml, as non-tagged sites will now be reported, as they have been in NV.

Nielsen recognises the sensitivities that many publishers have with rankings and will work closely with
the industry to understand the changes and to educate and inform that market.

How will the categories and publisher networks be represented?

The NOR solution will be based on the NV MarketView global standard (the MarketView dictionary is
used to classify sites which sit in NV across the world. The dictionary is global). Where possible we will
try and harmonise Ml with MarketView. There are three initiatives that are underway that need to be
finalised before data release:

1. Align brand names

2. Align categories where possible and group competitive brands for rankings

3. Align the parent and publisher hierarchy, i.e. publisher and parent listings, brand listings etc.

Will all sites be reported? Why do some sites have Ml traffic data but
not Hybrid data?

All sites, whether tagged or not, will need to achieve a minimum active sample size to have their Hybrid
data reported in the NOR interface.

Tagging a site will not guarantee hybrid audience data being released. Tagging a site will ensure traffic
data in MI will be reported irrespective of sample size.

Untagged sites can not be reported in daily Ml traffic data, and unless they achieve the minimum
sample size they will not be reported in Hybrid audience data either.

21
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How will | distinguish tagged sites from non-tagged ones in the user
interface?

The NOR solution identifies tagged, partially and non-tagged sites in the new hybrid interface. Tagged
sites, shown when “Total” panel is selected, will include a new column to indicate the percentage of
their traffic that is tagged.

¥ Brand ® Channel & Fully Tagged @ Partially Tagged

The Ml interface only reports tagged sites.

Will there be Ad Network reporting in NOR?

There is a custom rollup section of NOR which allows for the creation of ad network listings which can
be accessed by media buyers.

Which metrics will change?
The metrics in NOR will provide:
1. The current monthly audience metrics in NV; and
2. In consultation with the industry, the Ml interface will continue to provide the current traffic
metrics with an industry review still to take place in regard to:
a. The availability of the weekly and monthly traffic data
b. The availability of the monthly UB traffic figure

The main metrics that clients use today will remain. However, it is envisaged that the focus will change
for the industry away from a monthly UB traffic figure to a monthly UA audience figure as the data of
record for clients that appear in the hybrid interface (after consultation and agreement with the
industry).

For sites that do not appear in the hybrid interface due to low active sample counts, their reporting will
continue to be via the Ml interface as long as they are tagged.

Nielsen has recommended that in Ml clients use the Average Daily UB figure for audience reporting,
with the retiring of the monthly UB figure. The final presentation of audience data for the long tail will
be finalised with industry consultation with the IAB Measurement Council and Nielsen clients.

Page impression figures from my web analytics platform differ from
those reported by Nielsen Hybrid Methodology. Why?

The Nielsen hybrid methodology filters all tagged data to:
1. Remove international traffic

2. Remove spider, and bot traffic

3. Remove auto-refreshed pages that are not user requested

22
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| have listings in Ml which are not currently in NV; what are we going
to do?

Where possible, we will try and replicate Ml listings in the MarketView definitions and categorisations
used by the Hybrid interface. Where possible, we will try and create this in the Brand/Channel hierarchy
but where this isn’t possible, we will recreate these in the custom rollup section of the new software.

The Custom rollup section allows for arbitrary groupings of URLs although they still have to adhere to
the branding guidelines of NV (unless an ad network).

My sites are categorised and grouped differently in Ml versus NV —
how will Nielsen overcome this?

There are some differences in the categories between the products. Where possible, we’ve historically
tried to align these for coherence. Where sites are listed in markedly different categories between the
tools, we will attempt to re-group competitive sites before the launch of NOR for ranking purposes with
agreement from the IAB Measurement Council. This project is currently underway and the findings will
be shared with the IAB Measurement Council for approval.

My sites have different names in Ml and NV. What is Nielsen doing
about that?

As part of the alignment of MI and NV, our operations team are working towards aligning the names of
the parents, brand and channels/sites between the two interfaces. This is a project currently underway
and is expected to be concluded by launch date.

A brand in Ml is listed as a channel in NV MarketView. What are the
implications of that?

Currently the MI hierarchy and the NV MarketView hierarchy are different.

The NV MarketView hierarchy is a global publisher listing of all sites that a publisher has internationally
and locally. By default, the publisher definition is defined by the home country of the site that services
the client. MarketView only allows a site to be listed in one category.

The Ml hierarchy is a local publisher listing for all the relevant sites that are tracked locally for the
Australian market. The publisher definition is defined by the local market office. Ml allows a site be
listed in one category but a sub-section can be reported in multiple categories, dependent on the
dominant content of the section.

An example of the MarketView vs. Ml definition is:

News Corp — this is maintained by the US office as this is the head office for News Corp.

23
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MarketView:
Parent: Includes all international News Corp online sites, including the Wall St Journal, News Digital

Media properties, IGN network, etc.

Brand: News Digital Media definition which tracks all Australian News Ltd owned online titles for the
local market

Channels: Website brands such as News.com.au, The Australian, The Daily Telegraph, Herald Sun, etc.

Market Intelligence:

Publisher: Only includes Australian tagged sites for market reporting.

Brand: Is specific for each Australian online property, including News.com.au, The Australian, The Daily
Telegraph, etc.

Sites: Reporting of sub-sections of a website, i.e. news.com.au/entertainment, news.com.au/business,
news.com.au/technology, etc.

How can | compare hybrid data against home and work?

Home and work will continue to be available in NV and can be selected from the same menu for
comparison with Total panel figures. Home and Work figures will change slightly from previous month’s
figures where home and work was the data of record, because the methodology has changed slightly.

24
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Part 6 — Video, Mobile and
cross-media measurement
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What is happening around mobile?

Mobile measurement will continue via our Mobile Ml service which is traffic based and will be
expanded to other solutions as required in consultation with the industry.

What is happening around video?

Measurement of traffic to online video will initially be provided via our existing Video Analytics and
Video Ml service using tagging based methodologies.

Video measurement will be expanded with the introduction of our hybrid video audience measurement
service, VideoCensus, providing our clients with the most accurate demographic and audience metrics
available for online video.

What are the timelines for video developments?

We are planning to roll out these developments as soon as possible but firm dates are not available at
this time. These core developments will be subject to approval from the IAB and require publishers to
tag all video.

How does NOR feed in to Nielsen’s Consumer & Media View (CMV)
product?

Nielsen Consumer & Media View (formerly Panorama) enables the direct comparison of online
audiences with the industry ratings currencies for TV and Radio as well as Nielsen audience
measurement for print readership and cinema visitation. The system also provides cross media reach
and frequency.

CMV currently takes the NV data and fuses it to the service. Upon launch, Nielsen Online Ratings data
will be taken and fused to the survey. This ensures industry currency is used for all cross media analysis.

How can | find out more information on NOR?

Simply contact your Nielsen client service executive or call: (02) 8873 7000

About Nielsen

Nielsen Holdings N.V. (NYSE: NLSN) is a global information and measurement company with leading
market positions in marketing and consumer information, television and other media measurement,
online intelligence, mobile measurement, trade shows and related properties. Nielsen has a presence in
approximately 100 countries, with headquarters in New York, USA and Diemen, the Netherlands.

For more information, visit www.nielsen.com.
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