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n Media facades

B Brand building structures

D scint-Petersburg

= Kaiingrad
& Yorosiavt
E Moscow
B Nizhny Novgorod Drerm
sk . u Cheb mizhevsk
rip— ezhnye Chelny
mSoransk  * WKazan
wTolyatti [0 vekaterinburs
u Rostov-on-Don Dsamara ngryum,n
B volgograd B chelyabinsk
Bvufa
Krasnodar u omek Knabarovk »
[r— o
. BIsochi mKeme mKrasnoyarsk

simferopol B Astraichan
BInovosibirsk Irkutek »
Viadivostok >

operation
regions

in the market




@ritT Targeted Advertising
program in Moscow
region

E Media facades

~

Double-sided
digital supersites

Media
outreach
in Moscow
region
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@i Media facades
in Moscow

High-end digital network
for premium media
outreach

»

m 57 Kutuzovsky avenue
m 158 Leninsky avenue

m 4B, G site L y unit,
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m 2/146 Yaroslavskoye highway
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Third Ring Road
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® 2 2nd km MKAD

® 134, Leningradskoye
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ot Media facades
in the major
Russian cities

Media facades
are located at the busiest
parts of the cities

MAER’s digital screen *

reaches out over %85
of city residents
including those from
surroundings
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m Yekaterinburg
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u Nizhny Novgorod u Ufa = Tyumen
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@:rit Digital Supersites

Full coverage network

of digital supersites along
the highways of the Moscow
region is a perfect addition
to the premium media
facades structures.
Together that provides an
exclusive ominchannel split

Digital
Supersites
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@7t Rooftop
structures

Company’s logo on a LED
structure maximizes the
impact on the target
audience




@it Wallscapes
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-catching brand
building advertisement
placed on an externally

illuminated sides of

Eye
buildings

own

structures



@' New Products T
Dynamic
creatives

An individual approach
to each customer taking
into account his/her aims
and requirements creates ® @
a new relevant product J
Geo-targeting Targeted
based on advertising
in-house data

External data

PROGRAMMATIC Real-

=]

Comments,
references,
posts within

creatives
()

DOOH Creciide Broadcasting
Targeting fl’Ol:oz)'("éeernul

Infinite Set : e Automated

020 selection of

ar unique s
solutions



@ritT Audience Profile*

Qualitative data on the
media facades’ audience
tracked by Wi-Fi sniffers
and processed by
Yandex.Audience

& Yandex Audience

AGE:

%66,4

MEN

%29

%1,96 %6,63
18 25

USER SIMILARITY:

‘The more similar users in a segment are in terms of characteristics and behavior,

the better that.

for creating a similar

AVERAGE

INTERESTS

Auto
Finance

sport

Realty

Tourism

i

Pets

Family and children
Cooking

Health and beauty

AFFINITY INDEX

REALY ) sommssm—
%145 I
%143 I
%141 I
%135 I
%134 I
%123 I
%122 I
%106 I
%105 I

2) Data obtained using Crypta technology

WOMEN

%33,6

— %20,4

- %9,04

45 55

v

CATEGORIES AFFINITY INDEX

Travel abroad 260
Car owners %248 I
Travel around country %213 I
Engage in sport %152 I
Students %145 I
Parents %135 I

Follow fashion %128 I
Homemakers %122 -

Make online purchases %100 NN

Gamers %100



@rit’ Data harvesting

| Mobile devices send /) Wi-Fi sniffers \y Collected data is Segments for analytics and
requests when searching //' on structures <, analyzed in DMP /| online advertising campaign
for Wi-Fi signal receive those requests , are being prepared

patents
in 2020-2021




@7t Wi-Fi complex. N <
Set data harvesting - &

Accuracy is achieved with the

4th generation MAER’s Wi-Fi Only real devices
sniffers using a combination of are tracked:
sectoral and highly directional

+ Laptops
antennas.

v Tablets

. v Smartphones
The technology of multichannel

simultaneous monitoring from
3 to 13 channels is applied

% Watches
* Game Consoles
X Routers

% Tracking Devices

OVER

WSECTORAL ANTENNA

50 0 meters

M HIGHLY DIRECTIONAL ANTENNA

Wi-Fi Sniffers 1200 moters



@7t Online marketing

Online retargeting
functions subconsciously
“catching up” with
audience already familiar
with the brand from OOH:

EXCLUDED
BY TARGETS

= Effect enhancement
from repeat advertising
exposure

= Conversion cost
reduction

= Guaranteed absence
of fraud

CTR and CR growth

3~

¢ Witnessing interest
but absence of
digital footprints

TIMES IN appiTion T0 T*P



@)RGET Working with PARTNER WEBSITES TRAFFIC PER MONTH

MAC-addresses o PR

segments vite
Vesti 000 000 78

AIO Media is a cross media TR 0001000124

advertising platform of MAER gve<ty

Digital for an automated Komsomolskaya Pravda 000 400 65

premium placement of

banners and video by CPM AlF 000 500 32
Sport Express 000 000 31

PREMIUM FORMATS WITH

HIGH CONVERSION RATE: TASS 000 000 24

 Rollup e InText Video

* Fullscreen o Instream Video Express Gazeta 000 000 17
Russia TV 000 900 16
Baby.ru 000 100 16
KakProsto 000 800 14
Svobodnaya pressa 000 600 14
3Dnews 000 700 13
Teleprogramma 000 400 13
Drive.ru 000 600 3
Autovesti 000 800 2

top publishers



APPLICATION
OF TECHNICAL
ADVERTISING TOOLS

MEDIA

Implemented cases



. Application el . ey > Rorkma
of 4 technologies [
within one case

Analytics
DOOH targeting

4411

ddddddddd 44

020 retargeting

GOALS AND OBJECTIVESS

1. Create a distinctive
association of “DomClick
brand with purchase of
property in familiar distri

dddd4d

V]

2.Increase of active websit
visitors and potential
clients

ddd
A4 4

o 5
MM d MMM ddddddddddd
d 4448080 ddd 444 P

GEO:
Moscow

AD MEDIA:

DOOH: media facades / D
Internet: AIO Media / MyTar
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AHapeeBka
Establishing audience
regions based
on Wi-Fi data

« Analytics

PEFMOHbBI MOKPbLITUSA:

@ Northern inistrative District (
@ North-East Administrative District (Losinoostro
® southern inistrative District (

South-West Administrative District (Gagaris
Western Administrative District (Kut: s
Minskoye Shosse
Rublyovo-Uspenskoye Shosse
Novorizhskoye Shosse
Lenigradskoye Shosse p
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Kashirskoye Shosse (A105-)
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@\t Geo-targeting
by segments

« DOOH targetin

. Data from Wi-Fi sniffer
is transferred to AIO
DMP in two seconds
prior to a video ad
broadcasting

2. Audience conformity to each
segment is checked in
percentage

A relative value variation is
computed

AlO
DMP

%9 %15

%11 %30

ReuaTve

%18+ | %100+

Novorizhsioye [RRRRRRNIN g1y e
‘Shosse. Shosse

%33-

%8

%6

o HAomKnuk
© cBEP

3. An ad relative to a segment with
maximum variation of a relative value
is launched to air

An ad of a region where
a structure is placed is launched if
variations are minor or negative

BH creative

NOVORIZHSKOYE
SHOSSE



@it Building up a creative idea
according to external factors

« Dynamic creative

1 Targeting on a date and time basis
2 Targeting on geo basis

3 Targeting according
to weather conditions

-1koMHaTHas KBapTMpa

0007505#

Replacement of
any elements without
change of entire creative ad



@it “pomClick” ad > Borknux
campaign findings

:
Cost per click

The ad campaign gained reduction

attention by visualizing for ad exposed

native districts being at i

the far end and outside of in DOOH

a city

Further online marketing %

communication with a

given audience firmly fixed

“DomClick” brand and a
property purchase process
associativity

*it is relative to a control group of those not exposed to
an ad (for instance, driving by an ad structure during
broadcasting of another ads)



Replacement

of ad creative
depending

on traffic activity

« Dynamic ad creative
« Traffic jams

-

. Reaching high
exposure rate

2. Optimize
ad budget

‘ - P ‘
— YT10-T0 MHe He no cebe...

POTABONOK 9,HEOBXOAMMO
.+ = POBATLERCO CHELIMAMVCTOM

w

. Increase product
identification




@it Adaptive approach < CBEP
to an ad length

Ad length changed according

to traffic activity O1S
This approach provides oot
gaining maximum time of

contact with an ad message
30 100 3 4
min

seconds & seconds




TV broadcasting
on large screens

« Dynamic ad creative
« Broadcasting

GOALS AND OBJECTIVES

MHUAAHAPAA
000000000 -~

1. Acquire additional viewship
of New Year lottery edition
(widen coverage)

2.Increase of lottery
participants

3.Increase audience
engagement

TOOLS
DOOH
Live broadcasting

GEO

Moscow

BROADCASTING DURING HEON

Trial - December 2020 ,31
Exclusive broadcasting - Jani



@5t Retargeting | §)cTonoto
and interactive engagement

T : Fms ,
1,29 ,91
min. ] min.

& in 2 days

" ~"‘ in 2 days
v
ERE.
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@756 Our partners

OVER

major
world
brands
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MEDIA

D +d71 53 744 7008 +371 0 276 8273

Level 3, The Dffices 3, One Central,
World Trade Center, Dubai, UAE



