


M&A volume and value steady in 2011

= After strong 2010 M&A rebound,
2011 M&A continues apace

= Strategic buyers dominate

* Accelerate growth via acquisitions

« Strong balance sheets — U.S. non-
financials hold $2+ trillion in cash

* Retooling models to leverage
technology and online platforms

= PE firms currently have over
$375 billion of investable capital

= Lack of leverage for companies with
EBITDA of less than $10 million



Marketing & Interactive Services deals keep strong pace in 2011

= Diversified ad agencies continue to invest in interactive marketing services
= Large technology and media companies also in acquisition mode

= Private equity interest in sector is increasing

Marketing and Interactive Services M&A Transactions and Value
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Marketing & Interactive Services continues as most active M&A sector

Media, Information, Marketing Services & Technology M&A Activity

2011 2010
January -June January - June
Industry Sector "I;Z;sf (mill\iI:Lus(; "I;Z:a\:: (mill\iIZLusl:

B2B Online Media & Technology 39 $3,056 26 $363 50% nm
B2C Online Media & Technology 130 $4,554 124 $2,977 5% 53%
Business-to-Business Media 8 $23 23 $87 (65%) (74%)
Consumer Magazines 16 $2,020 12 $78 33% nm
Database & Information Services 21 $3,064 38 $9,283 (45%) (67%)
Education Information, Technology & Training 32 $1,272 26 $2,491 23% (49%)
Exhibitions & Conferences 11 $165 12 $58 (8%) 184%
Healthcare Information & Technology 54 $2,049 34 $714 59% 187%
Marketing & Interactive Services 129 $5,740 130 $3,163 (1%) 81%
Mobile Media & Technology 44 $1,345 46 $1,041 (4%) 29%

Total 484 $23,285 471 $20,254 3% 15%

Source: JEGI Transaction Database



Strong investment interest in Ad and Digital Agencies, Ad Networks, Data &
Analytics, Market Research and Technology and Social Media Marketing

Marketing & Interactive Services - M&A by Sub-Sector

2011

January - June
Industry Sector No. of : Yalue

Deals  (millions)
Ad Agency 15 $827
Ad Networks 1" $644
Data & Analytics 15 $473
Digital Agency 22 $806
E-mail Marketing 3 $55
Market Research/Consulting 19 $1,450
Marketing Technology 12 $669
Measurement/Monitoring 6 $382
PR Agency 2 $20
Search Marketing 5 $70
Social Media Marketing 17 $250
Other 2 $95
Total 129 $5,740

Source: JEGI Transaction Database



After recovering from Great Recession, public trading multiples down again

Public Company Comps
Median Values

Market Sector 10/1/2007 3/9/2009 7/7/2011 9/21/2011 10/1/2007 3/9/2009 7/7/2011 9/21/2011
Customer Contact BPO 0.9x 0.5x 0.9x 0.6x 8.4x 4.4x 6.9x 4.9x
Diversified Agency Services 1.4x 0.8x 1.2x 1.1x 10.3x 5.1x 8.6x 6.8x
Business and Marketing 2.7X 1.8x 2.8x 2.4x 11.5x 7.2X 10.8x 9.3x
Marketing Automation 4.3x 1.4x 3.5x 2.3x 26.2x 9.9x 28.2x 21.4x

Source: Capital 1Q as of 09/21/2011




Interactive continues to drive strongest trading valuations

Recent M&A Multiples by Sector
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Online advertising still growing, although TV grabbing more new dollars

= Online display advertising is expected to nearly double from 2009 to 2012
= Most growth captured by “Big 5” — Google, Yahoo, Microsoft, AOL and Facebook

= TV still outpacing online as marketer go-to medium

Online Advertising — Quarterly Revenue Growth Trends
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Video ads will reach $2 billion this year — fastest growing online segment

« 36 billion U.S. video views monthly

» Delivering audiences at scale
* 13 hours per viewer

* Hungry for entertainment

« Real monetization, not “digital dimes”

* Dramatic growth in video ad spend

U.S. Unique Online Video Viewers (millions)
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Marketers plan dramatic increase in use of interactive marketing

teractive marketing tactics [ InTregse [ Stay the same [l Decrease [l Not applicable

Created social media
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Magazines

Outdoor
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Newspapers
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Source: U.S. Interactive Marketing Forecast Online Survey, Forrester Research, 2011






Social networks eclipsing portals in online consumer engagement

= 81% of Internet users visit a social network each month
= Social networks account for 17% of total minutes online — 13% for Facebook alone

= Facebook has surpassed 750 million users globally

Top 5 Domestic Web Properties by Share of Total Minutes

Source: comScore



Social network advertising to reach nearly $3 billion in 2011 —
24% of display and 10% of total online ad spend

Social sites — led by Facebook — generate unprecedented page views and ad impressions

Social sites also amass large amounts of user data for ad targeting

Facebook share of U.S. online display spend to hit 17.7% in 2011, up from 12.2% last year

Flood of low-cost inventory has massively disrupted the online ad economy

Growth of U.S. Social Network Advertising Revenue

Sources: eMarketer and Barclays Capital



Facebook and other social media flooding market with low cost inventory;
Severe CPM pressure on incumbents

Bl Typical CPM
B Page View Growth 98%
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Note: lllustrative CPMs; Year-over-year growth August 2011 vs. August 2010
Source: comScore



Investors continue to pour capital into social media companies

Amount
Company Description ($millions)
Twitter Social media message distribution platform $800
Zfere Holdings Technology for e-commerce, social and mobile $682
Zynga Social media gaming $500
Tumblr Social media sharing platform $100
Zfere Holdings Technology for e-commerce, social and mobile $100
Buddy Media Social media management solutions $54
Intertainment Media Rich media applications $51
Foursuare Labs Social media platform $40
Facebook Social networking website $38
Addictive Interactive Social media platform $32
CrowdStar Social media gaming $23
RadiumOne Inc. Online ad network leveraging social data $21
SocialVibe Social media engagement marketing $20

Source: JEGI Transaction Database



BIG2FUel

| = Leading pure-play social media marketing agency; emphasis on video
= Social AOR for General Motors and T-Mobile

= Scalable social tools, process, content studio and distribution network

Deal Rationale

= Strategic social media center for VivaKi
* Providing paid, owned and earned social media reach

= Extend creative and content resourcing for Publicis agencies



Target Overview

= Leader in social media management for major marketers
= Enables brands to manage Facebook pages and activity globally

= Explosive revenue growth, huge first mover advantage, flood of pursuers

Deal Rationale

= Private placement raised $54 million in August 2011; total raised >$90 mm

= Extend global leadership with sales and service expansion



Target Overview

= |eading social marketing and creative services agency

= Engagement marketing for entertainment and lifestyle brands and
consumer tech companies

= “First” on MySpace, Facebook and Zynga

Deal Rationale

= “New model” UK-based ad holding company
= $52 mm recent backing by HIG Capital to support acquisitions

= Emerging key component of marketing mix; platform for U.S. expansion



Target Overview

= Social media measurement, analysis and reporting for major enterprises
= Engage and analyze hundred of millions of social media conversations

= Enable social CRM for sales and marketing leverage

Deal Rationale

= Acquire market leader in social media monitoring
= Incorporate social media technology into SaaS product offerings

= $340 million acquisition



Target Overview

= Kosmix: Filters and organizes content in social networks, connecting
people with real-time information

= OneRiot: Social targeting ad network for mobile ads within apps

Deal Rationale

= Allows Walmart to engage customers through social media and mobile
= Ultimately reduce search spending via more direct consumer engaging

= ~$400+ million spent on ~$80 million combined investment



Target Overview

= Largest online professional network with over 120 million members

= Diversified revenue : jobs, ads, premium subscriptions

= Successful IPO in May 2011 — massive “social media” valuation premium

Deal Rationale

= $45 IPO, soared to $122, now trading $76 per share
= 12x NTM revenue, 80x NTM EBITDA

Compared to SalesForce at 4 times the size, trading at 7x / 35x
Or IBM at 200 times the size, trading at 2x / 8x

Is LinkedIn really worth 10x IBM’s EBITDA multiple?

That prices in a lot of future growth of TBD revenue sources
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http://www.eyetraffic.com/
http://www.allantgroup.com/
http://www.engineusa.com/
http://www.crunchbase.com/company/buysideiq

In each transaction listed above, JEGI's client is mentioned first.
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In each transaction JEGI’s client is mentioned first.
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