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A unique way of managing & optimizing your online marketing.
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We develop and sell a Business Intelligence System to advertisers who
wish to manage, monitor and improve their online marketing.

I Admeta is owned by its staff, its founders, Chalmers University of
CHALMERS Technology, Royal Institute of Technology, The Swedish Industrial
Development Fund and W Capital Management.

| Constant improvement & development of our product, thanks to our
relationship with the technology universities.

i Clients in 17 countries.
I Admeta is Software as a Service (SaaS).

I 70% E-commerce- and 30% Brand clients.

% vy ¥ .
L™ e | Admeta offices in Goteborg, Stockholm and Amsterdam.
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If you knew that 250/ of your online spending
generates 900/ of the results ...

.. would you spend it differently?
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ROI Measuring System

Optimize the results from your online marketing — by sales per investment.
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. POPUP or slow landingpage - decrease your results,
. Work with different creatives,

. "HELP” your revisitors

. Don’t focus on the cheepest click

"Click rate” what's that?

. Automated Optimization of Online Advertising

. The perfect length of an Ad campaign



1. POPUP or slow landing page decrease your results,



S e —

Only 42% of all Ad visitors
landed!!

58% is gone...




2. Work with different creatives,



60% optimization between these 3 creatives




"HELP” your revisitors



A banner at www.expressen.se




Landingpage at www.tre.se (advertiser)

........ So help your revisitor, and your sale will increase



4. Don’t focus on the cheapest click



Exampel of a salesreport for an advertiser

OOOW

Focus on Sales/Investment instead of cost/click



5. "Click rate” what's that?



Focus on the most cost efficient ads — instead of those
with highest clickrate!




6. Automated Optimization of Online Advertising



Automatic Optimization

Artificial Intelligence (Al) has fascinated people for centuries but
only since the introduction of the computer has it been within our
grasp to develop some kind of real Al.

In 1959, the first self-learning computer was developed by Arthur
Samuel. It was a programme that taught itself to play the board
game Checkers. Since then science has made huge progress
within the area.

Today, Al is used in various areas such as computer games,
search engines, word and picture recognition and even
diagnosis of illnesses.

We at Admeta are fascinated by this technology and have adopted
this technology for use in the optimisation of internet advertising.



ADvanced optimization

This optimisation occurs as a result of the visitor’s Internet and computer profile
and with the help of our powerful servers we let the principles of evolution.
This way the strongest and best performing elements survive and thus find
optimal profile for how the advertisement should be experienced within a

campaign.

In this way Admeta Adimprover™ can deliver a unique result for each campaign
which can lead to dramatically improved results for an advertising campaign
In comparison to current methods of optimisation.

The key is in that the decisions are made at the browser level instead of at a
general level (which is unique to Admeta). When Admeta Adimprover ™
decides which advertisement shall be shown to a given visitor Adimprover™
cross-references parameters such as the time of day, the day of the week,
which advertisements the visitor has seen earlier in the campaign, as well as
which sequence they have viewed the ads etc.

For a detailed examples take a closer look at following case studies with Djuice
and Motesplatsen.



Case — Adimprover for Djuice (a telecom provider).
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Case — Adimprover for Djuice (a telecom provider).

Three different creatives.
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Case — Adimprover for Djuice (a telecom provider).

Results for this case: Automatic improvement by +35%.
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CASE - Mdtesplatsen



CASE - Motesplatsen

130% Improvement, without extra Adspend!!



7. The perfect length of an Ad campaign



Sales over time — when died the campaign???



Focus on when the Adclick occured — and its clear!



Todays conclusion;

Optimize your online spendings — there is a lot to improve!

Corporate Headoffice | Vallgatan 26, S-411 16 | Goteborg, Sweden
Tel: +46(0)31 23 3450 | Mail: sales@admeta.com | For local offices visit www.admeta.com




Thank you for showing interest in Admeta.
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