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AN INTRODUCTION TO FIFTY

fifty.
Fifty turns insights into actions

Unparalleled Insights Al Digital Planning Omnichannel Activation

Uncover audience insights Translate insights into Future-proofed, privacy-
from real-time social data actionable media plans centric media delivery
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AN INTRODUCTION TO FIFTY

We provide end to end services

Understand your audience and discover Build a plan to reach your full audience

Execute data led media plans across any Optimise in real time using live campaign
current & future customers like never before channel or platform signal
Audience Identification Seamless Audience Targeting Tactics Audience Led Tracked Media Buys Audience To Results Reporting
Audience Sentiment & Trends Al Optimised Comms Planning Omnichannel Execution Dynamic Realtime Optimisation
Competitor Analysis Al Powered Digital Media Plans Cookieless Based Activation Performance-Based Feedback
Influencer Identification Informed Offline Media Planning In-House Channel Expertise Trending Content Targeting
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FINAL PROPOSAL DECK TEMPLATE

We activate digitally
on all channels

Fifty run all digital activity in-house using our own proprietary
data and platform to build targeted audiences.

Activation Channels
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AN INTRODUCTION TO FIFTY

fifty.

Trusted to deliver results for brands:
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ION TO FIFTY

Proven outcomes through the funnel
AN
REACH 500m 450

Fans identified & engaged Improved CTR

milwo

GAMES

1549%

Improved CTR

BREWDOG
949%

Uplift in app downloads
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AN INTRODUCTION TO FIFTY

fifty.

Solving media’s three key challenges

WE’VE BUILT WE’VE BUILT WE’VE BUILT

JAngreenerwaysof buying A compliant platform One hub for activation
media, verified by build on audience and measurement
Scope3’s CO2 analysis understanding across all channels

DATA PRIVACY
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Fifty 1s reinventing
media planning and

digital execution in
e e R g!

four key steps
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fifty.
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® Competitor analysis

® D
eep persona enrichment




AN INTRODUCTION TO FIFTY

Strategy & Planning -
Fuelled by Al

' ndon and are interested in technology, students and book

® Omniaudience AI: Al-powered o
media planning

@ r/Student

@® Cross-channel capabilities

@ r/EngineeringStudents

® Automatically target trending content




AN INTRODUCTION TO FIFTY
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© Aurora: proprietary
cookieless tech

© Seamless agency coordination



AN INTRODUCTION TO FIFTY

Transparent Reporting &
Real Time Optimisation

® Dynamic optimisation
@ Unified API reporting

@ Full transparency

Date Campaign

Objective

1 Feb 2022 - 28 Feb 2022 Campaign Name (Short) Objective

Campaign Overview

Delivery

by Impressions, Spend & Reach

Impressions Spend CPM

4M £3,697 £0.99

Reach Avg. Frequency EGR

484983 2224  1,033.07%
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Spend Breakdown

By Age Group

@ 1337
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45:54
! @5564
Y @65
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19.9%

Performance
by Clicks, CTR, and CPC

Clicks Link Clicks

31,218 11,426

CPC CPLC

£0.12 £0.32
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Impressions Breakdown
By Age Group

15.2%

724

LP Views

3,853

CPLPV

£0.96

9 Feb

® 1397
18-24
) 2534
® 3544
45-54
® 5564
® 65+
] Unknown

Geography

Geography

Engagement

by Post Reactions, Shares & Comments

Post Shares Post Comment

195 265

Post Engagements Post Saves

160K 100

®~ Shares 8~ Comments Re
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Link Clicks Breakdown
By Age Group




NPSA - UK

Brand Safety: Gold Standard and TAG Criteria include

Inclusion Lists Partner Adoption Creative Quality Controls
Curating and adopting various . . , , .

: .. Adopting pre-bid brand safety and bot Ensuring all creatives are Coalition for
Inclusion and Exclusion lists,

. . prevention (via IAS or DV) as standard Better Ads compliant - ensuring publisher
ensuring we are buying from . . S ,
reputable brand safe domains - offering a layered quality controls and fighting intrusive ads

Industry Change Team Tralning

Encouraging adoption of initiatives
such as ads.txt, buyers and
sellers.json and supplychainobject
with upward and downward partners

Programmatic traders complete Gold
Standard online training modules -
passing an end of training test and

renewing on a yearly basis
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NPSA - UK

Multi Layered Approach to Brand Safety

« Domain Inclusion Lists « Viewability, frequency capping and soft metric controls
« URL Keyword Exclusion Lists  Traders trained in spotting and controlling brand safety exposure and
o Filtering buying by quality control (ads.txt, sellers.JSON) monitoring campaigns in flight
TAG & IAB GOLD
« Utilising Integral Ad Sciences prebid technology to block  Overlaying IAS anti fraud technology to ensure our
medium & high risk brand safety risks programmatic activity is buying legitimate traffic free from bots
and fraud
IAS PREBID
« Overlaying Grapeshot technology to eliminate negative  Excluding Page Content Keywords
grapeshot

sentiment alongside sensitive categories ie violence,
politics and natural disasters

ORACLE/GRAPESHOT
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