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Award winning advertising platform
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Mobile O

= BestConnected/Streaming TV Campaign = >
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Buzzword
Bingo

1 In-market g
$25 Amazon Audience

Gift Card Insights
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=INTIX
Revolutionize your ticket sales strategy by going
beyond social media to achieve greaterreach.
Unlock the full potential of your advertising efforts

with rich buyer signals and a consumer-focused,
multi-channel approach.

You’ll learn how to:

O'l New Age Audience: Discover how to connect with
broader audiences beyond social media by meeting
consumers where they are - physically and mentally.

02 Engage Across Touchpoints: Learn to design
tailored, multi-channel campaigns that guide
potential ticket buyers through every stage of their
decision-making journey.

03 Build Your Own Audience: Develop your own custom
audience based on Al andreal-time audience insights.

£t Quantcast

Audience Filters

Audience Source

Internet users in United States

+ site Event

Location

People who are located in

United States

State, Metro Area, City, or Postal,

Upload Postal Codes

Demographics

Age

Gender

Audience: 699M

% Overlap with

Demographics Content Interets Inventory Keywords

Categories
Business o] Sports &
244 13
Index Index
————]
Health & Fitness @@ News B
98 180
Index Index
e

© Quantcast. AllRights Reserved.

£t Quantcast

< New Audience
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TIX

New Age Digital Audience

. . . . Omni-Channel
FOMO Social Proof Perceived Personalized Power of Attention Customer -

Scarcity Peer Pressur‘ Value Marketing Exclusivity Deficit Journey
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CTV | Audio 23%

@ Mobile

Mobile Browser | In-app

55%

On Average a
22% pvel

| Phoneis Checked

Display | Video | Native

<‘ Quantcast Chart data source: eMarketer, US Time Spent with Media 2022, June 2022
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"H'NTIX Not only is the openinternetincreasinginimportance,
butitis capturing more attention than social media

Average Attention Unit Score Per Channel

o
Meet your
consumers where
they are and where
they spendtheir
Display time

Native

Social Display

0.0 20.0 40.0 60.0 80.0

Social @ Openinteret

ZtQuantcast Source: Adelaide Q22024



"INTIX Finding your advantage

Time spent online

@ Openinternet Social Media

Social media

£t Quantcast

Advertiser money spent

@ Openinternet Social Media
Stagnationin spend

57%

win customers where
othersaren’t

Strategic Opportunity

Source: GlobalWeblndex (GWI Core), Statista



=iNTIX Social + Open Web

c.80%
Uplift

In conversionrate, when Open Web runs

Quantcast + Social 0.45% in conjunction with social media
converterrate channels

0T - @7

Conversions

(‘ Quantcast © Quantcast. AllRights Reserved.
Source: Digital contribution report, social and Quantcast in the pathway - utilising UTM tracking to establish digital pathway



-ﬁ‘knx Keep up with your consumer’s behavior

Bro'\‘/vsihg D

Start-My-Day Mode

06:00 07:00 08:00
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Researching --

1,
R

Post-Lunch Mode

12:00

13:00

14:00

Researching .- D

Go-Back-Home
Mode

18:00 19:00 20:00 21:00
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My Event Journey
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My Event Journey

¢

Savannah
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My Event Journey

%

Savannah



=INTiIXx Advertisers canuse a number of signals

Gender QDZ Demographic

Birthday — sstes o Location
Registration Y 2 | . Devices
Search history CD\ [R— Website visit
ebsite visits

Purchase history

a Product interest

¢
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=INTIX What does this look like?

Devices

L[]

Formats

CTv

Display

lm Hotel
Find your -
destination Find your
destination
B Find your

Find your destination siesgnaton
Discover your perfect

sunny escape.

7\
N
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-ﬁgNTIX = Autolrader

Reach Conversion
(o) . L 5 O (o) Conversionlift with the
-I 5 /O Cehsiealen /O addition of video

Over 400,000
cars available.

/'\ —
R

=zavtorrader  (IEEIEID

Read More
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https://www.quantcast.com/case-study/auto-trader
https://www.quantcast.com/case-study/auto-trader

f "m_"x Multi Channel Spotlight:

Minor League

Baseball Team

Online Video

focused ondriving
Reach

Display &
Native
focusedon
driving
Conversions

£t Quantcast Source: Quantcast Platform

Online Video AND Display
or Native ad

858%

more likely to visit the site

1,060%

more likely to convert than
people who were only exposed
to Display or Native ad

© Quantcast. All Rights Reserved.



The Toolkit

Connecting
the dots




-i'mnx An effective advertising strategy meets
your audience where they are

e /

[INOA Y
Across multiple Through their entire In-campaign
devices journey optimizations
Laptop Awareness Leverage Al and
Mobile _t] i
TV Consideration .rea.l time alud|ence

| insights to improve
Gaming console Action return onad spend
Audio

(ROAS).
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Design a dynamic picture of your
desired ticket buyersinreal-time

w v Quantcast v =5 a)
e— Understand how audience behave
ot . - Consumers are always in-flux and their
interest, and online behaviors change
Audience: 699M Nov30,2024 - Dec30,2024 [}
Compare your audiences
Demographics  Contentinterets  Inventory  Keywords  Devices  Location Traffic Understand how your audiences
—— eé compare to specificinterest
audiences so youimprove creative
Business & spors & Education ® e a messaging
244 13 88 128
- - Understand your competitors
A. Effectively plan conquesting activity
Health &Fitness & News B Science A Shopping - . . through an in‘Fricate understanding of
08 180 A9 112 your competitors audience
EEm—--—-——)
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Demo Time!

Follow along on quantcast.com/Intix2025
your laptop
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=iNTIX Social + Open Web

c.80%
Uplift

In conversionrate, when Open Web runs

Quantcast + Social 0.45% in conjunction with social media
converterrate channels

0o - @

Conversions

ftQuantcast Source: Digital contribution report, social and Quantcast in the pathway - utilising UTM tracking to establish digital pathway © Quantcast. AllRights Reserved.



San Antonio Spurs sellmore
tickets with slam-dunk marketing

Key Results

8.5X 5X

ROAS, beating More

the campaign conversions

goal by 3X than the site
average

£t Quantcast

“Theirinsightinto
the entire internet
audience drives
greatresults for

our digital
campaigns.”

Jordan Mandelkorn
Marketing Manager, San Antonio Spurs

AN ANTONIg
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Q&A

Take it for a spin

Quantcast



