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Service Overview

Twibbon is a free application that
promotes awareness of causes on
Twitter and Facebook

Key Statistics

On Twibbon.com, campaigners can create causes together

with a small representative icon, commonly referred to as a A Over 40 0,000

0t wi bboné, to be overlaid onto tihei FyifMuBePdvd worn & Bvioloh 0f i | €
images. to express support

Users choose from tens of thousands of available causes A AImO_St 100 million

found on Twibbon.com and support and promote their mentions

chosen cause to their followers by p  rominently wearing the visible through Twitter feeds

cause Otwibbondé over their prOfileAiP@iill@oefZadhg, 'Fvﬁﬁbdohng out a

suggestion for their friends to do the same. Supporters can joins an hour
also tweet about the cause, embed links and views of
supporters onto their blogs and |seA Qverclel ,0000CGausds supportersé
images as their profile backgrounds; all popular activities created by users for users

which are readily achievable on Twibbon.com, providing < .
highly viral ways of driving traffic back to our site. A Over 100,000 Twibbon

pages indexed by Google

Traffic A Over 70,000 External links

to Twibbon.com and our causes

One of Twibbonds most valuabl e quaA iOVérBSOOi,C)ﬁ)Ofeffeﬁ’eHCéSf al
character. Within fif teen hours of Twibbon.com going live on to Twibbon indexed by Google

the evening of July 17th, O6Twi bblond was among the top ten
terms used on Twitter. After just one month, Twibbon.com

was subject to over 2 mill  ion page views. To date, over
16,000 causes have been created, while more t han 400,000
Twitter and Facebook users have expressed their support by
wearing a Twibbon for their collective millions of followers to

see. Twitterds uphamdeFduskrook @ dd®news
feethépns that the visibility of [usersd tweets is greatly
magni fi ed. This accounts for Twiblbonés huge user exposure

(over 120 million users)*.

Twibbon.com receives a good deal of traffic outwith Twitter
and Facebook . 75% of our visitors arrive at Twibbon from
Twitter and Facebook , The rema ining 25% of our traffic
arrive via organic search or from high profile blogs and
brand websites.

Twibbon.com

Storm Ideas Ltd, 13 -15 Circus Lane, Edinburgh, EH3 6SU , Scotland, United Kingdom

Telephone  +44 (0)131 260 3500 Facsimile  +44 (0)131 260 3501 Email team @twibbon.com  Web twibbon.com
Registered in Scotland Number SC344051




Indexing

Due to the very attractive SEO qualities of Twibbon.com our
cause information is  readily crawled and is quickly
catalogued, as Google requests 50,000 of our pages each
day. 100,000 pages and nearly 1 million internal links are
recognised and processed by Google.
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Targeti ng via Categories

We can match advertising very
specifically to the interests of users.
When a Twibbon is created, the user
responsible identifies it with both a
Primary and Secondary category. The
category structure is:

Tweets we generate are surfaced [in usersd bl ogs and internet
news sites. The value of our content becoming indexed in A causes A Sport
this way is a much higher reach for our cause and more than
70,000 links directly to our pages from well -ranked external A Charity A Baseball
sites. A Dedication A Basketball
. ~ . A Campaign A American Football
Twi bbonds Audi eniCe; s A Soccer
) ) ) . A Protest A Motorsport

Usi ng T wiahalytws) esare able to target and ;

. o ) A Hockey
understand our audience very specifically:
Nationality : By far, the most active users of Twibbon visit A Entertainment A Lifestyle
from the USA (40 %) and the UK (1 5%).Canada (5%) and ) ) )
Germany (5%)are also well represented.* The UK is the A Celebrity A Brands
fastest growing userbase , accountin g for 30% of traffic over A Music A Events
the lasttwo weeks. A Movies A Hockey
Loyalty : Animpressive 2 2% of Twibbon visitors consistently A Television
return to use the service again and again.* . .

A Technology A Other

Twi bbondés target audience i andl ar|lgely dictated by Twitter
Facebook user dem ographics. It should be taken into A Software A Fun
account that users who choose to use Twibbon are more A Gaming A Countries
active web -users, and inherently more likely than most to A Gadgets A lam..?
take advantage of click -through o pportunities A Hardware
Gender : Around 60 % of users are female.** A Internet

Age: Twitter and Facebook audience s are largely made up of
Young Adults, aged between 18 and 34, with a significant
number of 35 to 49 year olds also active.***

Affluence: 51% have a salary of over $60k, and 63% have
received University education.**

Sources:
* Twi b b cAnafytics
ki http://www.istrategylabs.com/twitter -2009 -demographics -and -statistics/

ok http://len  -us.nielsen.com/forms/report_forms/How_Teens_Use_Media

Targeting

We use OpenX to control our advertising inventory and
support a range of targeting options.

Geotargeting

We can Geotarget our advertising delivery based on the
country of the visiting user. This is achieved via OpenX who
in turn have a partnership with MaxMind.

More specific Geotargeting such as City or Zipcode is
available on request.
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The natural overlap in some of these
categories means that most advertisers
will find it effective to target top level
categories, but niche advertisers may
wish to focus on  particular secondary
categories.

User Specific Targeting

As well as targeting through these
categories, we can also retrieve
targeting in formation for each user
based on the data they provide through:

A Twitter and Facebook profile
A Past Twitter status updates
A Previous Twibbon activity

This provides a rich set of keywords
derived from subjects that users tweet
about and associate themselves with.
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Advertising available

Step 1 0 Join Page below
Interstitials

The main interaction that users have with the Twibbon site is
joining causes. When joining a cause the user authenticates

via Twitter or Facebo ok and a process is initiated whereby

we download their profile image, overlay it with the chosen
Twibbon and re -upload it .

X
Priority tickets

This series of actions takes between 5  -10 seconds
dependant on how quickly  the social networking site  is
currently operating, during  which time we can serve the user
a large, interstitial advert for a minimum period of 5

seconds. This represents a key opportunity to advertise as at
this stage:

A The user is engaged, attentive and very unlikely to walk
away, as they are waiting to see the  result of adding their
Twibbon.

A The user is logged in, giving additional targeting
information based on their IP Address, Twitter / Facebook
profile and our analysis of their previous status
messages .

A The user has selected a Twibbon cause, providing us with
additional targeting abilities based upon the Primary and
Secondary Categories for the selected Twibbon, as well as
the user generated Tags that have been assigned to it.

CUGKT0 BT AMAZONCOUK | Zeey
ON DVD NOW -t o e

These interstitial adverts can be made more effective by
presenting relevant IM U units on the page before and after
the interstitial is displayed. The following diagram and
screenshots opposite help explain this process.

Step 1 - Join Page Step 2 - Interstitial Step 3 - Follow Up

300px x 250px IMU No fixed size, up to full page

120px x 600px IMU Minimum 5 Seconds

Countdown displayed

Step 3 0 Follow Up  below

User hits join page, relevant User selects to add the Twibbon Process has completed, user is

IMUs displayed targeted by any / to their profile image. They are redirected to the cause details

all of Country, Category, aware this will take time. Upon page. This page has two IMU

Subcategory, Tags and User opting to do so an interstitial slots as above, these can be

keywords. User is introduced to modal popup is displayed which from the same campaign as the

campaign / brand. can display any advertising interstitial. Cause page features
content, up to full screen in a text “actions” list at the top. e
size. Targeting as in Step 1. We We can insert a sponsored Priority tickets
can ensure that the interstitial is “action”related to the campaign, khere,

RateS from the same campaign as the driving higher response rates.

IMUs shown in Step 1.

On Demand

A Interstitial advert shown for
5 secon ds to 450,000 users per month (15,000 per day)
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Interactive Marketing Units (IMUSs) An example 300 x 250 MU below
We currently have two IMU sizes available:

A 300 x 250 IMU (Medium Rectangle) 0 Positioned above
the fold 354 pixels from the top of the page

A 120 x 600 IMU (Wide Skyscraper) o Positioned above the
fold, 24 pixels from the top of the page

These IMUs are available on all pages throughout the site
including:

A Home page
A Category Landing Page
A Tag Landing Page

A Cause Pages
A Run of Site

Rates on Demand
Anexample 1 20 x 600 IMU  below

A 300 x 250 IMU
1.5 million impressions per month

A 120 x 600 IMU
1.5 million impressions per month
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Customisation and Branding

Twibbon offers extensive customisation and branding
options to allow you to leverage the power of Twibbons and
Twitter while maintaining your own brand and advertising.
We offer branded:

A Landing Pages
A Cause Pages
A League Pages

These can be interlinked to offer a fully customised microsite
offering multiple Twibbons to users. Customisation and
branding options allow you to have:
A Custom header, footer and background colors and
images.
A Control over which of the tabs and widgets ar e displayed
on cause pages.

A Control over the status messag

out from t he asddacébsok dceourt whenr
they join.

A Control over the Twitter account to follow when a user
joins @ a fantastic way of driving up your follower
_humbers
A Control over the content di
A Control over where users are directed to, once the joining
_ process is complete.
A Removal of our advertising on your customised pages.
A Control over your own adverts displayed on your
_ customised pa ges.
A Customisable background for
_ embed.
A Customisation of oTwi butesé

presenting your own brand message.

Our expert team can take your brand assets and produce a
microsite for you.

Combining a custom branded Twibbon , or full branded
Twibbon microsite, with your own, relevant advertising is a
powerful method of promoting and exposing your brand to
thousands of people.

These people then act as brand evangelists as the system
tweets out via their ~ Twitter and Facebook account s when
they join the cause . The Twibbon overlay on their profile
image remains in place and is exposed whenever they tweet
from then on.
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This can lead to hundreds of thousands

of exposures for your brand from the
people that people trust most - their
friends.
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