





Anumber of recentindustryreseach studiesemphasizethe extentto which new momsare using
the Intemet:

@ Accoding to comScoe, yearoveryear growth of women 25-54 with children in the
household has gone up nearly 50 percent on Facebooksince November of 2007.
Further MySpacecontinuesto gain strength among online moms,and while MySpace's
4 percent growth wasslowerthan rival Facebook'sMySpacestill attracts more moms
on a monthly basis overall.

@ TheaverageMySpacemom spendsmore than 12 hourson the site per week,accoding
to a recent MySpace study

@ Accoding to Mindshae, 75% of moms said that online media savedthem time, and
beyond savingthem time, moms selectedthe internet astheir secondfavorite pastime
behind reading.

In order for HUGGIE® fully hamessthese marketdynamics,they deployed a marketingcam -
paign that worked in thee phases:

Foradvertiserdooking to acquire qualified consumershat are interestedin their brand, there are
three pricing models pevalent in the online advertising market.

In CPM (Cost-perThousand) campaigns, advertisers pay for
impressions.In CPC(Cost-perClick)campaignsadvertiserspay
for clicks. CPL(Cost-pefrLead)campaignsare higher on the ROI
ladderand enablemarketersto pay only for qualified leadsinstead
of wastedclicksor impressions.(Thee are alsoCFA (Cost-per -
Action) campaigns put theseare more narrowly focusedontrans -
actions involving cedit caids).

In recent years, performance-based advertising has gained
momentum and gown at the expense of CPM campaigns.
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According to the IAB Internet Advertising report, performance-based advertising accounted for
as much as 51% of the overall online advertising spend in 2007. As click-through rates continue
to decrease, advertisers are increasingly moving dollars away from CPM campaigns to get more
returns on their investment.

“In a run of site buy on a CPM pricing model, there is so much waste involved. In any economy,
we must be smarter and more efficient with where we invest our dollars,” Ms. Johnson says.

To increase its marketing ROI, HUGGIES is investing more against CPC and CPL advertising to
connect with qualified consumers that are interested in their brand.

“CPL advertising is an area that we are very focused on,” Ms. Johnson says. “It's great that you
invest money where you are actually driving results. We're able to get info, target the right
customers with the right message and be relevant.”

In addition to ROI, HUGGIES also gains other advantages by using performance-based advertis -
ing:

1. Relevance: With performance-based advertising, HUGGIES can capture consumer
information in contextually relevant environments - be it on a search engine or a relevant
publisher website as they are seeking out information.

Ms. Johnson explains, “In today’s day and age, there’s little point for brands to make their
site as the focal point of their marketing efforts. We can’t compete with larger players that
have all the content, so it’s especially important that we position HUGGIES on those sites
that she (the mom) is visiting for information, promotions and other resources.”
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2. Timeliness: The HUGGIES campaign targets pregnant mothers and new moms. In order
to be relevant, it is vital that HUGGIES is able to connect with mothers in a timely manner,
in order to serve them relevant messaging.

“Because in this category, our lifecycle is so short,” Ms. Johnson says, “we need to do all
we can to recruit and find the pregnant consumer right out of the starting gates. In terms
of being able to target the right consumer at the right time in the most relevant way, CPL
advertising is right up there with search.”

Performance advertising enables HUGGIES to acquire consumers in a cost-effective,
relevant and timely manner.

While HUGGIES ran its search advertising on large search engines, it used Pontiflex as a one
stop-shop for its CPL advertising. Pontiflex provided HUGGIES with significant advantages:

@ Pontiflex is open: This means that advertisers can use Pontiflex to connect to any and
all qualified publishers, and gain significant reach. They can also manage all of their pub -
lisher campaigns from a single point of connection.

@ Pontiflex is transparent: ~ This means that advertisers know exactly where their cam -
paigns are running. They can optimize campaigns by lead source and increase returns
even further.

“While transparency has helped us reduce our Cost-per-Lead, that'’s not the only advantage,” Ms.
Johnson says. “Transparency is a win for everyone. We can optimize our campaigns, and identify
how the different publishers are doing in terms of delivering the right consumers. In turn, that
helps consumers view the most relevant advertisements.”

Once HUGGIES acquires qualified consumers through performance-based advertising, it
engages them immediately through email.

2 Engage with email

More often than not, the discussion about branding and ROl in the online advertising industry
presents them at odds with each other. The image that comes to mind is one of two tigers fighting
over an available antelope (which in this case happens to be grazing on green grass full of adver -
tising dollars.)
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However in the interactive era, the relationship between branding and ROI does not have to be a
Darwinian, “l win, you lose” relationship. Rather their interplay can be viewed as a symbiotic one
— symbiosis, referring to the mutually beneficial relationships between different organisms that
allows them both to flourish.

Remarketing to your in-house email list enables branding and direct response campaigns to
converge at a junction of symbiosis. It allows for branding and ROl campaigns to come together
in a mutually beneficial way. In a remarketing campaign, the advertiser first receives consent from
the consumer to be contacted through a targeted advertisement. Then, the advertiser engages
the end consumer in a series of communications with an eye on maximizing lifetime value.

Through email, advertisers can communicate with consumers in the most relevant of ways, which
makes a positive impact on branding metrics. What's more, email is also good for ROI. Noted
direct marketing expert Stan Rapp estimated that the average lifetime value of an email address
to a marketer is as much as $118. Re-affirming this estimate, in a recent study released by
Datran Media, 80.4% of executives said that email marketing (to an in-house list) was the best
performing vehicle in terms of delivering the highest ROI.

Even more significantly, consumers prefer marketers contacting them via email. In a March 2008
Epsilon survey 56% of recipients of permission-based email from retail companies said they were
more likely to make purchases.

“We send direct mails and emails to the leads acquired from our online marketing efforts,” Ms.
Johnson says. “Our direct mails typically go out every three months. We also send weekly emails.
Through these vehicles, we drive consumers through other programs, information resources,
offers and deals.”

Brand in meaningful
and relevant ways

Once a consumer opts in to hear from HUGGIES, they become a part of the HUGGIES communi -
cation stream.

HUGGIES engages the consumers in relevant ways - for example a “HUGGIES mom” expecting
in a month would receive distinctly different communications from one that is in her first trimester.

The HUGGIES campaign drives users to community sites where they can interact with the brand
and with each other. “Building brand community sites is an opportunity area,” Ms. Johnson says.
“We'd like to do more there. But it's important to keep in mind that consumers are only going to
go to so many community sites.”
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The innovative marketing department at HUGGIES has also created a pregnancy countdown
widget that has seen strong adoption from their audience.

Consumers follow links embedded in the email communi -

cation stream to download the widget. HUGGIEES BabylCountdown
Once they download the widget, they can choose where e
they want to emded it. =
Day 367:
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widget embedded in her profile.

In this manner, the widget allows HUGGIES to create a daily
interaction with the consumer. An additional advantage is
that HUGGIES stays in complete control of the branding
message.

“Kimberly-Clark will also see importance on the types of relationships we have with our consum -
ers and finding right ones — the ones we can have biggest impact with,” Ms. Johnson says. “With
a branding strategy focused on engagement, there is a lot
there that can be done in terms of boosting relevant brand
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By using an innovative strategy of a) acquiring consumers
through contextual and high-ROI performance advertising, b)
engaging acquired prospects through email and c) branding
in meaningful and relevant ways, HUGGIES is able to harness
the interactivity and measurability of online media. As a
result, they are able to connect with consumers passionate
about the HUGGIES brand.
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About Pontiflex

Pontiflex offers advertisers a single point of connection to the entire performance advertising
market. Through Pontiflex, advertisers can run ads on websites, social networks andmobile
apps, and connect to the right people no matter where they are.

Pontiflex enables advertisers to run ads on a Cost-per-Lead (CPL) pricing model. Advertisers
pay only for people that have signed up for their advertisements, and not for wasted clicks or
impressions.
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