


       facebook.com/peer39          semanticizeme.com           @semanticizeme

Peer39, Inc.  •  2 West 45th Street, Suite 1700, New York, NY 10036  •  646.381.0639

© Copyright 2011 Peer39, Inc. Version 2.1



THE
BASICS

WHAT IS PEER39?

SEMANTIC TARGETING

SUCCESS CASES



What is Peer39?



What is Peer39?

CONTENT RELEVANCY = MAXIMUM RESULTS

relevance of ad to content
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Time to first fixation increases by 15% when ads are relevant. This increases the chances 
that the ad will be store in long-term memory and ultimately leads to higher recall.

Relevant ads elicit an emotional response that’s almost twice as high as those without.

When an ad has both content and personal relevance its impact is even more powerful, 
producing stronger emotional response than either condition alone.

Power of Relevancy Yahoo Study, April 2011
http://advertising.yahoo.com/industry-knowledge/power-of-relevancy-insight.html
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Content-based data providers define targeting in many ways. Peer39’s targeting is based on elegant 
technology that determines meaning of content to classify a page into attribute channels. Check out 
the descriptions below to see why Peer39 is better than contextual targeting (keyword and domain).

Evaluating the meaning of 
a piece of content based on 
keywords can often lead to 
improperly categorized  
content; keywords can have 
multiple meanings. When 
taken out of context, they 
are not always indicative of 
the meaning of the greater 
piece of content.

Targeting by Keywords:

Targeting by Domains:

This site is categorized
as news, financial and business... 
but this page is about something  
else – food and wine!

Diamond, Diamond or Diamond?

Not all targeting technology 
is created equal

Targeting to content based on the domain level information 
is too out of focus from the actual content on each  
webpage. The classification results that are produced 
from domain targeting are not as accurate and miss 
many opportunities to find valuable categories of content.

Semantic Targeting



Targeting at the page level is the ideal method of finding the best value in content. 
By treating each URL as its own entity, marketers can to their audience in the most 
relevant content that matches the desired mindset. 
 
Peer39 algorithms define the meaning of billions of pages across the internet so you can 
find accurate and actionable page level impressions.

Page Level Targeting = Relevance

Page level semantic
	 classification is the most accurate

“Why is the shipping on Amazon.com

        so expensive?”

“Oprah’s Debt Diet Action Plan”

Domain: General News and Reference

Keyword: Shipping to South America

Semantics: Business / Internet / Shopping

Domain: Women’s Lifestyle and Relationships

Keyword: Diet and Health 

Semantics: Personal Finance

Semantic Targeting



Success Cases
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A&E > 
Movies

Small  
Business

Technology Careers CPA  
Goal

Hobbies & 
Interests

People & 
Society

Shopping Style & 
Fashion

Home 7 
Garden

Computers A&E > 
Books

Conversion 
Goal

Travel

Telecom Provider

Career Website Deal of the Day / Fashion

Airline Carrier

2950%

739%

1292%
1056% 7%

9%

17%

11%

1800% 1656% 969%

53% 
lift

Percentage represents  
improvement over RON

Percentage represents 
improvement over goal

Auto Manufacturer

200% Lift

CTR Goal AutoHealth

Men’s Health Equipment

684%

Sports

368%

Auto

263%



Success Cases
G
oa

l: 
B
ra

nd
 P

ro
te

ct
io

n
G
oa

l: 
Q

ua
lit

y 
w

it
h 

Sc
al

e

Airline
Carrier

A major airline carrier asked Peer39  
to create a custom “Safe from 9/11”  
category that they could use during the 
months of August and September. This  
category ensures that the carrier can  
continue to run travel related impressions 
without the fear of their ads appearing in 
inappropriate contexts.

All brands have different ideas of what 
content is safe for them. While this soft 
drink manufacturer appeals to a very wide 
audience, there is a specific kind of  
content that causes a negative association: 
Health. This specific brand asked to target 
away from Health content to avoid any 
mentions of weight loss or obesity. 

Safety attributes  
and content controls  
provide scale, without 
sacrificing quality,  
for brand advertisers  
that require a wide reach.

Custom Category:
Safe from 9/11 content

Exclusions:
Safe from Health

Manufacturer

Monthly available impressions (billions)
sample of top requested attributes from one RTB source

Content Rich  
Environment (CRE)

Free from UGC

Free from AdCalls

Safe from Torrent

Safe from Negative News

Safe from Mature

52 B

36 B

112 B

51 B

51 B

44 B



Peer39 
Products



 Safety CategoryQuality

Objectionable or 
misaligned content

Arts & Entertainment

Automotive

Business

Careers

Education

Environment

Food & Beverage

Health

News

Parenting & Kids

Personal Finance

Pets

Real Estate

Recreation & Games

Relationships

Shopping

Sports 

Style & Fashion

Technology

Travel

And Many More...

All Negative Content

Alcohol

Drugs

Gambling

Mature

Profanity

Hate Speech

Torrent

Negative News

	 > Accidents
	 > Crime
	 > Death 
	 > Disasters
	 > Terror

User Generated Content (UGC)

Moderated UGC

Ad Calls

Apps/Toolbars

Content Rich Environment (CRE)

Language

Ad Count

ATF Index

The type of page and 
quality indicators

Meaning 
and context

Top Level AttributesSafe FromInclude or Free From

When Peer39 analyzes a page, it  
returns attributes that determine  
the environment around each ad unit.

These attributes are classified into 3 channels: 

quality, safety, and category.

Multiple subcategories are 

available to get 
to a deeper 

level of granularity and can 

be customized. For example...

Personal Finance

> Credit and Loans

> Taxes 

> Investing

     –ETF  

     –Retirement Planning

Page Level Intelligence

Attributes shown are examples only. New attributes are released regularly.  
Contact us for the most recent attributes.



Attribute Breakdown

UGC
Message boards, discussion 
groups, and sharing sites are 
all examples of valuable UGC 
content pages.Un-moderated 
UGC are pages that are not 
monitored by a publisher.  

Apps/Toolbars
There are lacements that 
are not on a proper web site. 
They could be ad units within 
toolbars or widgets that will 
impact the way an advertis-
ing message is perceived.

Ad Calls
These are placements that 
have been passed through 
multiple ad networks and 
don’t return information 
about the page

Quality content is determined by many factors  
that are unique to each advertiser and campaign. 
Peer39’s quality attributes provide information on 
the type of content and structure of a page that  
add to the overall environment around the ad unit.  

Choose the quality of the environment by first  
defining the type of page that aligns with your goals.

Language
Peer39 can identify and 
semantically classify seven 
languages: English, Spanish, 
German, French, Italian, 
Portuguese and Dutch

Moderated UGC
Moderated UGC is User Generated 
Content that is managed or edited 
by a publisher.

Content Rich  
Environment (CRE)
Peer39 CRE ensures that each page 
you select has the density of content  
to derive category attributes,  
eliminating any content that doesn’t 
return a full semantic classification.  

Ad Count
Identify how many standard 
size display ads are on a page 
to actively control your share 
of voice.

ATF Index
Peer39 calculates the probability 
of whether an ad will be viewed by 
a user based on its location on the 
page in relation to the fold. 



Attribute Breakdown



Attribute Breakdown



Getting Started



Notes



Best
Practices



Get to more granularity using 
keywords on pre-existing categories.

Category	   Subcategory	     Keyword
   Sports       >       Football         >     New York Giants  

Rather than targeting a single site, with category 
optimization you can yield improved results by 
 targeting MULTIPLE sites in the category you want.

Use category data in unique ways to 
generate results ranging from boosting
ROI to increasing engagement. 

Optimize to a SINGLE site about 
Business and Finance

Optimize to PAGES throughout MULTIPLE 
sites about Business and Finance

Category bundling can be particularly 
useful when advertisers are looking 
for specific mindsets. To increase 
scale, media buyers should consider 
categories outside of the obvious 
target and expand into other 
interests of the intended audience.

Best Practices

Custom
   Categories

Category
   Optimization

VS.

Category
   Bundling



Best Practices

Use categories to create relevant ad packages that 
reach a specific demographic or mindset.

Take advantage of our seasonal categories  
that follow content trends.



Best Practices

Overlay audience or your own cookie data with our environment 
data to reach your most engaged prospects at the exact right time. 
Targeting to audience and environment can meet both branding and 
direct marketing goals.

Audience data can yield greatest ROI, whereas  
environment data brings the much-needed scale  
to a campaign that requires a very large return.

From a long-term branding perspective, advertisers should invest in the environment around each and every 
ad impression. Performance-based advertisers looking only at CTR may be missing a long-term opportunity  
to build brand favorability by advertising on only the highest quality, most relevant pages.

Advertisers can benefit from analyzing relevant content trends. 
Peer39 sees both expected and unexpected fluctuations in content 
when relevant news hits the internet media. We can use the past 
year’s data to help determine trends in content, predict future  
impression levels, and determine the best flight dates for a campaign. 

Hyper Targeting

Taxonomy Trends

Audience Targeting + 
Environment

$2.50 1,000,000 $2,500 .2% 2,000

$0.50

$0.52

100,000,000

101,000,000

$50,000

$52,000

.02%

.021%

20,000

22,000

CPM Impressions
Total  

Dollars Spent Conversion Rate Conversions

Peer39 Targeting

Total

Reach your target CPA  
and increased total number  

of conversions.

Performance

Brand building

Environment

Audience

Cookies

Sc
al

e

Technology Impressions 2011

Consumer  
Electronics  
Show

iPhone 
release

The above chart is an illustrated  
example, not a real campaign.



Best Practices

Brand advertisers can further reach their goals through  
Peer39. Studies have shown that awareness, brand  
favorability, and purchase intent all increase when brand  
messages match page content.

Brand Favorability

If a page is about The ad unit promotes

Even brands with the most diverse product and target base can use semantic targeting to gain 
efficiencies. Working with your advertising technology or rich media provider, you can create 
an ad unit that dynamically showcases an appropriate creative, based on the page content. In 
this situation, every buy becomes targeted. This type of unit has traditionally been successful 
for retail advertisers with a wide array of merchandise and a broad target market.  

Dynamic Creative

Dynamic
Creative
in Action

Home & Garden

Real Estate

Garden Tools

Power Tools

Example:
A home
improvement 
retail advertiser 
selling diverse 
products that 
appeal to 
different 
audiences.

Auto Brands Experience Dramatic Increase in Ad  
Campaign Effectiveness when Contextual and  
Behavioral Targeting are Combined

The results demonstrated a dramatic increase of  
effectiveness when the two targeting types were executed 
concurrently, with up to 70 percent increased purchase  
intent, brand favorability and awareness among consumers.

—Jumpstart Automotive Group, 2009 ”
“



Peer39 and the RTB Environment

Peer39 offers exchange buyers unprecedented visibility into each and every page they are 
bidding on. This universal view allows for a true evaluation of ad placements, and the ability 
to appropriately value each and every impression. Applying these bid strategies has proven 
to be highly successful for advertisers looking for top quality content. 

Bid Strategies

Auto > Buying & Selling

Content Rich Environment

Safe from all Negative  
Content

Auto > Buying & Selling

UGC

Safe from all Negative  
Content

N/A (Uncategorized,  
Not Content Rich)

English

Safe from all Negative  
Content

I’ll bid up to $3 CPM for that … … Up to $1 CPM for that… … And up to $.20 for that…

… but don’t dare bid on this.

Classified as MATURE CONTENT


