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WEMZ (ComRatings Interactive) 2 EE—MABERE A A%OH BB A
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B R, BEFINEILEER DAO #HFoirAdtik & (Digital Analytics & Optimization,
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Comratings is a leading provider of digital analytics and marketing
opfimization solutions. We are committed fo help businesses relentlessly
optimize their marketing programs to make the best offer, every time,

anywhere, and automatically.

Advertisers, marketers and agencies use ComRatings Software as a Service
(SaaS) to opfimize their online marketing. ComRatings infegrated marketing
optimization solutions include real-time personalized recommendations,

audience targeting, and display ad targeting across leading ad networks.

The company’ s solutions are delivered on the only digital analytfics and
optimization platform (DAO) designed to anficipate the needs of every
customer, automate marketing decisions in real time, and syndicate

information across all digital channels.

MRGEEEZ X FIHEMENEE, 1FHE www.comratings.coms,

©2010 ComRatings Interactive 32 2% i AT & 12


http://www.comratings.com/

