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INTRODUCTION
TRAFFIQ’s goal is to simplify the digital planning and buying process. The DataTree helps planners by diff erenti ati ng our 
current data partners from each other by identi fying their unique value propositi on and methodology. Our interacti ve 
guide identi fi es each providers capabiliti es based on specifi c targeti ng needs: demographic, behavioral, semanti c/
contextual, social, specialty, brand/product ownership, creati ve, or audience analyti cs. 

DEMOGRAPHIC

Company: TARGUSinfo

Descripti on
Targets audiences based on offl  ine att ributes including household level: verifi ed demographics, shopping behaviors, 
lifestyles, preferences and brand affi  niti es.

Methodology
Aggregates consumer informati on from over 100 dynamically changing sources.  Delivers an audience based on 
offl  ine behaviors rather than recent browsing behaviors.  Gives the power to target likely buyers, current owners, and 
consumers with specifi c brand affi  niti es. 
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Company: Blue Kai

Descripti on
Off ers the largest source of purchase intenders available on the internet across auto, CPG, fi nancial services, travel, 
educati on, retail, local goods and services on 160M U.S. uniques.

Methodology
Aggregates in real-ti me, in-market acti ons such as product comparison, loan calculati ons, auto confi gurati on and 
keyword searches on verti cal and commercial sites.

Company: eXelate

Descripti on
Provides targeti ng data on over 2000M U.S. unique users in verti cals that are categorized under 3 main data segments: 
Demographic, Interest and Intent.

Methodology
Behavioral data is broken down into three main segments: Demographic, Interest and Intent. Demographic data consists 
of aggregated identi ty characteristi cs including age and gender. Interest data consists of qualifi ed targeti ng events 
captured online and customer interacti ons that indicate an interest in certain topics or membership in a specifi c interest 
cluster or enthusiast group. Intent data consists of qualifi ed targeti ng events that indicate purchase intent or conversion 
acti vity that occurs within the lower strata of the purchasing funnel. E-commerce sites, shopping comparison portals and 
qualifi ed lead generati on sites contribute acti onable data.  

Company: Nielsen

Descripti on
Gain insight to audiences’ core demographic dimensions by incorporati ng Nielsen P$YCLE fi nancial clusters and PRIZM 
behavioral clusters. 

Methodology
P$YCLE core dimensions include income producing assets, household income, age of householder, family compositi on 
and home ownership. 

PRIZM core dimensions include density (urbanizati on model), household income, age of householder, family compositi on 
and home ownership.
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Company: Lotame

Descripti on
Provides data from over 240 billion monthly collected interests, acti ons, and att ributes. Build a custom segment or 
purchase prepackaged audience segments.

Methodology
Collects and interprets unstructured publisher data to create precise audiences.  Organizes data into a taxonomy of 
human behavioral. 

Company: V12 Group

Descripti on
Over eight disti nct audience categories and over 196 segments.

Methodology
V12 turns offl  ine consumers into targetable audiences. They map offl  ine demographic, lifestyle and purchase data into 
privacy data segments.

BEHAVIORAL 

Company: TARGUSinfo

Descripti on
Targets audiences based on offl  ine att ributes including household level verifi ed demographics, shopping behaviors, 
lifestyles, preferences and brand affi  niti es.

Methodology
Aggregates consumer informati on from over 100 dynamically changing sources.  Delivers an audience based on 
offl  ine behaviors rather than recent browsing behaviors.  Gives the power to target likely buyers, current owners, and 
consumers with specifi c brand affi  niti es.
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Company: DataLogix

Descripti on
Leading source of “Real-World Data.” Apply their offl  ine data to tens of millions anonymous Affi  niti  Cookies. This enables 
communicati on in scalable segments across categories such as Automoti ve, Frequent Buyers, and Demographic.

Methodology
Data sources include Polk Auto, Nielsen PRIZM segments, DataLogix Affi  niti  Frequent Buyers and KnowledgeBase 
Marketi ng’s demographics. 

Company: Datonics

Descripti on
Off ers purchase intent, life-stage, search and demographic data segments.

Methodology
Aggregates and categorizes data from online general/verti cal search sites, comparison shopping engines, product review 
sites and other sites that have commercially relevant consumer data.  Provides access to over 300 prepackaged audience 
segments and an unlimited number of custom keyword segments.

Company: eXelate

Descripti on
Provides targeti ng data on over 180M U.S. unique users in verti cals that are categorized under 3 main data segments: 
Demographic, Interest and Intent.

Methodology
Behavioral data is broken down into two main segments: Interest and Intent. Interest data consists of qualifi ed targeti ng 
events captured online and customer interacti ons that indicate an interest in certain topics or membership in a specifi c 
interest cluster or enthusiast group. Intent data consists of qualifi ed targeti ng events that indicate purchase intent or 
conversion acti vity that occurs within the lower strata of the purchasing funnel. E-commerce sites, shopping comparison 
portals and qualifi ed lead generati on sites contribute acti onable data.
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Company: Lotame

Descripti on
Reaches audiences based on what they talk about, the senti ment they’ve expressed in discussion, or the content or the 
conversati ons they’ve read or parti cipated in.

Methodology
A behavioral collecti on pixel is placed on each publishing partner’s webpage to track arti cles shared, comments posted, 
videos viewed, photos uploaded and more.

Company: Max Point

Descripti on
MaxPoint Interacti ve, the leading digital retail adverti sing platf orm, enables retailers and brands to execute highly 
effi  cient and eff ecti ve digital adverti sing that drives in-store sales. Founded in 2007, MaxPoint has offi  ces in New York, 
Chicago, Austi n and Raleigh-Durham. Learn how our easy-to-use platf orm with excepti onal measurement and analyti cs 
can generate brand safe, rapid ROI for you.

Methodology
Our proprietary and customizable technology uniquely combines both demographic and point of sale datasets to 
pinpoint your qualifi ed customers who are both able and interested in purchasing your product. MaxPoint’s Digital Zip™ 
technology is two ti mes more precise than traditi onal zip codes, off ering accurate neighborhood-level targeti ng with 
nati onal scalability and reach audiences.

Company: Proximic

Descripti on
Delivers impactf ul and transparent data featuring Page-level Data (Contextual, Brand Protecti on) and behavioral 
Audience Interest Data by applying language-independent, non-semanti c dynamic contextualizati on technology 
generati ng the most precise and richest data available today.

Methodology
Audience Interest Data identi fi es fragmented audiences with specifi c topical engagement characteristi cs across the 
network inventory giving you the ability to place ads with more confi dence and at scale across the adverti sing spectrum. 
Based on Contextual Data we leverage knowledge about your user’s content engagement by turning user touch points 
into acti onable interest segment profi les and allowing you to bett er understand, segment, target, and 
moneti ze audiences.
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Company: Visual DNA

Descripti on
VisualDNA off ers over 120 targetable audience segments covering 13 life areas. They capture offl  ine as well as online 
behavior, including needs, interests, tastes, in-market data and intent.

Methodology
Their patented quiz technology and behavioral tracking inference technology allows them to profi le audience at scale, to 
an unprecedented level of detail. User privacy is fully respected, and data is aggregated anonymously to provide insights 
for publishers. Adverti sers can use the technology to fi nd more visitors like those who are converti ng or interacti ng with 
their online products and e-commerce off erings.

SOCIAL

Company: 33 Across

Descripti on
Analyzes the Social DNA around a brand and acti vates their Social Graph to deliver high performance media programs.

Methodology
The dynamic Social Graph is the technology used to leverage real-world connecti ons around a brand. The Social Graph 
monitors acti vity and interests on social networking sites, in additi on to online acti vity as a whole. 

Company: Media6Degrees

Descripti on
Media6Degrees is the pioneer in Social Targeti ng. They fi nd the best prospecti ve customers for your brand by targeti ng 
the people who cluster with your current customers around the web.

Methodology
The company was founded on the social science principal that people with similar interests tend to cluster into groups 
with similar brand affi  niti es and purchase patt erns. Media6Degrees establishes a ”Social Signature” for your brand based 
on the collecti on of sites where your current customers cluster.  Then they fi nd other users who match your brand’s 
social signature and serve ads to them whenever they fi nd them online.

DNAVisual



DATATREE

www.TRAFFIQ.com        info@TRAFFIQ.com        212-792-7922        fax: 212-792-2293 8

Updated as of 10.25.2011

SPECIALTY

Company: Bizo

Descripti on
Access the largest B2B audience targeti ng platf orm, on over 85 million business people around the world.  Bizographic 
data includes a business professional’s industry, company size, job functi on, seniority, and more.   

Methodology
Powered by rich, third-party certi fi ed data on over 85 million business people globally. Bizo gathers non-PII “bizographic” 
informati on through its 600 + B2B publisher partners in the form of subscripti on informati on, business registrati ons, and 
other online data sources.  

Company: Medicx

Descripti on
Access geo-medical data founded on evidence-based diagnosed or treated audiences, along with their related 
health behaviors.

Methodology
Medicx Media’s mScores modeled data is built from aggregated, de-identi fi ed and privacy-safe insurance claims at a 
neighborhood level. Self-reported “Opt-In” data includes 60M+responses to lifestyle and general survey informati on. 

Company: Max Point

Descripti on
MaxPoint Interacti ve, the leading digital retail adverti sing platf orm, enables retailers and brands to execute highly 
effi  cient and eff ecti ve digital adverti sing that drives in-store sales. Founded in 2007, MaxPoint has offi  ces in New York, 
Chicago, Austi n and Raleigh-Durham. Learn how our easy-to-use platf orm with excepti onal measurement and analyti cs 
can generate brand safe, rapid ROI for you.
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Methodology
Our proprietary and customizable technology uniquely combines both demographic and point of sale datasets to 
pinpoint your qualifi ed customers who are both able and interested in purchasing your product. MaxPoint’s Digital Zip™ 
technology is two ti mes more precise than traditi onal zip codes, off ering accurate neighborhood-level targeti ng with 
nati onal scalability and reach audiences.

BRAND/PRODUCT OWNERSHIP

Company: TARGUSinfo

Descripti on
Targets audiences based on offl  ine att ributes including household level verifi ed demographics, shopping behaviors, life-
styles, preferences and brand affi  niti es.

Methodology
Aggregates consumer informati on from over 100 dynamically-changing sources.  Delivers an audience based on offl  ine 
behaviors rather than recent browsing behaviors.  Gives the power to target likely buyers, current owners, and 
consumers with specifi c brand affi  niti es.

Company: Owner IQ

Descripti on
Enables ownership targeti ng by accessing data on the products purchased by individuals and the owner manuals they 
refer to. Products purchased refl ect interests, lifestyle and acti viti es. The brands we invest in carry social meaning; they 
represent our values, self-image and affi  liati ons.

Methodology
BrandIQ/ProductIQ tags and catalogues consumers of over 4,000/5,000 diff erent brands/products across 17 diff erent 
categories. This allows adverti sers to create targetable online segments comprised of consumers based on the brands/
products that they own/consume.
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SEMANTIC/CONTEXTUAL

Company: Crystal Semanti cs

Descripti on
Crystal Semanti cs off ers semanti c targeti ng data empowering adverti sers with acti onable informati on to enable targeti ng 
billions of daily impressions. Target campaigns with 234 content segments, apply our leading edge 18 brand safety fi lters, 
all available across 12 languages.   

Methodology
Crystal Semanti cs patented content categorizati on technology indexes billions of impressions daily, producing page level 
data segments including context, brand protecti on values and page language. The functi onality is universal, enabling 
targeti ng at scale and across language, The system has been designed specifi cally for online media interfaces with all 
leading sources of Inventory accessed and made available in milliseconds to drive real ti me bidding on online media.

Company: Peer 39

Descripti on
Off ers 130 predefi ned segments and over 800 million semanti cally-targeted daily impressions in categories such as 
Automoti ve, Parenti ng & Kids, Health, and more.   

Methodology
Classifi es web pages and places them into an adverti ser-focused taxonomy. Enables brand safety by semanti cally 
targeti ng at the page level, and layering applicable segments on audience data

.  

Company: Proximic

Descripti on
Delivers impactf ul and transparent data featuring Page-level Data (Contextual, Brand Protecti on) and behavioral 
Audience Interest Data by applying language-independent, non-semanti c dynamic contextualizati on technology 
generati ng the most precise and richest data available today.



DATATREE

www.TRAFFIQ.com        info@TRAFFIQ.com        212-792-7922        fax: 212-792-2293 11

Updated as of 10.25.2011

Methodology
Target campaigns more precisely by accessing anything from basic categories (e.g. IAB) to ultra-granularity with more 
than 350,000 self-maintaining categories. Built for today’s inventories our technology allows to deal with even noisy 
areas like UGC and with content beyond English while our adapti ve spider strategy conti nuously recognizes relevant 
content changes.

CREATIVE

Company: Tumri

Descripti on
Off ers users a creati ve opti mizati on soluti on to their campaigns. Set up, launch, manage, and analyze powerful data-
driven dynamic display ad campaigns with built-in off er opti mizati on, unmatched producti on scale, enhanced targeti ng 
and auto-opti mizati on.

Methodology
Provides detailed real-ti me informati on regarding which off ers are performing best, why consumers prefer certain off ers 
and messages, and the degree of interacti on with the creati ve. 

AUDIENCE ANALYTICS

Company: Datran Media

Descripti on
Access the most accurate, acti onable audience data. Verify, discover, analyze and target your audience to accomplish the 
most targeted campaigns at scale.

Methodology
It starts with the data. Aperture uses only the best of the best in terms of depth, breadth and accuracy. But having a large 
amount of very accurate data covering over 200M individuals in the US over 18 is just the beginning. It’s their proprietary 
processes for normalizing Aperture’s measurement results to ensure precision that truly sets them apart.


