ADOTAS — The death of display has been much hyped, including by me.

Though obviously it's a tad tongue and cheek. Display needs to change to become more effective, and Don Rainey,
a partner with Grotech Ventures, a VC firm, says that display has its role and place.

“When you hear of its death, you’re hearing more about the demise of the unrealistic expectations,” he said, “and less
about the fact display advertising will continue.”

Where display has an opportunity to prosper is on social networking sites, Rainey said. He used as an example
brands buying spots on television shows, such as The Office. “You know a lot about the Office, NBC standards and
about the audience. Everything is controlled.” Internet advertising and display advertising hasn’t had the wrapper of
safety for the brand. It's not the same controlled environment

“I think display advertising may have another rise again in the social network simply because the context is not unlike
what you get on the Office on a Thursday night,” he said. “You’re in a circle of friends, you're not in the wild, wild
west, this is contextually protected by a known envelope.”

Rainey acknowledged though that the creative for display needs to change. Users are more engaged in the social

networks. They are engaged in the dialogue. And with brands and advertising, display ads is a first step into it, it is
about engaging the consumer in a dialogue. So the state of engagement and the activity is an important part of the
equation and social networks have an advantage, he added.



