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Forward-looking Statements

This presentation contains certain statements that we believe may constitute "forward-looking statements" within the meaning of Section 21E of the 

Securities Exchange Act of 1934 and Section 27A of the Securities Act of 1933, including, but not limited to, statements regarding our business strategy, 

including improvements to and defensibility of our products and services and our competitive position in the marketplace, our leadership in the market for 

online business optimization services, and expectations regarding certain GAAP and non-GAAP financial measures, continuing customer demand and the 

market for our services, the anticipated success of and results of our new products and services and integration efforts relating to the acquisitions we have 

completed to date,  the benefits of our products and services and recent acquisitions and strategic partnerships to customers, partners and stockholders, 

the extent to which our installed customer base will accept our new or acquired products and services and our strategy will be successful, and the impact of 

recent acquisitions and strategic partner relationships on our business.  These statements are based on current expectations and assumptions regarding 

future events and business performance and involve certain risks and uncertainties that could cause actual results to differ materially, including, but not 

limited to, risks associated with current uncertainty in and deterioration of global economic conditions, which could negatively impact the demand for our 

products and services and other related matters and could result in reductions in spending by our customers for our products and services and changes in 

customers' subscription and renewal patterns, the potential that we or our customers or partners may not realize the benefits we currently expect from our 

recent acquisitions and strategic partner relationships, risks that the expected financial effect of our recent acquisitions and strategic partner relationships 

may not be realized, risks inherent in the integration and combination of complex products and technologies from our acquisit ions and strategic partner 

relationships, our ability to continue to attract new customers and sell additional services to our existing customers, including our SiteCatalyst service and 

the new combined offerings from our acquisitions, the significant capital requirements of our business model that make it more difficult to achieve positive 

cash flow and profitability if we continue to grow rapidly, our ability to develop or acquire new products and services, our ability to raise capital in the future, 

particularly in light of the ongoing financial crisis affecting the banking system and financial and capital markets and the going concern threats to investment 

banks and other financial institutions that have resulted in a tightening in the credit markets, reduced liquidity in many financial markets and increased 

volatility in the equity and debt markets, risks associated with our acquisition and strategic partner strategy and disruptions in our business, operations and 

financial results as a result of acquisitions and strategic partner relationships, the ability of our expanding sales organization to become productive, possible 

fluctuations in our operating results and rate of growth, the continued growth of the market for on-demand, online business optimization services, changes in 

the competitive dynamics of our markets, including the potential for increased pressure on the pricing of our products and services in light of the ongoing 

economic crisis, the inaccurate assessment of changes in our markets, errors, interruptions or delays in our services or other performance problems with 

our services, our ability to hire, retain and motivate our employees and manage our growth, our ability to effectively expand our sales and marketing 

capabilities, our ability to develop and maintain strategic partner relationships with third parties with respect to either technology integration or channel 

development and respond to potential changes in the financial stability and solvency of our strategic partners that may result from the economic crisis, our 

ability to expand our international operations and to profitably sell our services to customers located outside the United States and to manage the 

associated fluctuations in currency exchange rates, our ability to implement and maintain proper and effective internal controls, the adoption of laws or 

regulations, or interpretations of existing law, that could limit our ability to collect and use Internet user information, and the blocking or erasing of "cookies"; 

and such other risks as identified in Omniture's quarterly report on Form 10-Q for the period ended September 30, 2008, and from time to time in other 

reports filed by Omniture with the U.S. Securities and Exchange Commission. These reports are available on our Web site at www.omtr.com.  Omniture 

undertakes no duty to update any forward-looking statement to conform the statement to actual results or changes in the company's expectations.

3 © 2009 Omniture Inc.



To supplement the company's condensed consolidated financial statements presented on a GAAP basis, we report certain non-GAAP

financial measures. Generally, a non-GAAP financial measure is a numerical measure of a company's performance, financial position

or cash flows that either excludes or includes amounts that are not normally excluded or included in the most directly comparable

measure calculated and presented in accordance with generally accepted accounting principles in the United States of America, or

GAAP. Non-GAAP financial measures should not be considered as a substitute for, or superior to, measures of financial performance

prepared in accordance with GAAP. These non-GAAP financial measures do not reflect a comprehensive system of accounting, differ

from GAAP measures with the same captions and may differ from non-GAAP financial measures with the same or similar captions that

are used by other companies.

While these non-GAAP measures are not a substitute for GAAP results, we believe they provide a basis for evaluating the company’s

operating results because they are helpful in understanding our past financial performance and our future results and facilitate

comparisons of results between periods. We believe the calculation of non-GAAP revenue, which reflects the revenue excluded from

the GAAP results due to purchase accounting adjustments to reduce deferred revenue to its fair value, provides a meaningful

comparison to our historic GAAP revenue. We also believe the calculation of net income and loss, calculated without acquisition-

related accounting adjustments to deferred revenue, stock-based compensation expense, the amortization of certain intangible assets,

imputed interest expense and certain acquisition-related expenses and non-cash tax adjustments, provides a meaningful comparison

to our net loss figures. We also believe that adjusted EBITDA, which we calculate as loss from operations on a GAAP basis less

depreciation and amortization, stock-based compensation and acquisition-related adjustments to deferred revenue, is an indicator of

the company’s financial results and cash flows and is useful to investors in evaluating operating performance. Our management

regularly uses these non-GAAP financial measures internally to understand, manage and evaluate our business and make operating

decisions. These non-GAAP measures have been reconciled to the nearest GAAP measure as required under the rules and

regulations promulgated by the U.S. Securities and Exchange Commission. A reconciliation of these non-GAAP measures are included

in the attached presentation materials and on the Investor Relations section of our corporate Web site at www.omtr.com. Please note

that the non-GAAP financial information that Omniture provides also may be different from the non-GAAP information provided by other

companies.

Use of Non-GAAP Financial information
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Welcome to Summit 2009
Lead The Change

Josh James
CEO and Co-Founder



The 

World  Is 

Changing
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Digital Lifestyle Will Continue to Change

Interactive Marketing by Shar VanBoskirk, Forrester Research, June, 2008
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SOCIAL

MEDIA

Jessica Smith

WIDGETS/

APPS
VIDEO

Interactive Media is Expected to Grow 27% CAGR to $59B in 2012

MOBILE



You Are Leading This Transformation

8

Interactive Marketer Search Marketer Marketing VP

Web Analyst Business Analyst Developer
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Transformation at Omniture
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Omniture is the 

technology company 

focused on

and
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Omniture Optimizes Ad Spend & Conversion

Landing Page

Site Search

Behavioral Targeting

Recommendations

Global Ad Spend Conversion

Merchandising

Pet Lovers

Proud Parents

Diet & Fitness
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Global Ad Spend

Landing Page

Site Search

Behavioral Targeting

Recommendations

Conversion

Merchandising

Pet Lovers

Proud Parents

Diet & Fitness

Convert Traffic to Customers
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Omniture
The Leader in Online Business Optimization

$309M Revenue (non-GAAP) in 2008, 

Generating Cash

5,100 Customers; Presence in 15 Countries

Over 17,000 Servers in Global Data Centers

© 2009 Omniture Inc.13

All non-GAAP numbers have been adjusted to exclude certain items. A reconciliation of non-GAAP adjustments to GAAP results are included on the Investor Relations section of 

our corporate Web site at www.omtr.com. 
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5 of Top 10 Media Companies

We Value Our Relationships with Customers
Industry Leaders Run on Omniture

6 of Top 10 Retailers

4 of Top 5 Banks

4 of Top 5 Travel Companies

23 of the Wired 40 

4 of Top 5 Top Travel Companies11 of Top 15 Automotive Companies

7 of the Top 10 Consumer Products Companies

6 of the Top 10 Business Week IT-100 

MEDIA

RETAIL

FINANCE

TRAVEL

TELECOM

MANUFACTURING

TECHNOLOGY

AUTOMOTIVE
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Omniture Helps Customers Lead
With Innovative Products

AcquisitionsEngineering
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Omniture Helps Customers Lead
With World-Class Services

Customers

24x7 Global Technical Support

Personalized Account Management

Personalized & Proactive

Thought-leading
Courseware Catalog & Certification

Customized Content & Delivery

Industry Best Practices
Implementation & Deployment

Business & Outsourcing Services
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Omniture Partner Ecosystem
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For more information, please go to:

www.omniture.com/en/products/marketing_integration/genesis



The Next Wave



Each New Channel Enriches Your View of the 
Customer

Web

Jessica Smith

Mobile Social
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Transactions per QUARTER
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Tap The Green Gold

• Get a frame from Ben’s Video
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Omniture Online Marketing Suite

VISITOR

ACQUISITION

APPS

CONVERSION

APPS

ONLINE

ANALYTICS

APPS

CHANNEL

ANALYTICS

APPS

CMO DASHBOARDS

CRM

Kiosks

Call Center

POS

Teller

Search

Ad Networks

Ad Exchange

Mobile

Video

ONLINE MARKETING SUITE

OPEN BUSINESS ANALYTICS PLATFORM
Data Warehouse & APIs

Internet Enterprise
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VISITOR
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POS
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Search

Ad Networks

Ad Exchange

Mobile
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Internet Enterprise

Omniture Online Marketing Suite

OPEN, ONLINE BUSINESS ANALYTICS PLATFORM
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Omniture Online Marketing Suite
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Omniture Online Marketing Suite
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New Product Announcement

Promote Relevant Choices

• Amazon-like product and content recommendations

• Target visitors on any channel: web, email or mobile

• Increase revenue via up-sell and cross-sell suggestions

Currently in Beta, General Availability in March 2009
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Recent Product Innovations
For Retailers

Personalize Online Shopping 
Experience for Visitors

Optimize Conversion 

Visual Analysis of Customer Trends 
Across All Interaction Channels 

Maximize Revenue
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New Developer Initiative
Proven Genesis Technology Available to Developers

developer.omniture.com

Omniture developer tools & documentation

With the Omniture developer community

And share new applications built on Omniture
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Omniture Developer Connection 
Connect, Collaborate, Innovate

Yahoo Widget
Commerce

GeoSegmentation Data

Integrate Stats iGoogle Gadget

WordPress Plugin Conversion Event 

Calculator

Web Services Geo Visitor App
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CMO Dashboard

• CMO’s are recognizing the opportunity with cross-channel marketing 

campaigns

• More campaigns are now integrated across online and offline: Mobile, 

video, social media, television, radio, print

• Marketing organizations are under pressure to measure cross-channel 

interaction and attribution, and deliver results

• Marketers use multiple agencies and internal groups to bring together 

campaign results across channels

Omniture is bringing all this together

into a single, customizable dashboard.

One of the most requested products, EVER!
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Transforming Omniture
Developing Omniture’s Optimization Platform

AMERICAS

Email Marketing

Search Marketing

e-Commerce Platform

Site Search
User Experience

Display Advertising

Content Management

Consulting & Strategy

CRM/SFA 

EMEA

APAC
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Industry’s Largest Customer Base
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Number of Customers on Platform
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Transaction Volume
Collecting the Essential Data
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Geographical Mix
Expanding the Footprint

89%

11%

FY2005

United States International

72%

28%

FY2008

United States International
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Global Presence

14 International Offices 

Americas: Orem, UT;  San Diego, CA; Herndon, VA; San Francisco, CA 

EMEA: London, UK; Paris, France; Munich, Germany; 

Copenhagen, Denmark;  Stockholm, Sweden  

APAC: Tokyo, Japan; Beijing, China; Seoul, Korea; 

Singapore; Sydney, Australia

Support for More Than 100 International Currencies

Products Available in 7 Languages

English,  French | Français,  German | Deutsch,  Chinese | 中文,  Japanese | 日本語,

Korean | 한국어,  Spanish | Español
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Products Sold
Providing the Right Products and Solutions

Year # Products per Customer

2005 1.04

2006 1.18

2007 1.30

2008 1.35
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Contract Value
Providing Value to Our Customers

2006 2007

ACV for New Deals up 50%+
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Growth of Large Accounts
Providing Value to Our Customers
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2006 2007 2008

# of Large Accounts

Annualized run-rate $500K to $1M Annualized run-rate $1M+
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Product Mix
Customers Are Moving To Optimization

• 50% of our new sales are for optimization products

• Optimization revenue is growing

95%

5%

20082005

SIteCatalyst Professional Services Non-SiteCatalyst Products

64%

26%

10%

$43 MM Revenue $296 MM Revenue
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Strong Revenue Growth with Consistent 
Improvements in Profitability
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our corporate Web site at www.omtr.com. 
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Together, We Lead the Change

Your Ability to Listen and Optimize Every 
Customer Interaction Is Your Game Changer
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Omniture Online Marketing 
Suite Overview

Aseem Chandra
Senior Vice President, Product Marketing



Product Strategy

1. Marketer Challenges

2. New Products & Innovation

3. Integrated Online Marketing Flows

4. Open Analytics Platform

5. Emerging Trends - Mobile, Video

© 2009 Omniture Inc.47



Challenges That Marketers Face Today

Consumers 

Shaping Brands

Proliferating 

Channels

Marketing 

Accountability

Marketing 

Skills

Participate in Conversation 

View Data in Silos Cross-Channel View

Acquire Leads or Traffic Optimize the Experience

Focus on Creative Creative and Analytical

Project Messages

Then Now
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More Marketing Users on Omniture

Interactive Marketer Search Marketer Marketing VP

Web Analyst Business Analyst Developer
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Product Strategy

1. Marketer Challenges

2. New Product Innovation

3. Integrated Marketing Flows

4. Open Analytics Platform

5. Emerging Trends (Mobile, Video)
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Promote Relevant Choices to Cross-Sell

Key Capabilities

• Automate Recommendations 

• Marketer Managed Algorithms 

• Any Marketing Channel

• Built-in Testing

• Enriched By Online Analytics

Beta at StubHub, eCampus, Northern Tool, MOMA, FinishLine, Gear.com
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Personalize Online Shopping Experience

by 2012 

Key Capabilities

• Commerce Merchandising 

Console™

• Intuitive Shopping Interfaces

• Built-in Shopper Vocabulary

• Metrics Driven 

Merchandising™

• Social Merchandising

Execute merchandising strategies that optimize marketing effectiveness. 

Increase conversions and Average Order Value.
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Visual Analysis of Cross-Channel Trends

For Retail

Online retail sales remain healthy at $136B 

Store sales influenced by online research is $471B 

Key Capabilities

• Optimize retailing lifecycle

• Pre-built analytic workspaces

• Visually intuitive trends discovery

• Unlimited customer segmentation

• SKU-level analytics

Fifty percent of online retailers report that their online 

customers are active in at least one other channel

Source: Multi-Channel Retailing Report, eMarketer, 2008

Source: The State of Retailing Online 2008: Profitability, 

Economy, and Multichannel Report, Forrester Research

0

500

1000

1500

2007 2012

Online Retail Sales

Web-Influenced Retail Store Sales
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Results - All Traffic

Testing & Targeting Now a ‘Must Have’ Capability

Key Capabilities

• On Site, Visual Interface

• Active Visitor Profiler

• A/B and Multivariate Testing

• Automate Segmentation & 

Targeting

• Built-In Statistical Reporting

• Relevant Content Delivery

With a small investment in training, readily available software, 

an organization can build a ‘test and learn’ capability 
Smart Business Experiments, Thomas Davenport, Harvard Business Review, February 2009

Results – Individual Segment
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Combine Attitudinal and Behavioral Data

Key Capabilities

• Measure Brand Perception

• Improve Survey Design

• Establish a Dialogue

• Engage All Audiences

• Enrich Customer Persona

Companies are increasingly turning to online surveys to 

measure satisfaction  regarding products and services

Jupiter Research Report, June 2007
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Search is Primary Navigation on Most Sites

Key Capabilities

• Analytics Driven Search

• Relevant Results

• Targeted Presentation

• Spotlight Content

• Keyword Reporting

50% of visitors who convert to buyer used search to find the product 

Fast Research
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Product Strategy

1. Marketer Challenges

2. New Product Innovation

3. Integrated Marketing Flows

4. Open Analytics Platform

5. Emerging Trends (Mobile, Video)
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Keyword Ad Copy Landing Page

Keyword 1

Keyword 2

Keyword 3

Ad Copy 1

Ad Copy 2

Ad Copy 3

Landing Page 1

Landing Page 2

Landing Page 3

CPA

$50

$65

$95

$30

Optimize Landing Pages, Ads & Keywords
SearchCenter Integrated with Test&Target
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Other Examples of Recent Integrations

Test recommendations to determine best outcomes 

and maximize cross-sell and up-sell opportunity

Leverage SiteCatalyst data to immediately provide 

recommendations in new implementations. 

.

Trigger survey based on conversion and behavioral 

metrics, combine attitudinal and behavioral data
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Product Strategy

1. Marketer Challenges

2. New Product Innovation

3. Integrated Marketing Flows

4. Open Analytics Platform

5. Emerging Trends (Mobile, Video)
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Open Business Analytics Platform APIs

‘07 and ‘08       Fall ‘08        Winter ‘09                         > ’09

APIs Released
Developer
Community

Code 
Contributions

Platform
Extensions

Administrative API

• SiteCatalyst Admin API Administer users and access privileges on Omniture platform 

Data Export & Reporting APIs

• Reporting API Access SiteCatalyst core report data to build custom reports

• Data Warehouse API - Submit Data Warehouse report requests via SOAP

• Discover API Submit Discover report requests via SOAP

• SearchCenter API allows a search engine to integrate with SearchCenter

Data Import APIs

• SAINT API  SiteCatalyst® Attribute Importing and Naming Tool (SAINT) 

bulk-import additional data attributes or dimensions related to website activity

• Data Sources API Import data into SiteCatalyst® for reporting and optimization

• Data Insertion API Replaces JavaScript beacons on Web pages to capture data. Server-side data 

collection gathers data based on Web browser requests and Web server responses 
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New Developer Initiative
Proven Genesis Technology Available to Developers

developer.omniture.com

Omniture developer tools & documentation

With the Omniture developer community

And share new applications built on Omniture
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Product Strategy

1. Marketer Challenges

2. New Product Innovation

3. Integrated Marketing Flows

4. Open Analytics Platform

5. Emerging Trends (Mobile, Video)
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Emerging Trends – Analytics on The Go

SiteCatalyst on Mobile Devices

SiteCatalyst for iPhone
• Released in Aug 2008

• Downloads 7,000+ 

SiteCatalyst for Android 
• Released in Dec 2008

• Downloads 700+  

App Measurement for iPhone
• SDK for iPhone Announced in January ’09

• Designed for Native iPhone Applications

More Users Rely On Omniture Every Day
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Emerging Trends – Mobile and Video

Mobile Analytics in SiteCatalyst

Reports

• Mobile Devices

• Device Manufacturer

• Screen Size

• Screen Width

• Screen Height

• Cookie Support

• Image Support

• Screen Color Depths

• Video Format Support

• Audio Format Support

Video Analytics in SiteCatalyst

Reports

• Video Views

• Video Visits

• Videos

• Next Video Flow

• Previous Video Flow

• Daily Unique Video Visitors

• Video Segments Viewed

• Time Spent on Video

• Video Players

• Videos by Player

• Video Details by Player
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Product Strategy

1. Marketer Challenges

2. New Product Innovation

3. Integrated Marketing Flows

4. Open Analytics Platform

5. Emerging Trends (Mobile, Video)
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Omniture Online Marketing 
Suite Demo

Matt Belkin
Senior Vice President, Emerging Business



Financial Overview

Mike Herring
Chief Financial Officer and Executive Vice President



Fiscal 2008 Financial Highlights

• Record Fiscal 2008 revenues:

• GAAP: $296M / non-GAAP: $309M

• 107% (GAAP) and 113% (non-GAAP) Revenue Growth

• Significantly improved profitability

• 348% Operating Income Growth (non-GAAP)

• 11% Operating Margin (non-GAAP)

• Solid Balance Sheet

• $100M+ Cash and Investments including $25M from WPP in Q109

• $50M Credit Facility from Wells Fargo

• Successfully completed and integrated the acquisitions of Visual 

Sciences and Mercado

• Business model transitioned from single product footprint expansion as 

driver of growth to multi-product penetration and revenue per customer 

as increasingly important drivers

All non-GAAP numbers have been adjusted to exclude certain items. A reconciliation of non-GAAP adjustments to GAAP results are included on the Investor Relations section of 

our corporate Web site at www.omtr.com. 
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Revenue Growth
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Revenue vs. Customers
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Total Customers:

• ~ 5100+   Customers

• 100% Revenue

• ~ 90% Nominal Retention

Customer Segmentation

All non-GAAP numbers have been adjusted to exclude certain items. A reconciliation of non-GAAP adjustments to GAAP results are included on the Investor Relations section of 

our corporate Web site at www.omtr.com. 
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Total Customers:

• ~ 5100+   Customers

• 100% Revenue

• ~ 90% Nominal Retention

Platform Customers:

• ~ 4200   Customers

• 95% Revenue

• 92% Nominal Retention

• 1.35 products per customer

• Average Account: ~$75K / year

Customer Segmentation

All non-GAAP numbers have been adjusted to exclude certain items. A reconciliation of non-GAAP adjustments to GAAP results are included on the Investor Relations section of 

our corporate Web site at www.omtr.com. 
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Total Customers:

• ~ 5100+   Customers

• 100% Revenue

• ~ 90% Nominal Retention

Platform Customers:

• ~ 4200   Customers

• 95% Revenue

• 92% Nominal Retention

• 1.35 products per customer

• Average Account: $75K / year

Enterprise Customers:

• ~ 1900   Customers

• 77% Revenue

• 95+% Nominal Retention

• Average Account: ~$136K / year

Customer Segmentation

All non-GAAP numbers have been adjusted to exclude certain items. A reconciliation of non-GAAP adjustments to GAAP results are included on the Investor Relations section of 

our corporate Web site at www.omtr.com. 
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Non-GAAP Margin (% of Revenue)

2008

Gross Margin 67

Sales & Marketing 34

Research & Development 10

General & Administration 12

Operating Margin 11

All non-GAAP numbers have been adjusted to exclude certain items. A reconciliation of non-GAAP adjustments to GAAP results are included on the Investor Relations section of 

our corporate Web site at www.omtr.com. 
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All non-GAAP numbers have been adjusted to exclude certain items. A reconciliation of non-GAAP adjustments to GAAP results are included on the Investor Relations section of 

our corporate Web site at www.omtr.com. 
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All non-GAAP numbers have been adjusted to exclude certain items. A reconciliation of non-GAAP adjustments to GAAP results are included on the Investor Relations section of 

our corporate Web site at www.omtr.com. 
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Productivity
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All non-GAAP numbers have been adjusted to exclude certain items. A reconciliation of non-GAAP adjustments to GAAP results are included on the Investor Relations section of 

our corporate Web site at www.omtr.com. 
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Balance Sheet Metrics

12/31/2008

Cash and Investments $95M

Accounts Receivable $107M

Net DSO (days) 54

Property and Equipment $61M

Deferred Revenue $112M

Total Assets $842M
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Strong Progress Towards Target Model

* CAPEX amount shown includes operating lease obligation amounts.

All non-GAAP numbers have been adjusted to exclude certain items. A reconciliation of non-GAAP adjustments to GAAP results are included on the Investor Relations section of 

our corporate Web site at www.omtr.com. 

2005 2006 2007 2008

Revenue Growth (non-GAAP) 108% 86% 82% 113%

Gross Margin (non-GAAP) 57% 62% 67% 67%

Operating Margin (non-GAAP) (28%) (4%) 5% 11%

CAPEX (% of Revenue)* 44% 19% 16% 17%

FCF (% of Revenue) (55%) (14%) 4% 7%
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