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CEOCFO: Mr. Dugow, would you tell us about Insticator?
Mr. Dugow: We have a technology that increases engagement and ad 
revenue for publishing sites while enhancing purchase intent and viewability 
for brands. Our goal is to be embedded in every single website on the planet 
and to empower content creators through content enablement with a better 
visitor experience and brands with a better advertising experience, which in 
turn drives more revenue and engagement, everyone wins. 

CEOCFO: How will you do that?
Mr. Dugow: We do that through our product called the Insticator Widget. What we do is embed our technology that lives 
as a native unit inside of the site in different locations -- loaded with curated quiz content, polling content, and different 
suggested stories featured on the site itself. The content within our widget is similar to the content on the site. We mix 
both display and video advertising into the experience with the content. Each time visitors are engaged with the widget we 
pull new advertisements. The advertisements that we pull are highly viewable and engaging. We also pull different first 
and third-party data metrics like age, gender, income, what kind of cars people drive, shows they watch and more - all of 
which are insightful for publishers and actionable for advertisers in terms of better targeting and understanding their 
audiences more effectively. This data is then ported into the publisher's Data Management platform.  

CEOCFO: How do you know when some data is played out?
Mr. Dugow: For a while on the Internet, a consumer would go shopping for something like a kid’s book and then you 
would have retargeted ads following them around the Internet for a long time even though they were no longer interested 
in purchasing a kid’s book. That’s the point where advertising data gets played out- when the algorithm is not longer able 
to decipher a change in consumer interest or behavior. What we aim to do is refresh our 1st party data to reflect new 
information for advertisers--ensuring that whatever advertisement that is being served to visitors is relevant.  

CEOCFO: How do you determine what is right for any given person on any given site?
Mr. Dugow: First we examine the sites content and the types of visitors that go to site and why they go there. Then we 
craft the content of our unit to match that or we suggest the publisher do that in a certain way. As a result, we are able to 
segment audiences. The first is through consumer responses to our polling and trivia questions. We can know which 
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consumers go running 3-5 times a week versus those who don’t run at all and supply that data to the brands. The second 
way is through consumer behavior data.

CEOCFO: What do you understand that enables you to pull the right ads and content that perhaps less 
sophisticated systems do not?
Mr. Dugow: We look at how fast visitors engage with content, how often and the type of content they engage with. 
Meaning if somebody is answering questions inside the widget and they are clicking quickly, there is a likelihood that they 
are not actually reading the content, we store that as invalid. We also focus on page analytics, such as average time 
spent on page, clicks divided by daily pageviews. Very often people like to hop around the Internet. I’ll let something load 
for a second or two and scroll to the bottom without actually looking at the content, and then go somewhere else. What 
Insticator does is take content more seriously. Part of what our algorithm is looking at how we can more accurately 
discern if somebody is actually reading content or spending time on the page versus not. 

CEOCFO: Is Insticator new?
Mr. Dugow: We have been in business for five and a half years. We were originally a B2C company, but pivoted to B2B 
when we realized our platform would be better valued in the B2B consumer facing space. We just closed a $5.2 million 
Series A financing round last week. The Insticator Widget is embedded in some of the biggest media companies in the 
world including several Tronc Media properties such as The Los Angeles TImes and The Chicago Tribune. Other partners 
of ours include Warner Bros., Ancestry.com’s site Findagrave.com, TMZ Sports and more. We are live on hundreds of 
publishers’ sites around the world. 

CEOCFO: How does a company get started with you?
Mr. Dugow: Generally a company will reach out to us via our online channels. If there is a referral or if we have reached 
out to them, we will communicate to them about our technologies and then give them a simple line of code that they can 
embed into their site. The code is specifically customized for their site. After testing it on some of their pages, they then 
implement the widget on their entire site and then implement the widget on all of their other websites.

CEOCFO: What might you need to tweak?
Mr. Dugow: Forty percent of our publishers create their own content on our platform. We do have a content team that 
creates curated content for our larger publishers. We also offer content review sessions with those publishers’ editorial 
teams to ensure their standards are effectively achieved. 

CEOCFO: How do you measure results?
Mr. Dugow: We measure revenue and how much advertising we are able to generate to a specific site as well as 
engagement rates and how much have we increased engagement for that site.

CEOCFO: What is the new Fire Widget?
Mr. Dugow: We launched our Fire Widget several months ago and that is the most recent version of our technology. It is 
2-3x faster than any other competing platform in the marketplace. It offers better monetization and pulls data seamlessly 
while creating an enhanced content experience for visitors.

CEOCFO: What is next for Insticator?
Mr. Dugow: We are going to be using these resources that we have just raised to grow out our engineering, sales and 
marketing teams. We have big technology improvements in the pipeline. Our goal is to quadruple the number of 
publishing sites we are embedded on, further increase customer reviews and engagement

CEOCFO: Why pay attention to Insticator?
Mr. Dugow: What is important about Insticator is that we empower the content creators and brands and make their goals 
much more effective and easy to attain with content enablement and revenue. From a music blog that wants to really 
impact their audience, to a news site that is covering the latest political news. We empower the content creators to pay 
attention and engage in the content because advertising is the way that content publishers monetize their audience. We 
make it so that the advertisers have a more impactful brand experience targeted towards the audience they want to be in 
front of. By doing these things with easy-to-use technology, it makes life better for everybody because we as people are 
content absorbers whether you are getting your content from television, a blog that you read every day, a media website 
or from virtual reality in the future. We all absorb content, so having more meaningful content empowers and creates 
better experiences for everyone.


