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UNITED STATES SECURITIES AND EXCHANGE COMMISSION
Washington, D.C. 20549
Form 10-K

b ANNUAL REPORT PURSUANT TO SECTION 13 OR 15(d) OF THE SECURITIES
EXCHANGE ACT OF 1934
For the Fiscal Year Ended June 30, 2010
OR
o TRANSITION REPORT PURSUANT TO SECTION 13 OR 15(d) OF THE SECURITIES
EXCHANGE ACT OF 1934

Commission file number: 001-34628
QuinStreet, Inc.
(Exact name of registrant as specified in its charter)

Delaware 77-0512121
(State or other jurisdiction of (LR.S. Employer
incorporation or organization) Identification No.)

1051 East Hillsdale Blvd., Suite 800
Foster City, California 94404
(Address of principal executive offices, including zip code)
(650) 587-7700
(Registrant s telephone number, including area code)

Securities registered pursuant to Section 12(b) of the Act:

Title of Each Class Name of Each Exchange on Which Registered
Common Stock, par value $0.001 per share The NASDAQ Stock Market LLC
Securities registered pursuant to Section 12(g) of the Act: None

Indicate by check mark if the registrant is a well-known seasoned issuer, as defined in Rule 405 of the Securities
Act. Yeso Nop

Indicate by check mark if the registrant is not required to file reports pursuant to Section 13 or Section 15(d) of the
Act. Yeso Nop

Indicate by check mark whether the registrant (1) has filed all reports required to be filed by Section 13 or 15(d) of the
Securities Exchange Act of 1934 during the preceding 12 months (or for such shorter period that the registrant was

required to file such reports), and (2) has been subject to such filing requirements for the past 90 days. Yesp Noo

Indicate by check mark whether the registrant has submitted electronically and posted on its corporate Web site, if
any, every Interactive Data File required to be submitted and posted pursuant to Rule 405 of Regulation S-T during
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the preceding 12 months (or for such shorter period that the registrant was required to submit and post such
files). Yeso Noo

Indicate by check mark if disclosure of delinquent filers pursuant to Item 405 of Regulation S-K is not contained
herein and will not be contained, to the best of registrant s knowledge, in definitive proxy or information statements
incorporated by reference in Part III of this Form 10-K or any amendment to this Form 10-K. o

Indicate by check mark whether the registrant is a large accelerated filer, an accelerated filer, a non-accelerated filer,
or a smaller reporting company. See the definitions of large accelerated filer, accelerated filer and smaller reporting
company in Rule 12b-2 of the Exchange Act. (Check one):

Large accelerated filer o Accelerated filer o Non-accelerated filer p Smaller reporting company o
(Do not check if a smaller reporting company)

Indicate by check mark whether the registrant is a shell company (as defined in Rule 12b-2 of the Exchange
Act). Yeso Nobp

As of December 31, 2009, the last business day of the registrant s most recently completed second fiscal quarter, the
registrant s common stock was not listed on any exchange or over-the-counter market. The registrant s common stock
began trading on The NASDAQ Global Select Market on February 11, 2010. The aggregate market value of the

voting stock held by non-affiliates of the registrant was $139,026,376 based on the number of shares held by
non-affiliates of the registrant as of June 30, 2010, and based on the closing sale price of common stock as reported by
the NASDAQ Global Select Market on June 30, 2010. For purposes of this disclosure, shares of common stock held

by persons who hold more than 5% of the outstanding shares of common stock and shares held by executive officers
and directors of the registrant have been excluded because such persons may be deemed to be affiliates. This
determination of executive officer or affiliate status is not necessarily a conclusive determination for other purposes.

Number of shares of common stock outstanding as of August 31, 2010: 45,083,807
Documents Incorporated by Reference:

Portions of the registrant s definitive proxy statement relating to its 2010 annual stockholders meeting are incorporated
by reference into Part III of this Annual Report on Form 10-K where indicated.
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PART I
SPECIAL NOTE REGARDING FORWARD-LOOKING STATEMENTS
This report contains forward-looking statements. All statements other than statements of historical facts, including
statements regarding our future financial condition, business strategy and plans and objectives of management for
future operations, are forward-looking statements. Terminology such as believe, may, might, objective, estimate,
continue, anticipate, intend, should, plan, expect, predict, potential, or the negative of these terms or otl

expressions is intended to identify forward-looking statements. We have based these forward-looking statements
largely on our current expectations and projections about future events and financial trends that we believe may affect
our financial condition, results of operations, business strategy and financial needs. These forward-looking statements
are subject to a number of risks, uncertainties and assumptions described under the section titled Risk Factors and
elsewhere in this report, such as but not limited to:

our immature industry and relatively new business model;

our ability to manage our growth effectively;

our dependence on Internet search companies to attract Internet visitors;

our ability to successfully manage any recent or future acquisitions;

our dependence on a small number of large clients and our dependence on a small number of verticals for a
majority of our revenue;

our ability to attract and retain qualified employees and key personnel;

changes in government regulation affecting our business or our clients businesses;

our ability to accurately forecast our operating results and appropriately plan our expenses;

our ability to compete in our industry;

our ability to enhance and maintain our client and vendor relationships;

our ability to develop new services and enhancements and features to meet new demands from our clients;

our ability to raise additional capital in the future, if needed;

general economic conditions in our domestic and potential future international markets; and

our ability to protect our intellectual property rights.
The events and circumstances reflected in the forward-looking statements may not be achieved or occur and actual
results may differ materially from those contained in any forward-looking statements. Although we believe that the

expectations reflected in the forward-looking statements are reasonable, we cannot guarantee future results, levels of
activity, performance or achievements. Moreover, neither we nor any other person assume responsibility for the
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accuracy and completeness of the forward-looking statements. You should not place undue reliance on any
forward-looking statements.

Except as required by law, we undertake no obligation to update publicly any forward-looking statements for any
reason to conform these statements to actual results or to changes in our expectations. We qualify all of our
forward-looking statements by these cautionary statements.

2
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Item 1. Business
Our Company

QuinStreet is a leader in vertical marketing and media on the Internet. We have built a strong set of capabilities to
engage Internet visitors with targeted media and to connect our marketing clients with their potential customers
online. We focus on serving clients in large, information-intensive industry verticals where relevant, targeted media
and offerings help visitors make informed choices, find the products that match their needs, and thus become qualified
customer prospects for our clients. Our current primary client verticals are the education and financial services
industries. We also have a presence in the home services, business-to-business, or B2B, and healthcare industries.

We generate revenue by delivering measurable online marketing results to our clients. These results are typically in

the form of qualified leads or clicks, the outcomes of customer prospects submitting requests for information on, or to

be contacted regarding, client products, or their clicking on or through to specific client offers. These qualified leads

or clicks are generated from our marketing activities on our websites or on third-party websites with whom we have

relationships. Clients primarily pay us for leads that they can convert into customers, typically in a call center or

through other offline customer acquisition processes, or for clicks from our websites that they can convert into

applications or customers on their websites. We are predominantly paid on a negotiated or market-driven per lead or
per click basis. Media costs to generate qualified leads or clicks are borne by us as a cost of providing our services.

Founded in 1999, we have been a pioneer in the development and application of measurable marketing on the Internet.
Clients pay us for the actual opt-in actions by prospects or customers that result from our marketing activities on their
behalf, versus traditional impression-based advertising and marketing models in which an advertiser pays for more
general exposure to an advertisement. We have been particularly focused on developing and delivering measurable
marketing results in the search engine ecosystem , the entry point of the Internet for most of the visitors we convert
into qualified leads or clicks for our clients. We own or partner with vertical content websites that attract Internet
visitors from organic search engine rankings due to the quality and relevancy of their content to search engine users.
We also acquire targeted visitors for our websites through the purchase of pay-per-click, or PPC, advertisements on
search engines. We complement search engine companies by building websites with content and offerings that are
relevant and responsive to their searchers, and by increasing the value of the PPC search advertising they sell by
matching visitors with offerings and converting them into customer prospects for our clients.

Market Opportunity

Our clients are shifting more of their marketing budgets from traditional media channels such as direct mail,
television, radio, and newspapers to the Internet because of increasing usage of the Internet by their potential
customers. We believe that direct marketing is the most applicable and relevant marketing segment to us because it is
targeted and measurable. According to the July 2009 research report, Consumer Behavior Online: A 2009 Deep Dive,
by Forrester Research, Americans spend 33% of their time with media on the Internet, but online direct marketing was
forecasted to represent only 16% of the $149 billion in total annual U.S. direct marketing spending in 2009, as
reported by the Direct Marketing Association. The Internet is an effective direct marketing medium due to its
targeting and measurability characteristics. If direct marketing budgets shift to the Internet in proportion to Americans
share of time spent with media on the Internet  from 16% to 33% of the $149 billion in total spending  that could
represent an increased market opportunity of $25 billion. In addition, as traditional media categories such as television
and radio shift from analog to digital formats, they can become channels for the targeted and measurable marketing
techniques and capabilities we have developed for the Internet, thus expanding our addressable market opportunity.
Further future market potential will also come from international markets.

3
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Change in marketing strategy and approach

We believe that marketing approaches are changing as budgets shift from offline, analog advertising media to digital
advertising media such as Internet marketing. These changing approaches are fundamental, and require a shift to
fundamentally new competencies, including:

From qualitative, impression-driven marketing to analytic, data-driven marketing

We believe that the growth in Internet marketing is enabling a more data-driven approach to advertising. The
measurability of online marketing allows marketers to collect a significant amount of detailed data on the performance
of their marketing campaigns, including the effectiveness of ad format and placement and user responses. This data
can then be analyzed and used to improve marketing campaign performance and cost-effectiveness on substantially
shorter cycle times than with traditional offline media.

From account management-based client relationships to results-based client relationships

We believe that marketers are becoming increasingly focused on strategies that deliver specific, measurable results.
For example, marketers are attempting to better understand how their marketing spending produces measurable
objectives such as meeting their target marketing cost per new customer. As marketers adopt more results-based
approaches, the basis of client relationships with their marketing services providers is shifting from being more
account management-based to being more results-oriented.

From marketing messages pushed on audiences to marketing messages pulled by self-directed audiences

Traditional marketing messages such as television and radio advertisements are broadcast to a broad audience. The
Internet is enabling more self-directed and targeted marketing. For example, when Internet visitors click on PPC
search advertisements, they are expressing an interest in and proactively engaging with information about a product or
service related to that advertisement. The growth of self-directed marketing, primarily through online channels, allows
marketers to present more targeted and potentially more relevant marketing messages to potential customers who have
taken the first step in the buying process, which can in turn increase the effectiveness of marketers spending.

From marketing spending focused on large media buys to marketing spending optimized for fragmented media

We believe that media is becoming increasingly fragmented and that marketing strategies are changing to adapt to this
trend. There are millions of Internet websites, tens of thousands of which have significant numbers of visitors. While
this fragmentation can create challenges for marketers, it also allows for improved audience segmentation and the
delivery of highly targeted marketing messages, but new technologies and approaches are necessary to effectively
manage marketing given the increasing complexity resulting from more media fragmentation.

Increasing complexity of online marketing

Online marketing is a dynamic and increasingly complex advertising medium. There are numerous online channels for
marketers to reach potential customers, including search engines, Internet portals, vertical content websites, affiliate
networks, display and contextual ad networks, email, video advertising, and social media. We refer to these and other
marketing channels as media. Each of these channels may involve multiple ad formats and different pricing models,
amplifying the complexity of online marketing. We believe that this complexity increases the demand for our vertical
marketing and media services due to our capabilities and to our experience managing and optimizing online marketing
programs across multiple channels. Also marketers and agencies often lack our ability to aggregate offerings from
multiple clients in the same industry vertical, an approach that allows us to cover a wide selection of visitor segments
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and provide more potential matches to Internet visitor needs. This approach can allow us to convert more Internet
visitors into qualified leads or clicks from targeted media sources, giving us an advantage when buying or monetizing
that media.
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We deliver cost-effective marketing results to our clients, predictably and scalably, most typically in the form of a
qualified lead or click. These leads or clicks can then convert into a customer or sale for the client at a rate that results
in an acceptable marketing cost to them. We get paid by clients primarily when we deliver qualified leads or clicks as
defined in our agreements. Because we bear the costs of media, our programs must deliver a value to our clients and a
media yield, or our ability to generate an acceptable margin on our media costs, that provides a sound financial
outcome for us. Our general process is:

We own or access targeted media.

We run advertisements or other forms of marketing messages and programs in that media to create visitor
responses or clicks through to client offerings.

We match these responses or clicks to client offerings or brands that meet visitor interests or needs, converting
visitors into qualified leads or clicks.

We optimize client matches and media yield such that we achieve desired results for clients and a sound
financial outcome for us.

Media cost, or the cost to attract targeted Internet visitors, is the largest cost input to producing the measurable
marketing results we deliver to clients. Balancing our clients cost and conversion objectives, or the rate at which the
leads or clicks that we deliver to them convert into customers, with our media costs and yield objectives, represents
the primary challenge in our business model. We have been able to effectively balance these competing demands by
focusing on our media sources and capabilities, conversion optimization, and our mix of offerings and client coverage.
We also seek to mitigate media cost risk by working with third-party website publishers predominantly on a
revenue-share basis; media purchased on a non-revenue-share basis has represented a small minority of our media
costs and of the Internet visitors we convert into qualified leads or clicks for clients.

Media and Internet visitor mix

We are a client-driven organization. We seek to be one of the largest providers of measurable marketing results on the
Internet in the client industry verticals we serve by meeting the needs of clients for results, reliability and volume.
Meeting those client needs requires that we maintain a diversified and flexible mix of Internet visitor sources due to
the dynamic nature of online media. Our media mix changes with changes in Internet visitor usage patterns. We adapt
to those changes on an ongoing basis, and also proactively adjust our mix of vertical media sources to respond to
client or vertical-specific circumstances and to achieve our financial objectives. Our financial objectives are to achieve
consistent, sustainable financial performance, but can differ by client or industry vertical, depending on factors such as
our need to invest in the development of media sources, marketing programs, or client relationships. Generally, our
Internet visitor sources include:

websites owned and operated by us, with content and offerings that are relevant to our clients target customers;
visitors acquired from PPC advertisements purchased on major search engines and sent to our websites;

revenue sharing agreements with third-party websites with whom we have a relationship and whose content is
relevant to our clients target customers;

email lists owned by third parties and warranted to us by their owners to comply with the CAN-SPAM Act;
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email lists owned by us, and generated on an opt-in basis from Internet visitors to our websites; and

display ads run through online advertising networks or directly with major websites or portals.

Conversion optimization

Once we acquire targeted Internet visitors from any of our numerous online media sources, we seek to convert that
media into qualified leads or clicks at a rate that balances client results with our media costs or yield objectives. We
start by defining the segments and interests of Internet visitors in our client verticals, and by providing them with the
information and product offerings on our websites and in our marketing programs that best meet their needs.

5
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Achieving acceptable client results and media yield then requires ongoing testing, measuring, analysis, feedback, and
adaptation of the key components of our Internet marketing programs. These components include the marketing or
advertising messaging, content mix, visitor navigation path, mix and coverage of client offerings presented, and
point-of-sale conversion messaging the content that is presented to an Internet visitor immediately prior to converting
that individual into a lead or click for our clients. This data complexity is managed by us with technology, data
reporting, marketing processes, and personnel. We believe that our scale and ten-year track record give us an
advantage, as managing this complexity often implies a steep experience-based learning curve.

Offerings and client coverage

The Internet is a self-directed medium. Internet visitors choose the websites they visit and their online navigation
paths, and always have the option of clicking away to a different website or web page. Having offerings or clients that
match the interests or needs of website visitors is key to providing results and adequate media yield. Our vertical focus
allows us to continuously revise and improve this matching process, to better understand the various segments of
visitors and client offerings available to be matched, and to ensure that we enable Internet visitors to find what they
seek.

Our Competitive Advantages
Vertical focus and expertise

We focus our efforts on large, attractive client market verticals, and on building our depth of media and coverage of
clients and client offerings within them. We have been a pioneer in developing vertical marketing and media on the
Internet, and in providing measureable marketing results to clients. We focus on clients who are moving their
marketing spending to measurable online formats and on information-intensive client verticals with large underlying
market opportunities and high product or customer lifetime values. This focus allows us to utilize targeted media,
in-depth industry and client knowledge, and customer segmentation and breadth of client offerings, or coverage, to
deliver results for our clients and greater media yield.

Measurable marketing experience and expertise

We have substantial experience at designing and deploying marketing programs that allow Internet visitors to find the
information or product offerings they seek, and that can deliver economically attractive, measurable results to our
clients, cost-effectively for us. Such results require frequent testing and balancing of numerous variables, including
Internet visitor sources, mix of content and of client and product offerings, visitor navigation paths, prospect
qualification, and advertising creative design, among others. The complexity of executing these marketing campaigns
is challenging. Due to our scale and ten-year track record, we have successfully executed thousands of Internet
marketing programs, and we have gained significant experience managing and optimizing this complexity to meet our
clients volume, quality and cost objectives.

Targeted media

Targeted media attracts Internet visitors who are relatively narrowly focused demographically or in their interests.
Targeted media can deliver better measurable marketing results for our clients, at lower media costs for us, due to
higher rates of conversion of Internet visitors into leads or clicks for targeted offerings and, often, due to less
competition from display advertisers. We have significant experience at creating, identifying, monetizing, and
managing targeted media on the Internet. Many of the targeted media sources for our marketing programs are
proprietary or more defensible because of our direct ownership of websites in our client verticals, our acquisition of
targeted Internet visitors directly from search engines to our websites, and our exclusive or long-term relationships
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with media properties or sources owned by others. Examples of websites that we own and operate include
WorldWideLearn.com, ArmyStudyGuide.com and Schools.com in our education client vertical; CardRatings.com,
MoneyRates.com, Insurance.com and Insure.com in our financial services client vertical; AllAboutLawns.com and
OldHouseWeb.com in our home services client vertical; Internet.com in our business-to-business client vertical; and
ElderCarelink.com in our healthcare client vertical.
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Proprietary technology

We have developed a core technology platform and a common set of applications for managing and optimizing
measurable marketing programs across multiple client verticals at scale. The primary objectives and effects of our
technologies are to achieve higher media yield, deliver better results for our clients, and more efficiently and
effectively manage our scale and complexity. We continuously strive to develop technologies that allow us to better
match Internet visitors in our client verticals to the information, clients or product offerings they seek at scale. In so
doing, our technologies can allow us to simultaneously improve visitor satisfaction, increase our media yield, and
achieve higher rates of conversions of leads or clicks for our clients a virtuous cycle of increased value for Internet
visitors and our clients and competitive advantage for us. Some of the key applications in our technology platform are:

an ad server for tracking the placement and performance of content, creative messaging, and offerings on our
websites and on those of publishers with whom we work;

database-driven applications for dynamically matching content, offers or brands to Internet visitors expressed
needs or interests;

a platform for measuring and managing the performance of tens of thousands of PPC search engine advertising
campaigns;

dashboards or reporting tools for displaying operating and financial metrics for thousands of ongoing
marketing campaigns; and,

a compliance tool capable of cataloging and filtering content from the thousands of websites on which our
marketing programs appear to ensure adherence to client branding guidelines and to regulatory requirements.

Approximately one-third of our employees are engineers, focused on building, maintaining and operating our
technology platform.

Client relationships
We believe we are a reliable source of measurably effective marketing results for our clients. We endeavor to work
collaboratively and in a data-driven way with clients to improve our results for them. We believe our high client
retention and per client growth rates are due to:

our close, often direct, relationships with most of our large clients;

our ability to deliver measurable and attractive return on investment, or ROI, on clients marketing spending;

our ownership of, or exclusive access to large amounts of, targeted media inventory and associated Internet
visitors in the client verticals on which we focus; and,

our ability to consistently and reliably deliver large quantities of qualified leads or clicks.
We believe that our high client retention rates, combined with our depth and breadth of online media in our primary
client verticals, indicate that we are becoming an important marketing channel partner for our clients to reach their

prospective customers.

Client-driven online marketing approach
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We focus on providing measurable Internet marketing and media services to our clients in a way that protects and
enhances their brands and their relationships with prospective customers. The Internet marketing programs we execute
are designed to adhere to strict client branding and regulatory guidelines, and are designed to match our clients brands
and offers with expressed customer interest. We have contractual arrangements with third-party website publishers to
ensure that they follow our clients brand guidelines, and we utilize our proprietary technologies and trained personnel
to help ensure compliance. In addition, we believe that providing relevant, helpful content and client offers that match
an Internet visitor s self-selected interest in a product or service, such as

7

Table of Contents 16



Edgar Filing: QUINSTREET, INC - Form 10-K

Table of Contents

requesting information about an education program or financial product, makes that visitor more likely to convert into
a customer for our clients.

We do not engage in online marketing practices such as spyware or deceptive promotions that do not provide value to
Internet visitors and that can undermine our clients brands. A small minority of our Internet visitors reach our websites
or client offerings through advertisements in emails. We employ practices to ensure that we comply with the
CAN-SPAM Act governing unsolicited commercial email.

Acquisition strategy and success

We have successfully acquired vertical marketing and media companies on the Internet, including vertical website
businesses, marketing services companies, and technologies. We believe we can integrate and generate value from
acquisitions due to our scale, breadth of capabilities, and common technology platform.

Our ability to monetize Internet media, coupled with client demand for our services, provides us with a
particular advantage in acquiring targeted online media properties in the client verticals on which we focus.

Our capabilities in online media can allow us to generate a greater volume of leads or clicks, and therefore
create more value, than other owners of marketing services companies that have aggregated client budgets or
relationships.

We can often apply technologies across our business volume to create more value than previous owners of the
technology.

Scale

We are one of the largest Internet vertical marketing and media companies in the world. Our scale allows us to better
meet the needs of large clients for reliability, volume and quality of service. It allows us to invest more in technologies
that improve media yield, client results and our operating efficiency. We are also able to invest more in other forms of
research and development, including determining and developing new types of vertical media, new approaches to
engaging website visitors, and new segments of Internet visitors and client budgets, all of which can lead to
advantages in media costs, effectiveness in delivering client results, and then to more growth and greater scale.

Our Strategy

Our goal is to be one of the largest and most successful marketing and media companies on the Internet, and
eventually in other digitized media forms. We believe that we are in the early stages of a very large and long-term
business opportunity. Our strategy for pursuing this opportunity includes the following key components:

Focus on generating sustainable revenues by providing measurable value to our clients.

Build QuinStreet and our industry sustainably by behaving ethically in all we do and by providing quality
content and website experiences to Internet visitors.

Remain vertically focused, choosing to grow through depth, expertise and coverage in our current client
verticals; enter new client verticals selectively over time, organically and through acquisitions.

Build a world class organization, with best-in-class capabilities for delivering measurable marketing results to
clients and high yields or returns on media costs.
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Develop and evolve the best technologies and platform for managing vertical marketing and media on the
Internet; focus on technologies that enhance media yield, improve client results and achieve scale efficiencies.

Build, buy and partner with vertical content websites that provide the most relevant and highest quality visitor
experiences in the client and media verticals we serve.

Be a client-driven organization; develop a broad set of media sources and capabilities to reliably meet client
needs.
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Our Culture

Our values are the foundation of our successful business culture. They represent the standards we strive to achieve and
the organization we continuously seek to become. These have been our guiding principles since our founding in 1999.
Our values are:

1. Performance. We understand our business objectives and apply a whatever it takes approach to meeting them. We
are driven to achieve. We are committed to our own personal and professional development and to that of our
colleagues.

2. High Standards. We hold each other and ourselves to the highest standards of performance, professionalism and
personal behavior. We act with the highest of ethical standards. We tolerate and forgive mistakes, but not patterns.

3. Teamwork. We deal with one another openly, honestly and non-hierarchically in an atmosphere of mutual trust and
respect and in pursuit of common stretch goals. We have an obligation to dissent in an effort to reach the best answers.
We smooth the way for effective, dynamic team discussions by demonstrating care and concern for each individual in
all of our interactions. We support decisions, once made.

4. Customer Empathy. We strive every day to better understand and anticipate the needs of our customers, including
our website visitors, clients and publishers. We leverage our unique insights into higher customer loyalty and
competitive advantage.

5. Prioritization. We always work on what is most important to achieving Company objectives first. If we do not
know, we ask or discuss competing demands.

6. Urgency. We know our goals and measure our progress toward them daily.

7. Progress. We are pioneers. We make decisions based on facts and analysis, as well as intuition, but we expect to
make mistakes in the pursuit of rapid progress. We learn from mistakes on short cycle times and iterate our way to
success.

8. Innovation and Flexibility. We prize creativity. We embrace new ideas and approaches as opportunities to improve
our performance or work environment. We resist pride of authorship; it limits progress. We actively benchmark and
work to understand and employ best practices.

9. Recognition. We are a meritocracy. Advancement and recognition are earned through contribution and
performance. We celebrate each other s victories and efforts.

10. Fun. We believe that work, done well, can and should be fun. We strive to create an upbeat, supportive
environment and try not to take ourselves too seriously. We do not tolerate negativism, pessimism or nay saying...we
don thave time.

Clients
In fiscal years 2010, 2009 and 2008, our top 20 clients accounted for 65%, 68% and 70% of net revenue, respectively.
One of our largest clients, DeVry Inc., accounted for 19% and 23% of net revenue in fiscal years 2009 and 2008,

respectively. In fiscal year 2010, no client comprised more than 10% of annual revenue. Since our service was first
offered in 2001, we have developed a broad client base with many multi-year relationships. We enter into Internet
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marketing contracts with our clients, most of which are cancelable with little or no prior notice. In addition, these
contracts do not contain penalty provisions for cancellation before the end of the contract term.

Sales and Marketing

We have an internal sales team that consists of employees focused on signing new clients and account managers who
maintain and seek to increase our business with existing clients. Our sales people and account managers are each
focused on a particular client vertical so that they develop an expertise in the marketing needs of our clients in that
particular vertical.

Our marketing programs include attendance at trade shows and conferences and limited advertising.

9
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Technology and Infrastructure

We have developed a suite of technologies to manage, improve and measure the results of the marketing programs we
offer our clients. We use a combination of proprietary and third-party software as well as hardware from established
technology vendors. We use specialized software for client management, building and managing websites, acquiring
and managing media, managing our third-party publishers, and the matching of Internet visitors to our marketing
clients. We have invested significantly in these technologies and plan to continue to do so to meet the demands of our
clients and Internet visitors, to increase the scalability of our operations, and enhance management information
systems and analytics in our operations. Our development teams work closely with our marketing and operating teams
to develop applications and systems that can be used across our business. In fiscal years 2010, 2009 and 2008, we
spent $19.7 million, $14.9 million and $14.1 million, respectively, on product development.

Our primary data center is at a third-party co-location center in San Francisco, California. All of the critical
components of the system are redundant and we have a backup data center in Las Vegas, Nevada. We have
implemented these backup systems and redundancies to minimize the risk associated with earthquakes, fire, power
loss, telecommunications failure, and other events beyond our control.

Intellectual Property

We rely on a combination of trade secret, trademark, copyright and patent laws in the United States and other
jurisdictions together with confidentiality agreements and technical measures to protect the confidentiality of our
proprietary rights. We currently have two patent applications pending in the United States and no issued patents. We
rely much more heavily on trade secret protection than patent protection. To protect our trade secrets, we control
access to our proprietary systems and technology and enter into confidentiality and invention assignment agreements
with our employees and consultants and confidentiality agreements with other third parties. QuinStreet is a registered
trademark in the United States and other jurisdictions. We also have registered and unregistered trademarks for the
names of many of our websites and we own the domain registrations for our many website domains.

We cannot guarantee that our intellectual property rights will provide competitive advantages to us; our ability to
assert our intellectual property rights against potential competitors or to settle current or future disputes will not be
limited by our agreements with third parties; our intellectual property rights will be enforced in jurisdictions where
competition may be intense or where legal protection may be weak; any of the trade secrets, trademarks, copyrights,
patents or other intellectual property rights that we presently employ in our business will not lapse or be invalidated,
circumvented, challenged, or abandoned; competitors will not design around our protected systems and technology; or
that we will not lose the ability to assert our intellectual property rights against others.

Our Competitors

Our primary competition falls into two categories: advertising and direct marketing services agencies and online
marketing and media companies. We compete for business on the basis of a number of factors including return on
marketing expenditures, price, access to targeted media, ability to deliver large volumes or precise types of customer
prospects, and reliability.

Advertising and direct marketing services agencies
Online and offline advertising and direct marketing services agencies control the majority of the large client marketing
spending for which we primarily compete. So, while they are sometimes our competitors, agencies are also often our

clients. We compete with agencies to attract marketing budget or spending from offline forms to the Internet or, once
designated to be spent online, to be spent with us versus the agency or by the agency with others. When spending
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Online marketing and media companies

We compete with other Internet marketing and media companies, in many forms, for online marketing budgets. Most
of these competitors compete with us in one vertical. Examples include BankRate in the financial services client
vertical and Monster Worldwide in the education client vertical. Some of our competition also comes from agencies or
clients spending directly with larger websites or portals, including Google, Yahoo!, MSN, and AOL.

Government Regulation

Advertising and promotional information presented to visitors on our websites and our other marketing activities are
subject to federal and state consumer protection laws that regulate unfair and deceptive practices. There are a variety
of state and federal restrictions on the marketing activities conducted by telephone, the mail or by email, or over the
internet, including the Telemarketing Sales Rule, state telemarketing laws, federal and state privacy laws, the
CAN-SPAM Act, and the Federal Trade Commission Act and its accompanying regulations and guidelines. In
addition, some of our clients operate in regulated industries, particularly in our financial services, education and
medical verticals. For example, the U.S. Real Estate Settlement Procedures Act, or RESPA, regulates the payments
that may be made to mortgage brokers. While we do not engage in the activities of a traditional mortgage broker, we
are licensed as a mortgage broker in 25 states for our online marketing activities. In our education client vertical, our
clients are subject to the U.S. Higher Education Act, which, among other things, prohibits incentive compensation in
recruiting students. On June 18, 2010, the U.S. Department of Education issued a Notice of Proposed Rulemaking in
which it has proposed repealing all existing safe harbors regarding incentive compensation in recruiting, including the
Internet safe harbor. The proposed regulations state that payment for contact information or consumer clicks do not
constitute incentive compensation for purposes of the Higher Education Act provided that there is no commission,
bonus or other incentive payment based directly or indirectly upon success in securing enrollments. Notwithstanding
the foregoing, results of the rulemaking could impact how we are paid for leads by clients in our education client
vertical and could also impact our education clients and their marketing practices. In addition, other provisions of the
proposed regulations, such as the proposal on gainful employment that would restrict Federal financial aid to students
in programs where certain debt-to-income ratios and loan default rates are not satisfied, could limit our clients
businesses and, therefore, ours. In our medical client vertical, our medical device and supplies clients are subject to
state and federal anti-kickback statutes that prohibit payment for referrals. While we believe our matching of
prospective customers with our clients and the manner in which we are paid for these activities complies with these
and other applicable regulations, these rules and regulations in many cases were not developed with online marketing
in mind and their applicability is not always clear. The rules and regulations are complex and may be subject to
different interpretations by courts or other governmental authorities. We might unintentionally violate such laws, such
laws may be modified and new laws may be enacted in the future. Any such developments (or developments
stemming from enactment or modification of other laws) or the failure to anticipate accurately the application or
interpretation of these laws could create liability to us, result in adverse publicity and negatively affect our businesses.

Employees

As of June 30, 2010, we had 637 employees, which included 184 employees in product development and engineering,
69 in sales and marketing, 58 in general and administration and 326 in operations. None of our employees is
represented by a labor union.

Available Information

We file reports with the Securities and Exchange Commission ( SEC ), including annual reports on Form 10-K,

quarterly reports on Form 10-Q, current reports on Form 8-K and any other filings required by the SEC. We make
available free of charge on our website via the investor relations page www.quinstreet.com our annual report on
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Form 10-K, quarterly reports on Form 10-Q, current reports on Form 8-K, and all amendments to those reports as
soon as reasonably practicable after such material is electronically filed with or furnished to the SEC. We also webcast
our earnings calls and certain events we may participate in or host with members of the investment community on our
investor relations page. The content of our website is not intended to be incorporated by reference into this report or in

any other report or document we file and any reference to this website is intended to be inactive textual references
only.
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The public may read and copy any materials we file with the SEC at the SEC s Public Reference Room at 100 F Street,
NE, Washington, DC 20549. The public may obtain information on the operation of the Public Reference Room by

calling the SEC at 1-800-SEC-0330. The SEC maintains an Internet site (http://www.sec.gov) that contains reports,
proxy and information statements, and other information regarding issuers that file electronically with the SEC.

Executive Officers of the Registrant

The name of and certain information regarding each of our current executive officers as of June 30, 2010 are set forth
below.

Name Age Position

Douglas Valenti 50  Chief Executive Officer and Chairman
Bronwyn Syiek 46  President and Chief Operating Officer
Kenneth Hahn 43 Chief Financial Officer

Tom Cheli 39  Executive Vice President

Scott Mackley 37  Executive Vice President

Nina Bhanap 37  Chief Technology Officer

Daniel Caul 44 General Counsel

Timothy Stevens 43 Senior Vice President

Douglas Valenti has served as our Chief Executive Officer and member of our board of directors since July 1999 and
as our Chairman and Chief Executive Officer since March 2004. Prior to QuinStreet, Mr. Valenti served as a partner at
Rosewood Capital, a venture capital firm, for five years; at McKinsey & Company as a strategy consultant and
engagement manager for three years; at Procter & Gamble in various management roles for three years; and for the
U.S. Navy as a nuclear submarine officer for five years. He holds a Bachelors degree in Industrial Engineering from
the Georgia Institute of Technology, where he graduated with highest honors and was named the Georgia Tech
Outstanding Senior in 1982, and an M.B.A. from the Stanford Graduate School of Business, where he was an Arjay
Miller Scholar.

Bronwyn Syiek has served as our President and Chief Operating Officer since February 2007, as our Chief Operating
Officer from April 2004 to February 2007, as Senior Vice President from September 2000 to April 2004, as Vice
President from her start date in March 2000 to September 2000 and as a consultant to us from July 1999 to March
2000. Prior to joining us, Ms. Syiek served as Director of Business Development and member of the Executive
Committee at De La Rue Plc, a banknote printing and security product company, for three years. She previously
served as a strategy consultant and engagement manager at McKinsey & Company for four years and held various
investment management and banking positions with Lloyds Bank and Charterhouse Bank. She holds an M. A. in
Natural Sciences from Cambridge University in the United Kingdom.

Kenneth Hahn has served as our Chief Financial Officer since September 2006. Prior to joining us, Mr. Hahn served
as Chief Financial Officer of Borland Software Corporation, a public software company, from September 2002 to July
2006. Previously, Mr. Hahn served in various roles, including Chief Financial Officer, of Extensity, Inc., a public
software company, for five years; as a strategy consultant at the Boston Consulting Group for three years; and as an
audit manager at Price Waterhouse, a public accounting firm, for five years. He holds a B.A. in Business from
California State University Fullerton, summa cum laude, and an M.B.A. from the Stanford Graduate School of
Business, where he was an Arjay Miller Scholar. Mr. Hahn is also a Certified Public Accountant (inactive), licensed in
the state of California.
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Tom Cheli has served as our Executive Vice President since February 2007, as Senior Vice President from December
2004 to February 2007, as Vice President of Sales from January 2001 to December 2004 and as Director of Sales from
February 2000 to January 2001. Prior to joining us, Mr. Cheli served as Director of Inside Sales and Sales Operations
at Collagen Aesthetics Corporation, an aesthetic biomedical device company, and as Regional Sales Manager at
Akorn Ophthalmics, Inc., a specialty pharmaceutical company. He holds a B.A. in Sports Medicine from the
University of the Pacific.
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Scott Mackley has served as our Executive Vice President since February 2007, as Senior Vice President from
December 2004 to February 2007, as Vice President from June 2003 to December 2004, as Senior Director from
February 2002 to June 2003, as Director from October 2000 to February 2002 and as Senior Manager, Network
Management from May 2000 to October 2000. Prior to joining us, Mr. Mackley served at Salomon Brothers and
Salomon Smith Barney, in various roles in their Equity Trading unit and Investment Banking and Equity Capital
Markets divisions over four years. He holds a B.A. in Economics from Washington and Lee University.

Nina Bhanap has served as our Chief Technology Officer since July 2009, as our Senior Vice President of
Engineering from November 2006 to July 2009, as Vice President of Product Development from January 2004 to
November 2006, as Senior Director from January 2003 to January 2004 and as Director of Product Management from
October 2001 to January 2003. Prior to joining us, Ms. Bhanap served as Head of Fixed Income Sales Technology for
Europe at Morga
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