State of the Nation - Canadian Digital
Advertising Industry Update

Presented by Sonia Carreno, President, IAB Canada
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Consumers Making Ends Meet - Shaking up the

Purchase Funnel
Consumer Price Index at a 4-decade high - 6.8%.

Annualized and official Consumer Price Index (CP1), January 2018 to August2022

% change

Day-to-day costs increased
significantly post-pandemic:

« Changes in consumer demand
brought on by COVID-19

« Supply chain disruptions

 OQil price fluctuations
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Estimated Media Inflation in Canada 2022/2023

Rising costs may drive media investment choices.

Canadian Media Inflation % Estimates 2022 Actual 2023 Predicted Global Predicted 2023
ooow | 5% | 4% |  38%
Search | 4 | 4 | NA

IAB Canada Media Inflation Barometer April 2023
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Context-Appropriate Growth

Highlights from the 2022/23 Revenue Survey

* $14.2B Online Advertising Industry - a 15% growth rate

« Performance media spending increased along with emerging categories like CTV, Audio
and DOOH

« CTVis estimated at $658M in Canada - a 17.5% YoY growth
« Display separated from Social Media remained flat

* Programmatic - 41% is bought programmatically and 43% is reported to involve sales
contact (PMP or Guaranteed)

« Retail Media is squarely on the radar - estimated at $912M
« Estimated growth overall for 2023 -11%
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Education - 20+ Yrs
Better Technology
Less Icebergs?
Better Ships

Skilled Captains




Agencies/Brands

Growth, Innovation &
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Growth, Innovation

Publishers
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AdTech

Growth, Innovation &

okie Deprecation
- UIDs

« Clean Rooms

+ AllIntegration

* APl development

. Standardlzatlonllnteﬁope@
+ Adoption ™
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What's on IAB Canada’s Radar
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Building Better Ships - Lots of Captains Lots of Ships

Our Oceans are Changing — Fundamental Changes to the Ecosystem

« Fragmentation of AdTech - proprietary systems
« Protectionism - open vs. closed web solutions
« Short-term planning - tech debt and death by iterations

« Global and domestic policy constraints
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An (Over) Regulated Industry 2023

 Privacy

2020 - 2022 o~ GDPR
o CCPA
o CPPA
o Law 25
o CPPA * AIDA
o Ontario/Quebec - M2K
o CCPA e M2K « Elections Canada
o Transborder « Elections Canada - Cannabis
r M2k . Cannabis + Vaping
« Elections Canada . Vaping . iGaming

» Heritage . Cannabis . .

. Marketing "_,Qplng — _ Al | * Streaming Bill
2015-2017 _ toKids-. e | e NEWSACL - News Act
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All Hands on the Policy Deck

Charting the Course

Critical Updates to TCF Canada to meet September 2023 deadline
Seat at the table for AIDA developments

Advocacy for informed policy across all bills

Updated terms and conditions between buyers and sellers

Clear visibility to emerging global policies
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Maps and Tools
Accelerated Road Maps & Off the Shelf Tools

Moving Towards Cookie

H Independence
LJ
1AD. canada
An 1AB Canada Guide to Implications #ind Preparedness

Moving Towards ] IAB Tech Lab Outputs (Global)

Cookie Independence 2
/ . o iab.......
The IAB Canada Ci ¢ P ETS
Extinction B A Guide to Modernized
of Third Contextual,Advertising ¢ Ad Va n C e d TV
Party Padr;::'::na nada’s “Moving Toy v'nh:o kie / .
Cookies ™" A Guide to Authenticated e Cross Media Measurement
B g g 4

Audiences’& Unn{ersal IDs

eyt / * Transparency
« Accountability

3-Way Addressability on the Horizon

Universal IDs Contextual Signaling Seller Defined Audiences

.
iab. ...

Im pl ications !AVE Canax‘ia F(?mminee Industry Paper

All Involve i .
First Party @ A Guide toSeller Defined
Data Audiences .

Part of IAB Canadat"l\zoving Towards
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Maps and Tools

Supporting our Local Market Thank you...

b Be" Media

Powerful Digital Leadership About ¥ Events v Education v Guidelines v TCF Canada v Membership v

Showing 1 - 60 of 1,413 : 1.D ‘ ‘

BUYING CAPABILITIES COVERED VERTICALS ADVERTISING CAPABILITIES

Accepts 3rd Party Ad Serving/3rd Party Fashion/Beauty (21) AR & VR Experiences (8)
Validation Tags (24) $ Recipes (8) Audio (270)

Accepts 3rd Party Measurement (24) Political Ads (15) Custom & Branded Content (524)
Ad Fraud Compliant (23)

Parenting & Family (239) Data Audience Extension (154)
Ads.txt (20)

Government (18) Digital Out of Home (9)
) o Business & Finance (536) Front page take over (20)
Brand Survey Capabilities (22 i i

y p. (22) Cannabis (126 Native & Display Ads (1325)
Contextual Targeting (25) Programmatic Access (746)

French Content (23) Representation of 3rd party sites (10)
‘@ Weather (107)

Geo Targeting (26) ’ Social (19)

In-House Production Capabilities (24) Dating (37) more

eSpotify
VILLAGE:
iab

Behavioural Targeting (22)

Automotive (350)

more




Crew Management

Highlights from Outlook Interviews 2023 & Council Discussions

« Pendulum swinging between art and science

« Needs in demand are both technical and analytical in scope

« Difficulty in transferring skills across the board in hybrid environments
 Significant concerns about the impact of Al on the sector’s jobs

- DEI has seen positive movement and integration across sector

: x \ @
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IAB look Interviews 202 — Iab
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Digital Social Responsibility

From “"Nice to Have” to “Must Have"

« Global standards - adequacy across markets Your LOGO  [#77

- Reporting readiness Aprouds,gljtf,yri,ABC;nagj 947 ]
e r.bon Emissions - entire supply chain s?p';/oiffity-"""d ,{,'c,u'sion Charte 4 a
« Ethical Use of Al industry in Comaaa. - 612! advertising oy /
« DEI and Accessibility | /
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Accessibility - An Integral Part of DEI

Pour Principles

- Perceivable N
« nothing is undetectable or invisible to the user.
- Operable

« Users should be able to operate a website with the controls they normally use - voice
commands etc.

« Understandable
« Websites should be understandable to every user and not overly complicated.

 Robust

« Content must be equally robust across a wide variety of technologies and platforms,
from one browser to the next, from PCs to handheld devices and so on.
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Net Zero Carbon

NGRS

NS

Happening TODAY
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« Benchmarking initiatives
« Focus on the three areas of emission you can
control today:
« Reduce bid calls :'5:\
« Shorten proxies -
« Content efficiencies
« Step Changes - creating the starting point

 Integration with gold standard
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Measurement

The Race to Measurement

« Industry initiatives underway led by
ACA and WFA to lock down the CTV /
Video measurement standards

- Emerging media creating some risk of
cross-media incompatibility

« Fundamental - technical definitions
must be used as baseline

« Attention Metrics - replacing viewability
and potentially re-defining
value/currency levers . —
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https://chat.openai.com/?model=gpt-4
[ ] I I e O f A I What is the most remarkable event that ever took place on May 31

There have been several significant ev:

ents throughout history on May 31. However, it's
difficult to obje

ctively state which event is the most remarkable because what one person

finds remarkable, another might not. That said, here are some notable events that have
he Race to Measurement °

ccurred on May 31 throughout history:

1. May 31, 1971: The Titanic was launched.

and was at the time, the largest

« Consent management :

 ldentifying and eliminating bias in algorithms N

« Shaping governance of Al for the use of advertising -
disclosures and watermarking practices etc.

« Accountability of decision-making capabilities and
process

« Transparency
« Global framework for codes of practice and conduct




Developing the Gold Standard

Building a sustainable future for digital advertising

°
Iab% Whoweare v Ourwork v Ourmembers v Ourevents v a Q Join the IAB LOGIN
0items

Gold Standard 2.0 I

Having first launched in 2017, the Gold Standard continues to evolve to deliver on its aim of building a
sustainable future for the digital advertising industry. Gold Standard 2.0 introduces a more robust criteria,
including incorporating IAB Europe's Transparency & Consent Framework. By bringing together existing
industry initiatives, the Gold Standard has four keys aims:

Reduce ad fraud

Reduce ad fraud
By implementing or supporting IAB Tech
Uphold brand safety Lab's ads.txt, sellers.json and OpenRTB

Help compliance with the GDPR and ePrivacy law Supply Chain Object

Improve the digital ad experience

We are working together with our members to drive change within the digital advertising industry. Doing
s0 not only makes business sense - our 2019 Adspend study shows that Gold Standard certified
companies grew at twice the rate of non-certified companies - it also benefits all parts of the digital supply
chain, not least the end consumer.

FIND OUT MORE

By obtaining TAG Brand Safety

o

Uphold brand safety

Improve the experience

By adhering to The Coalition for Better

Certification Ads advertising standards
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How to Avoid Icebergs

The "onus" is on captains and shipping companies

1.
2.

Adopt the tools that exist TODAY

Watch and listen to stakeholder challenges BEFORE making potential
break changes

Build for the oceans not for the lakes

Assess short term investments against long term gains and potential
penalties

Switch perspective from short to mid-long term - tech solutions take
time

Be part of the solution

Be prepared_to changef@urse bU|Fd fO“r*agmty, global standards
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“The Titanic hit the iceberg
not because they could not
see it coming but because
they could not change
direction..” ~ D. Devlin
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Join the Powerful Digital
Leadership Community
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Tolo:

Thank you for your continued support.
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