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QUARTERLY NATIONAL BRAND ADVERTISING SPEND
A BENCHMARKING REPORT FOR Q4 2021
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Excerpt taken from IAB's incoming Board Chair, Krishan Bhatia of NBCUniversal
1.  We need to build trust

Streaming is the future of the ad-supported ecosystem

Invest more in First-Party data

Addressability at scale requires collaboration at scale

a B N

Invest in diverse talent

Source: Stdnddl‘d
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STANDARD MEDIA INDEX OVERVIEW

ol

Global partnership model Clean and harmonize Produce category, spend
with major holding client level data for faster and cost level insights which
company agencies and and better reporting, then becomes SMI data
leading independents. insights, trends, and products. Clients include
HQ'd in NYC since 2011, forward-pacing. publishers, finance,
Canada launch in 2020. consulting, brands and tech.
Standard
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CANADIAN PARTNER AGENCY ROSTER
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STANDARD MEDIA INDEX REPORTING

! Apparel & Automotive General

‘ ‘ ‘ ‘ ‘ / Py =

Television  Newspapers  Magazines Nelelle) Out of home Other

. Entertainment Financial
Traditional & Media Services

Pharmaceuticals  Restaurants Retail
Digital
Video Display Audio Search Social ~ Programmatic ‘ ‘ .
Techno|ogy Travel Wellness E
, Services i
Standard
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ALTHOUGH SLOWER IN RECOVERY THAN OTHER ENGLISH-LANGUAGE MARKETS,
CANADA SAW YOY GROWTH IN EVERY QUARTER OF 2021

Cross-Media National Brand Ad Investment

Quarterly YoY Percent Change
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Source: SMI Pool | Markets Include US, CA, UK, AU, NZ

Media Formats Include: TV, Magazines, Newspapers, OOH/Cinema, Radio, and Digital
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ENGLISH-LANGUAGE MARKETS FINISHED Q4 UP OVER BOTH 2020 AND
2019, CANADA WAS ON PAR

Cross-Media National Brand Ad Investment
Q4 - 3-Year Trend, 2019, 2020, 2021
Market Split

UsD$

m Q4 2019 Q4 2020 Q4 2021
2021 v 2020: +8%

2021 v 2019: +13%
+8%

+14%

+5%
+12% +12% +8% +3%
+7% +16% 8%
I — I
English-Language ] LA I*I =
Markets Total 1 s

Source: SMI Pool | Markets Include US, CA, UK, AU, NZ
Media Formats Include: TV, Magazines, Newspapers, OOH/Cinema, Radio, and Digital Standard
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ENGLISH-LANGUAGE MARKETS SAW EIGHT CONSECUTIVE MONTHS OF GROWTH
VS BOTH 2020 & 2019, CANADA WASN'T FAR BEHIND WITH SIX

English-Language Markets — Cross Media Investment Seasonality
3-Year Trend

usD$ 2019 2020 2021
+11%
+12% +12% +18% +1%
+20% +57% +45°/o o ° 9
2021 vs 2020: -2% -5% o +53% % i 52?// :22(;// M% +13% +8%
2021 vs 2019: -2% +2% I -5% I I I I
Jan Feb Mar Oct Nov Dec
J+)] CANADA Market - Cross-Media Investment Seasonality
4 3-Year Trend
USD )
% +18% +-|70/° 0%
+26% +87% +93% +66% +71% +24% ° +13% +9% ©
0% +4% -6% o +10% -1%
2021 vs 2020: -11% 0% -13% +1% +18% +21%
2021 vs 2019: 7% I 6 I I I I

Jan Feb Mar Sep Oct Nov Dec

Source: SMI Pool | Markets Include US, CA, UK, AU, NZ
Media Formats Include: TV, Magazines, Newspapers, OOH/Cinema, Radio, and Digital ateadnlgard
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AS WITHIN CROSS-MEDIA, ENGLISH-LANGUAGE MARKETS ALSO FINISHED Q4 UP
WITHIN THE DIGITAL SPACE

Digital National Brand Ad Investment
Q4 - 3-Year Trend, 2019, 2020, 2021
Market Split

UsD$

m Q4 2019 Q4 2020 Q4 2021

2021 v 2020: +13%
2021 v 2019: +40% #14%

+42%

+1%
+22% +6% +22% +16%
+24% +47% +34%
[ —— —
English-Language ] LA I*I =
Markets Total 1 O s

Source: SM| Pool | Markets Include US, CA, UK, AU, NZ standard

Media Formats Include: Digital
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BUILDING ON A STRONG Q3, CANADA CONTINUED TO TRACK WELL VS THE U.S. IN
Q4, HOWEVER CANADA HAD A SOFTER DECEMBER

Digital Investment - U.S. & Canada

UsSD$ Jan 2019 - Dec 2021

N

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
2019 2020 2021

—— JS CA* (Scaled)

Source: SM| Pool | Markets include US, CA standard

Media formats include: Digital
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THE SHIFT TO DIGITAL MEDIA ACCELERATED BY THE PANDEMIC CONTINUED,
CANADA WAS ON PAR WITH THE US FOR HIGHEST DIGITAL SHARE AMONG
ENGLISH-LANGUAGE MARKETS

English-Language Markets — Cross-Media Mix
Q4, 3-Year Trend, 2019, 2020, 2021

% MIX m Digital = Television Other (Radio, Print, Outdoor)
100%

90% 21% | 16% | [ 17% 5 9 : 5
o s | 2% | 24% 0% | 26% | 26%
70% <19 |l 3% || 30%

60% . 36%

39% -

50% 37%

40%

30% sao I 54l 53+

20% : 26% 41%

32% °
10%

2019 2020 2021 2019 2020 2021 2019 2020 2021 2019 2020 2021 2019 2020 2021

== i+l
S * .

Source: SMI Pool | Markets Include US, CA, UK, AU, NZ
Media Formats Include: TV, Magazines, Newspapers, OOH/Cinema, Radio, and Digital Standqrd
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CANADIAN DIGITAL SAW LESS GROWTH COMPARED TO THE US, DUE TO CANADA
SEEING LINEAR TV GROWTH THAT WAS NOT EXPERIENCED IN THE US

Digital vs Traditional Media
Cross-Media Investment Percent Change

Q4 2021 vs 2020 & 2019
2021 vs 2019
+42%
2021vs 2019 2021 vs 2020 2021 vs 2020
+14% +8% +14%
| — | |
2021vs 2019 2021 vs 2020
8% -1%
Cross-Media Total Digital Television
2021 vs 2019 2021 vs 2020
2021vs 2019 2021:;,/2 020 +24% 2021 vs 2020 o1 ve 206 +25%
o, (] VS
AL i
| ; | | | |
Cross-Media Total Digital Television

Source: SMI Pool | Markets Include US, CA standard

Media Formats Include: TV, Magazines, Newspapers, OOH/Cinema, Radio, and Digital
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SECTION TAKEAWAYS

ENGLISH-LANGUAGE DIGITAL FINISHED Q4 UP +13% DECEMBER WAS SOFT FOR
MARKETS SOLIDIFIED THEIR VS 2020 AND UP +40% VS 2019 CANADA, ENDING THE MONTH
PANDEMIC RECOVERY ACROSS ENGLISH-LANGUAGE FLAT TO 2020 AND DOWN -1% VS
POSITION FINISHING Q4 +8% MARKETS, SHARE WAS STABLE 2019, COMPARED TO ENGLISH-
VS 2020 AND +13% VS 2019 WITH CANADA AT 56% LANGUAGE MARKETS WHO SAW

GROWTH VS BOTH YEARS

Standard
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CANADIAN MARKET FOCUS

Standard
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CANADIAN NATIONAL BRAND AD SPEND EXCEEDED BOTH PRIOR YEARS

Cross-Media National Brand Ad Investment
YoY Percent Change & Volume

Full Year and Q4 View

+27%, +12%,
$6.010.919 385 $6,263,735,444 $1879 403,312
-18%,
$4.945,505,930
$1752163.676
4%,
$1684,345 678
I |
= Full Year 2019 m Full Year 2020 = Full Year 2021 = Q4 2019 Q4 2020 Q4 2021

Source: SMI Pool | Markets Include Canada standard

Media Formats Include: TV, Magazines, Newspapers, OOH/Cinema, Radio, and Digital
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DIGITAL SHARE CROSSED THE 60% MARK AGAIN IN DECEMBER 2021

Cross-Media Mix
Q4 by Month, 3-Year Trend, 2019, 2020, 2021

% MIX
m Digital = Television Other (Radio, Print, Outdoor)

100%

- N WU N 0 O
O O O O O O O O O
3 8% o9 8¢ o9 o9 59 o8¢ &°

O
o®

Oct-19 Oct-20 Oct-21 Nov-19 Nov-20 Nov-21 Dec-19 Dec-20 Dec-21

Source: SMI Pool | Markets Include Canada standqrd

Media Formats Include: TV, Magazines, Newspapers, OOH/Cinema, Radio, and Digital

SMI Client Report | Cannot be Distributed Without SMI's Consent 17 MedICI
Index




2021 SIGNALED
THE START OF A
RECOVERY FOR

Canada’s Recovery Journey

National Brand Ad Spend
2021 vs 2019, YoY Percent Change by Quarter

Cross-Media

THE CANADIAN AD —
MARKET :
Q1 Q2 Q3 Q4
WITH MEDIA o
INVESTMENT e
LEVELS SITTING 2% ] — = 2%
WELL BELOW THE
NORM IN 2020, a1 @2 a3 Qs
COM PAR”\IG TO Traditional
2019 IS THE REAL
BENCHMARK FOR S0, [ (S
GROWTH 5 - - N

Source : SMI Pool | Markets Include Canada

Media Formats Include: TV, Magazines, Newspapers, OOH/Cinema, Radio, and Digital
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DIGITAL SHARE HAS BEEN GROWING STEADILY SINCE 2017 BUT WAS GREATLY
ACCELERATED BY THE PANDEMIC, PEAKING IN DECEMBER OF 2020

The Great Media-Mix Shift in Canada

m Digital = Out of Home Radio mNewspapers mMagazines m Television

Source: SMI Pool | Markets Include Canada
Media Formats Include: TV, Magazines, Newspapers, OOH/Cinema, Radio, and Digital Stqndard
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DIGITAL SPEND HAS BEEN HIGHER THAN TV SPEND SINCE AT LEAST 2017, BUT THE
PANDEMIC CREATED A DELTA THAT ISN'T GOING AWAY

Canadian Monthly National Ad Spend by Digital and TV
Jan 2017 - Dec 2021

—Digital Television
\/r/\ //\/\J/%\/\
Digital investment Digital investment Digital investment Digital investment Digital investment
was +1/% higher wass +21% higher was +56% higher was +87% higher was +59% higher
than TV investment than TV investment than TV investment than TV investment than TV investment

Source: SMI Pool | Markets Include Canada
Media Formats Include: TV and Digital ateadr:gard
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Monthly National Brand Advertising Spend
Percent Change by Channel
THE DECEMBER 12-Month Rolling
YOY DECLINES IN o +19% 626 130% 4ggo u70%  *T0% 430%  p0% s13%  e13%
THE DIGITAL SPACE Digital Total ~6%
WERE DRIVEN BY w09 +22% +88% +137% +100% +100% +#182% i . Voo )
CONTENT/PRINT, | Al S PN
AS WELL AS THE 2ocd
UNUSUALLY HIGH gy, *45% TRV% *05% +38%  +39% _26% 9% 4%, +28%
LEVELS OF DIGITAL W -
SPEND WE SAW IN — - -
THE MARKET IN et U/" :2.03 +28% +71% +20% :‘E +15% 429
DECEMBER 2020 Video 7% A% -19%
+55% +93% +219%__ +146% +125% *+120%  460% +42% eaEs  Hh% 1o
THESE WERE NOT ] T
AS PRONOUNCED ALelo i
IN 2021 DUE TO W1 8RN VTI%  uT3%  WAT%  su% 5% gy een
MARKET T— - —————
Content/Print  —23% g %
NORMALIZATION
% Change Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Source: SMI Pool | Canada
Media formats include Digital Stdnddrd
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OVERALL DIGITAL SHARE DECREASED AS LINEAR TV NORMALIZED, BUT SEARCH
AND SOCIAL STILL MANAGED TO GAIN SHARE

. N Magazines,
Newspapers, Mo%osz;nes, . ewgpsgopers, %.4%
Billboards, ~ 0.8% 70 Billooards, _
2.9% 3.0%
h Spot Radio
Spot Rad . . '
Pt Cross-Media National Ly %
Local TV, Brand Ad Spend, °5 e
2.4% Share by Media Sub-Type '
Q4 2021 vs 2020
Q4 2020 ,' Q4 2021 ,
Internet Internet
Radio, 0.7% Radio, 0.8%
Other Other
Digital, 2.1% Video, Digital, 3.5%
1.6% 1.4%

Source: SMI Pool | Markets Include Canada standard

Media Formats Include: TV, Magazines, Newspapers, OOH/Cinema, Radio, and Digital
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ALL DIGITAL SUB-
TYPES SAW
GROWTH VS
PREVIOUS TWO
YEARS EXCEPT FOR
PROGRAMMATIC VS
2019

DIGITAL AUDIO &
DOOH SAW THE
GREATEST
INCREASES

MOST TRADITIONAL
MEDIA TYPES

FACED DECLINES VS
2019

EXCEPT FOR LINEAR
TELEVISION

Media Sub-Type Revenue Trend
National Brand Advertising Spend

Q4 2021 vs 2020 & 2019

Digital

Video/OLV

Social

Audio/Digital Radio
Content/Digital Print
Programmatic
Search

DOOH (Digital/Programmatic OOH)

+194%

Traditional

Out of Home (linear)
Specialty Televison
Conventional Television
Newspapers
Magazines

Radio (terrestrial AM/FM)

Q4 2021 vs Q4 2020 m Q4 2021 vs Q4 2019

Source: SMI Pool | Markets Include Canada
Media Formats Include: TV, Magazines, Newspapers, OOH/Cinema, Radio, and Digital
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The Digital portion of OOH includes the representative
programmatic OOH DSPs. The volume amount has been
removed from Programmatic to avoid duplication — please
reach out to SMI for the owners that were included
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THE BIGGEST DIGITAL MEDIA OWNERS GOT BIGGER, TAKING SHARE FROM THE
LONG-TAIL, SMALLER-SHARE OWNERS

Digital Top 10 Master Owner Share of Digital

Q4 2021
+3%
Canadian
Broadcasters™
3% -1%
All Others
+21% 26%
Spotify 2021 vs 2020 Volume
1% Percent Change +12%
+31% Google”
. 35%
Snapchat
2% ‘IIIIIII-II""
+262%
TikTok
2%
+4% +8%
Microsoft FOC@EOOk
2% 20%
+69% o o o
Yahoo +1,3/° ,+27/° +3% *Spend on Google is inclusive of revenues via DV360
59 Twitter Pinterest/ Amazon *Canadian Broadcasters includes Rogers, CBC, Bell,
° 2% 2% 4% Pelmorex, Corus, and Quebecor

Source: SMI Pool | Canada standard

Media formats include Digital

% is share of Digital Media
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MOST SOCIAL PLAYERS GREW IN VOLUME, WITH SMALLER PLAYERS LIKE TIKTOK
AND SNAP TAKING SHARE FROM TWITTER AND FACEBOOK

Social Top 10 Master Owner Share of Social

Q4 2021
+u945, @ reddi
Linked T} % +3%
1% All Others
g@g SnapChat 0.1%
+31%
. 6%
d* TikTok

. +13%
,Twﬁter 7%

facebook

+27% 2021 vs 2020 Volume

@ Pinterest 8% Percent Change +8%
67%

Source: SMI POQI | Canada standard

Medio‘formots include Social e A % s shere oc i M d
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VIDEO INVESTMENT WAS LARGELY LINEAR BUT SAW VOLUME GROWTH, DESPITE
DIGITAL SHARE DECREASING

Media Type Spend
Split by Content Type and Digital / Traditional
Q4 2021 vs 2020

® Traditional m Digital

12% . 14%
100% 100% 20% 10%
° 85% 87%
% o 88% 80% 90% 86%
2020 2021 2020 2021 2020 2021 2020 2021 2020 2021 2020 2021 2020 2021
Video Programmatic Social Search Content / Print Audio Outdoor

Source: SM| Pool | Markets Include Canada : : o The Digital portion of OOH includes the representative standard
Media Formats Include: TV, Magazines, Newspapers, OOH/Cinema, Radio, and Digital programmatic OOH DSPs. The volume amount has been
SMI Client Report | Cannot be Distributed Without SMI's Consent 26 removed frem Progrdmmdtic to avoid duplication — please Medld
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DIGITAL VIDEO PLATFORMS CONTINUE TO GROW AT HIGH RATES

Video Spend Volume on different Video Platforms
2021vs 2019 % Change YoY (Full Year)

+25%
+22%

+2%

2021 vs 2019

+14%
2021 vs 2019
+471%
% +3%
OLV OTT Connected TV (Device)

m 2019 2020 2021

SMI Canada Standard
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SECTION TAKEAWAYS

CANADA FINISHED Q4 UP DIGITAL FINISHED Q4 UP +6% VS Q4 DIGITAL VIDEO INVESTMENT
VS BOTH 2020 & 2019, OF 2020 AND UP +24% VS Q4 OF CONTINUES TO CLIMB; ALL
WITHIN BOTH CROSS- 2019, OVERALL DIGITAL SHARE TOP DIGITAL MEDIA OWNERS

MEDIA AND DIGITAL LOWER THAN Q4 OF 2020 AT 56% SAW AD REVENUE INCREASES
VS Q4 2020

Standard
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PRODUCT CATEGORY ANALYSIS

Standard
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WITHIN DIGITAL,
ELEVEN OF SMI'S
TWELVE TRACKED
PRODUCT
CATEGORY
GROUPS FINISHED
Q4 IN A GROWTH
POSITION VS Q4
2019

CPG, AUTO, RETAIL,
TECH, AND PHARMA
WERE UNABLE TO
MEET Q4 2020
DIGITAL
INVESTMENT LEVELS

Digital Total

CPG

Automotive

Financial Services
Retail

Entertainment & Media
Technology

Travel Services
General Business
Restaurants
Pharmaceuticals
Apparel & Accessories

Wellness

Source: SMI Pool | Markets Include Canada
Media Formats Include: Digital

SMI Client Report | Cannot be Distributed Without SMI's Consent

Product Category Groups

Digital National Brand Ad Spend - Percent Change

Q4 2021 vs 2020 & 2019

-5%

-14%

+28%

-15%

+39%

-7%

+386%

+33%

+25%

-7%

+50%

+21%

Q4 2021 vs Q4 2020

30

Q4 2021 vs Q4 2019

Ranked top to bottom on Q4 2021 Volume Investment
Not Showing Product Category Group 'SMI| Pool’
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THE TOP THREE CATEGORY GROUPS MADE UP 54% OF ALL DIGITAL INVESTMENT
IN Q4 2021, A 4.0-POINT DECLINE VS Q4 OF 2020 AS DIGITAL SPEND DIVERSIFIED
ACROSS CATEGORY GROUPS

Digital Top 10 Master Owner Share of Digital

2%
Apparel & Q4 2021
Accessories 1%
%
3 1% We1llopess
3% Pharma °
Restaurants 4%

4%
4%
Gen. Busmess
25%
CPG
23%

Technology 21%
Automotive
17%
12%
Ent. & Meol|c1 Financial Services
Yellow indicates 14%
PY (2020) Share

Source: SMI Pool | Canada
i . i iqi % is share of Digital Media Standard

Media formats include Digital

SMI Client Report | Cannot be Distributed Without SMI's Consent : : : Medld
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TRAVEL AND APPAREL LEANED MORE HEAVILY ON DIGITAL IN Q4 2021

Product Category Group Index
Digital vs Traditional — Q4 2021

.
Apparel & Gen.
Travel Serv. Accessories Automotive  Fin. Serv. Business Wellness Pharma  Ent. & Media Technology Retail Restaurants

Categories where Digital media share under
indexes vs Traditional media share

Categories where Digital media share over
indexes vs Traditional media share

a

Source: SMI Pool | Markets Include Canada
Media Formats Include: TV, Magazines, Newspapers, OOH/Cinema, Radio, and Digital Not Showing Product Category Group 'SMI Pool’ ateadnlgqrd

Index

SMI Client Report | Cannot be Distributed Without SMI's Consent 32




IN Q4 2021
ALMOST ALL
CATEGORIES
SPENT MORE
ON SEARCH
AND SOCIAL
THAN THEY DID
IN Q4 OF 2020

Source: SMI Pool | Markets Include Canada
Media Formats Include: Digital

Apparel & Accessories 150 284 142 /12 Q3
Accessories 132 175 125 0 13

Apparel & Footwear 158 354 149 91 263
Automotive 86 18 131 ST 125
Automotive Aftermarket Parts & Services 97 Q4L 150 155 /3

Automotive Vehicles & Dealerships 86 120 130 48 132
CPG 95 13 111 105 70
Alcoholic Beverages 98 13 136 158 &4

Food 92 122 Q7 89 77

Household Supplies 97 150 Q7 174 0

Non-Alcoholic Beverages 110 138 134 4] 108
Personal Care 88 76 109 186 40
Entertainment & Media 139 133 136 135 209
Entertainment 145 194 127 145 226
Media 143 95 155 Q9 163
Toys & Games 121 L1l 150 80 144
Financial Services 128 163 108 135 198
Banking and Investments 125 179 25 125 162
Credit Cards 171 22] 150 180 NA
Insurance 109 93 158 93 81

SMI Client Report | Cannot be Distributed Without SMI's Consent
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General Business 133 314 118 304 47
General Products 142 343 129 407 16
General Services 116 210 102 205 725
IN ®4 2021 Pharmaceuticals 93 92 98 m 150
ALMOST ALL OTC Medicines & Remedies 86 96 99 126 276
Prescription Drugs 105 84 Q6 46 116
CATEGOR'ES Restaurants 125 92 162 68 160
SPENT MORE Quick Serve Restaurants 25 | 92 | 162 | 68 | 160
ON SEARCH Retail 85 76 1 Q4 179
Department Stores 163 7/ 118 NA ]
AND SOCIAL Online Retailers 194 154 295 87 222
THAN THEY DID Other Stores 46 36 72 60 | 206
IN Q4 OF 2020 Specialty Retailers 106 100 89 142 153
Technology 93 128 100 14 S1
Consumer Electronics /5 121 /2 60 101
Technology 164 162 309 252 46
Travel Services 486 295 720 106 309
Travel Services 486 295 720 106 309
Wellness 121 19 145 28 556
Health & Fitness 108 151 14 25 717
Medical Equipment & Facilities 133 86 172 55 471

Source: SMI Pool | Markets Include Canada
Media Formats Include: Digital Standard

Not Showing Product Category Group 'SMI Pool’ Medla
Index
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SECTION TAKEAWAYS

MOST CATEGORY GROUPS WITHIN DIGITAL, FINANCIAL MOST CATEGORIES SPENT
FINISHED Q4 UP VS 2019, SERVICES, ENTERTAINMENT & MORE IN Q4 OF 2021 VS Q4
AND ONLY FIVE WERE MEDIA, TRAVEL SERVICES, GENERAL 2020 ON SOCIAL AND DIGITAL
UNABLE TO MEET Q4 2020 BUSINESS, RESTAURANTS, AND AUDIO; TRAVEL AND
DIGITAL SPEND LEVELS APPAREL & ACCESSORIES ALL ENTERTAINMENT ADVERTISERS
GAINED SHARE VS Q4 2020 TOOK TO ALL FORMS OF
DIGITAL

Standard
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SMI will continue its commitment to working

Sta ndard with the IAB Canada to report ad spend
Media trends in both the Canadian and global
iIndex markets.

We hope to see you again for our continuing

- b series of quarterly updates as well as
Ia ecanada oreviews of our new products.

Standard
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120 Adelaide Street West, Suite 2500
Toronto, Ontario M5H 17T
1-647-388-2882

info@standardmedigindex.com

standardmediaindex.com

Darrick Li

Managing Director, Canada

darrick@standardmediaindex.com

Kelly Fedoruk
Senior Manager, Client Solutions

kelly@standardmedigindex.com
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