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Today’s Discussion

State of the Nation - Canadian Digital Advertising Industry Update
The Future of Addressable Audiences

First Party Data Checklist

The Evolution of Consent

Prioritizing Compliance

Roadmap to a Sustainable Supply Chain

Measurement Matrix

Innovation & Tech

Building Positivity into Platforms
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State of the Nation - Canadian Digital
Advertising Industry Update

Presented by Sonia Carreno, President, IAB Canada
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Discussions Shaping the Digital Media Landscape

2022 - Landing Plane(s) in a Busy Digital Media Economy

The State of the Industry 2022
The Big Rush

Flight Path 2022/23
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A Great Comeback

Highlights from the 2021/22 Revenue Survey

* $12.32B Online Advertising Industry - a 28.1% growth rate new advertisers and diverse
inventory

* Video shifts further towards CTV fast growing $533.5M in Canada - SVOD fatigue and
content boost contributing to growth

« Growth in Video, Audio and OOH - new formats
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A Great Comeback

Highlights from the 2021/22 Revenue Survey

« Display when separated from Social Media, shows exceptional growth (47.9%) driven
largely by shifted budgets and Branded Content

« Programmatic - 51.2% BUT 73.1% involves sales contact (PMP or Direct)

« Retail Media on the radar with an increasing offering in Canada and a category that is
being defined and differentiated - Over $800M (just the beginning)

« Bullish growth estimates for 2022 hovering the 20% mark - variances by Canadian vs.
International channels - and some re-calculations taking place in real time due to world
issues
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Category Share of Advertising in 2021

National Advertisers Continue to Invest in CPG, Automotive and Financial

Consumer Products and Goods 23.3%
Automotive 20.4%
Financial Services 14.3%

Retail

Entertainment & Media
Technology

General Business
Restaurants
Pharmaceuticals

Travel Services

Apparel & Accessories

Wellness

Standard Media Index, Core, Canada, 2021

1.5%

10.2%

Notable Areas of Growth

Travel Services (+156%)

Banking and Investments saw +41%
growth.

Entertainment (+47%)

QSR (+40%)

Alcoholic Beverages (+76%)
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Many Categories Back in Business

Some Bounce-Backs from 2019 - Long Tail Tells a Story of Delayed Recovery
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Consumer Automotive Financial Retail Entertainment & Technology General Restaurants  Pharmaceuticals Travel Services Apparel & Wellness
¥ Services Media Business Accessories

2019 % 20205 [ 2021$

Standard Media Index, Core, Canada, 2021 g - - ) . To- - Iab



Media Inflation Report

Media Inflation Report Highlights

» Addressability changes & privacy

Canadian Media Inflation % Estimates

« More advertisers putting pressure on 2022 2021 2020 2019
various category bid prices
» Knock-on effects of supply chain issues m
OCUee |
+ Impact of war in Ukraine
« Increased activity in bespoke ad
campaigns Newspapers | 245 | 23 | 13 | 265 _

* Increased use of third- party technologles
like clean rooms-—

IAB Canada Media InfTétion Report 2022 : o - - ) Iab
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The Industry’s Baggage

Sorting , Tagging and Delivering

Talent

Policy
Addressability
Environment

Measurement
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Currency of Talent

Highlights from the Currency of Talent Barometer Report 2022

» Top priority for IAB Canada members this year

« Our needs are changing - analytics, issue-spotting and data literacy are now must-
haves

« There are an estimated 85K of jobs open in the sector in Canada roughly 22% are
entry level

« Salary expectations are placing pressure on the value chain

« Expecting a hybrid model for the near term - many Covid hires meeting their teams for
the first time - some never met them

* Great opportunity to work on DElpledges and we see positive movement
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Diversity, Equality & Inclusion Charter

We have to do the work...

Your LOGO Here

Supporting a diverse digital advertising
industry in Canada.
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The Industry’s Baggage
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Enhancing the Industry Toolkit

Seller Defined Audiences finds its way into the mix

Moving Towards Cookie

iab 1 Independgnce
Moving Towards 7 7
Cookie Independence o r
/ . 1ap..
The
Extinction A Guide to Modernized
of Third Contextual,Advertising
Party ml:..zn_.,,x_wwm:w. /
Cookies

A Guide to Authenticated
, Audiences’& Universal IDs

Part of IAB Canada'’s “ Movmg Towards /
Cookie Independerre Series” i

I

Implications
All Involve L

First Party @
Data

EEN.

eeeee t Managemen(
at

Audiences

ata
to parlay into new eco-system

N s
Emerging Tools in the Cookieless Toolkit _— |
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IAB Canada Committee Industry Paper
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IAB Tech Lab Outputs (Global)
« Seller Defined Audiences (SDA)
« Global Privacy Platform
« Accountability Platform

A Guide to Seller Defined

.
Part of IAB Canada®“Moving Towards

Cookie ndependey/e Series”
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Three Top Priorities for Advertisers

Tool-Up

1. Consent - across the supply chain
a) Adherence to cross-jurisdictional laws
b) Bestin class frameworks - policies and accountability frameworks like TCF
2. Shore up first party and enhance capabilities - add utility and re-
evaluate the content strategy of your website

3. Build pipelines leveraging CDPs/CRM etc. into the new eco-
system
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IAB Global Privacy Platform

Global IABs Tackle a Patchwork of Requirements

NEWS  CONTACTUS

FRANGAIS

a

> § W in JILBRIGGS~  LEARNERLOGIN

.
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Powerful DigtalLeadership Guidelines ~

About v Events v Education v Resources v

‘s
IAB GLO.BAL PRIVACY PROJECT
3 ®

As the digital advertising industry prepares for a cookieless reality and increasi
need for a technology-neutral method for delivering meaningful consent has b
response, local IABs, the IAB Tech Lab and their collective stakeholders have b
Privacy Project - a one of a kind, proven privacy framework that ensures consy
cuted while providing the supply chain with an account
al laws

iab.

Privacy Laws &
Digital Advertising:

Multijurisdictional Overview
and Implications

that are technically e
consent status in compliance with cross-jurisdi

This global approach to responsible, privacy-protected media transactions wa]
GDPR) and is quickly growing to serve additional markets including Canada. H
Platforms are now able to now leverage this framework to provide content puf
their consent activity is being managed in a globally standardized way eliminat
privacy protection for consumers.
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« Representing the industry

« Working with regulators

« Developing a viable solution
to privacy-first advertising

« TCF Canada first

jurisdictional roll out
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Federal on Hold and a PIPEDA Consent String
Booked in 2018...Now Boarding

Canada was adopted as priority market for IAB Tech ,
Lab Global Privacy Platform roll-out Iab:

IAB Canada TCF adaptation to enable compliance ,f;i‘e’fv’fda Transparency & Consent
. ] ) £ rk Policies

with PIPEDA today and prepare for future legislation

including Quebec

International access to comply with Canadian Law

Accelerated adoption due to heavy EU eX|st|ng
penetration with global vendors p—
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New Legislation in Quebec

Bill-64 amendments to modernize C.25 became law in September 2021

Québec has significantly modernized its private and public p—

sector privacy regimes, better adapting its legislative
framework for the protection of personal information
present-day realities keeping pace with international
privacy developments

Becoming a Chief
Privacy Officer - An

tO Introductory Course

June 20, 2022

9:00am - 4:00pm EDT

IAB Canada Office

Backed by stringent enforcement measures, rather than iab.

merely strong recommendations as is the case under
PIPEDA.

Many of the new obligations reflect privacy provisions
already in force in most of Canada but there are some
notable considerations.
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New requirements will roll out
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Go to Gate
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Countdown to Quebec’s

New Privacy Law

Countdown to Quebec's
New Privacy Law
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Regulated iGaming in Ontario

Setting the precedent for a successful and responsible vertical

Brought the regulators and the
iGaming Ads for Registered Operators RUN IN Ontario i n d u Stry togeth e r

Created resources to help agencies
?espgnsi_bleAdvertising and pUb“SherS dO thEIr pa rt
or 1Gaming

S ronmess AN~ T Working group across all
stakeholder groups

iab think
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IAB Canada Kicks off
iGaming Working Group
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Net Zero Carbon &

-.@\4

Actualization of ESG Commit

[1111lyy,
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Strong movement

Developing measurement standards that can
be applied universally -

|dentifying the key areas contributing to digital
media emissions

Solutions that command accountability from
all areas of the value chain

Real consequences
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Net Zero Carbon - IAB Canada Action Plan

Actualization of ESG Commitments

Benchmarking initiatives

Focus on the three areas of emission:
e Reduce Bid Calls
* Shorten Proxies
« Content Efficiencies

Step Changes - creating the starting point

Integration with gold standard
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Measurement Mania

The Race to Measurement

 Industry initiatives underway to lock down the CTV/
Video measurement standards

« Emerging media with impressive growth is creating some
tech debt risk

« Moving with caution to ensure full stakeholder buy-in
and sustainability

» Re-defining value/currency levers
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Developing the Gold Standard

Building a sustainable future for digital advertising
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Gold Standard 2.0 L

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
Uphold brand safety *
Help compliance with the GDPR and ePrivacy law

Improve the digital ad experience Reduce ad fraud Uphold brand safety Improve the experience

We are working together with our members to drive change within the digital advertising industry. Doing rting |A n Safety By adhering to Tt for B
50 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
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Boarding by Group Numbers

Prioritizing the Industry

* Pre-Boarding
—  Currency of Talent
—  Commitments to DEI

Compliance - Privacy Officer by September
Current Gold Standard - Adopt what we've got!
Alignment for Addressability - First Party Data
Survey the Inputs & Requirements
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“The only reason or tlme IS so that ever t‘hl g doesn t 9
happen at once. A. Einstein A
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Thank you for your continued support.
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