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Viewing habits changed

30% 71% 22°%

48%0

Mostly watch Watch a combination Watch exclusively Of those who only
streaming of linear TV and linear television watch linear
content streaming content television are

over 55 years old
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Declining revenue for traditional TV
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Attention economy

= More than 80% of Gen Z use their mobile phones
while watching TV

= Ad fatigue and Ad blocking

= Customer acquisition costs rising
(Performance Marketing)
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Pay TV market facing challenges

= Declining subscriber base
= Access to exclusive content & content acquisition costs

= (Operational and technological transformation
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Trust and credibility

v 61%

Printed media

Radio / Podcast 45%
Outdoor advertising 42%%o

Web 41%

Social networks 38%

TV is the most trusted medium
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Big screen exposure




Brand-safe
environment




What makes digital essential

@ i O

Precise Measurement Data-driven Lead
targeting and analytics decisions generation and
Interaction
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Addressable TV

Traditional TV Targeted
advertising TV advertising

Castoola*



High visibility and
ad detection

49% 35%

Higher recall of Higher attention
targeted TV ads compared to
compared to linear TV linear TV ads
ads
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Benefits for TV Publishers

Broadcasters, Operators, OTT platforms

v Monetizing TV inventory

v" Selling own products, prometing content and services

v Measuring TV viewership
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Benefits for Brands

Why would advertisers take advantage of it?

v’ Catch viewer’s attention with viewable ads
v’ Increase brand awareness and sales

v Reduce ad waste
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Server-side ad insertion (SSAI)

* Dynamicvideo ad insertionin:
« Live TV (ad breaks)
« On-demand content (pre/mid/post-roll)

* Integration through DAI technology partners (MediaKind, Broadpeak, Ateme,

Server-quided ad insertion (SGAI)

Client-side ad insertion (CSAIl)

 Display ads (banners)
 Video ads (pre/mid/post-rollin on-demand)

* Integration directly with Middleware or Player (i.e. Mangomolo, MwareTV,
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E2E integration workflow

AUDIENCE DATA &

PERSONAS Ad Server CLIENT DEVICES
Recommendation VAST /VMAP / CUSTOM
system [ > Analytics v Display Ad placements

CRM TV DMP P v" Video Ad placements

= Linear ad break
4 replacement

|
|
VAST / VMAP :
|
|

PREPARATION Ad Tracking

CONTENT MANIPULATION |-~~~ ~~====-===-=-=----
Live TV Transcoding DISTRlI!BUTIO

Adi ti
:> Packaging ::> _ I > CDN ::>

Request routing

On-demand

Conditioning

SCTE-35/104
3rd Party

mm CSA| (Client-side ad insertion)
== SSA| (Server-side ad insertion)
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Targeting possibilities

No Frequency Cap
With Frequency Cap

Branding &
Awareness

Incremental
Mass Reach

N - Affinity &
Advanced Efficiency
Targeting

Tailored Reach

A 4

Retargeting
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Value of content promotion (case study)

v Viewers stay longer on channel if they were intrigued to switch
to the channel

82 OIO BAKE OFF ITALIA S o e
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Increase of avg. ‘Real Time W 3 Premi OK

watching time for PREMI OK
users redirected
from advertisement
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Who might struggle to keep up?

= Content providers without relevant offerings
= Platforms with poor user experience

= Those currently meeting standards but acting
too passive to evolve
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Castoola empowering TV Publishers to focus on sales while we do the rest
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Analysis and Ad Sales Ad operations
business model your part service
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Technical Audience Reporting and

integration profiling statistics
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Castoola™

Adding value toTV ads

Thank you for your attention.
Any questions?

Unlocking TV ad space potential to Broadcasters, Operators and OTT platforms
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info@castoola.com « www.castoola.com
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