7he OTHER Lot 7/, OTHER Lot 7/:,c OTHER 1ot
7he OTHER Lot 7 OTHER Lot 7/ic OTHER [ ot
7he OTHER Lot 7 OTHER Lot 7/.c OTHER [ ot
1he OTHER 1ot 7/ OTHER Lot %9 O'I'HER Lot
7he OTHER Lot 7 OTHER Lot

1he OTHER Lot 7. OTHER [ ot 77@6 O'I'HER Lot
7he OTHER Lot 7/:¢c OTHER Lot 7/:.c OTHER 1ot

MEDIA DONE DIFFERENTLY.



JUSTIN LEBBON

Partner, The Other Lot
Founder, Hubble Media
Founder, Mediatel Events
Investor

SIMON PEEL

Partner, The Other Lot
Head of Media, Haleon
Head of Media, Adidas
Head of Media, 20th
Century Fox
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PERFORMANCE MARKETING OBSESSION IS
KILLING EFFECTIVENESS

2.0
e i
O
ﬁ Before I
3 . Performance I
? ' Marketing
2 The ‘Performance’ Era
: "
E.i,ﬁ 1.6
o 9 I
> 0
s o ]
0 1.4
5 |
0
g |
0 1.2 i
. i “The Lost Decade of Growth”
< i
1.0

2002 2004 2006 2008 2010 2012 2014 2016 2018 2020
Source: IPA Databank, 1998-2024 for-profit cases. *2026 is projected
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SHORT-TERMINISM AFFECTED THE BRAND

s

B PERFORMANCE focus

2025

2019

2014

2003
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IMPACT ON SEARCH




DID THE SAME...
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B BRAND focus

) PERFORMANCE focus
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o2 ADSPEND IS DOMINATED
ey BY JUST A F
et U EW
4’1"{ @ 2024 @ 2025 @ 2026 PLAYERS
$350bn
$300bn
% $250bn
g $200bn
% $150bn $296bn
;g $100bn
)
e

$0bn
Google Meta Amazon

Source: Google, META, Amazon financial reports 2024, 2025 + Statista 2024, 2025 + Madison & Wall 2026 (Forecast)



ADSPEND IS
@ Everything Else DO M I NATE D

BY JUST A FEW
PLAYERS

@® Google, Meta, Amazon

%Total Global Media Spend




DESPITE THE
EVIDENCE

1-5 6-10 11-15 16-20 26-30 31-35 36-40 41-45 45+

Number of purchases



REACH, NOT PRECISION,
DRIVES PENETRATION

BUT...IT°'S NOT ALL EQUAL

Marc Pritchard, P&G’s Chief Brand Officer,
famously moved away from hyper-targeting on
Facebook after finding that narrowing their focus
too much, like targeting "pet owners with smelly

carpets" for Febreze, actually stalled growtb.,&
When they went back to "anyone over 18," salesl"‘\
grew. "




Is It environment?

Is it both?

PREMIUM/QUALITY?

L
-
<
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Is it in the eye of the

beholder?
Is it professionally
produced content?
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THE REAL VALUE OF ASECOND

ATTENTION

you

9

need to hit the threshold.”
KAREN NELSON-FIELD

“If you want to grow your brand
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&
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L .fas_;o F YOUR DIGITAL ADS GET i

.**LESS THAN 2.5 SECONDS OF ATTENTION  ©:::iii:]

Active Attention Seconds




AD INVESTMENT

LAST DECADE @ Low attention media @ High attention media

70

64
60

ul
o

~
o

36

32

30 - @

Share of ad spend %
)
O

o

O
2015 2016 2017 2018 2019 2020 AOVA 2022 2023 2024 2025

Source: AA/WARC total ad spend for each media (excluding search and direct
mail)
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TRUST

ARE TRUSTED ENVIRONMENTS
MORE PREMIUM?

“Advertising that significantly
Increases brand trust is highly
effective at driving business growth.”

PETER FIELD




UST

" 2025 DATA: ALL ADULTS

Television
Radio
Cinema
Outdoor
Magazines
Direct Mail
News brands
Online

Social media

Trust in advertising

Influencer NG

80 90 100

Source: Credos Trust Tracker, indexed, all adults

TRUE FOR 16-34 YEAR OLDS, TOO

Television
Cinema
Outdoor

Radio
Magazines
News brands
Direct Mail
Online

Social media

Influencer

Trust in advertising

94 96 98 100 102

Source: Credos Trust Tracker, indexed, 16-34




WHAT’S COMING?
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Clients are voting on this with

their wallets

Spend through transparent networks is declining

Does it matter?




UK MEDIA SPEND:

FROMINDUSTRY.DATA ON EXPOSURE TO PLATFORM DATA ON
OUTCOME

EARRNNNEEEN]
90% -

80% =
70%
60%
50%
40%
30%
20%
10%
ey ——

m Social Media

Search

Internet (Pure Play) — Total

m Direct Malil

% Qutdoor & Cinema — Total
® Audio — Total

= BVOD - Total

® Linear TV — Total

“ Publishing — Total

Media measured by joint
iIndustry currencies

Source: Advertising Association/WARC Expenditure

Report
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Builds on the
narrative of trust

DO SCAMS
MATTER?

How does your
brand look next to

scam ads?
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B BREAKING: Miami Dolphins Announce $£3.2 Billion Stadium Construction Investment
Backed by Major Investors
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The Miami Dolphins are preparing to reshape the future of American football with a massive

$3.2 billion stadium construction investment.

READ MORE: http:/fvibetunes.net/breaking-miami-dolphins-announce-32..

This ambitious project focuses on building a state-of-the-art stadium, complete with a

luxury hotel and entertainment district, expanded retail areas, and an exclusive Dolphins

legacy experience designed to honor the franchise's proud history while modernizing the

fan experience.

This bold construction initiative 1s already sending shockwaves across the NFL and could
b | o

establish a new benchmark for sports venues in the modern era.

BREAKING NEWS

“MIAMI DOLPHINS WILL NEVER BE THE SAME. THIS ISN'T
JUST ABOUT FOOTBALL, IT'S ABOUT TRANSFORMING
THE CITY INTO A GLOBAL DESTINATION. WE'RE DOING
THIS FOR THE FANS, AND WE'RE DOING IT BIG."
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ﬁ%?%f’!% YOUR BRAND, THEIR SCAM
474 4 Y < META MAKE MORE FROM SCAMS THAN GLOBAL NEWS
P
® Digital @ Print @ Meta
.+ $208B
S15B
S10B
S5B
$5.3B
SOB

News (Digital & Print) Total Revenue

Source: PwC Global Entertainment and Media Outlook Report,
Reuters
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New decision from IAB Sweden's board
regarding exclusion case against Meta




Blsjc

|
News Opinion  Sport Culture Lifestyle e Gl

UK Climate crisis Ukraine Environment Science Global development Football Tech Business Obituaries

US States Call for big Changes to ch(mk © This article is more than 7 years old
Instagram and Facebook as Meta child Facebook policy chief admits hiring PR
Communication head takes blame for hiring l?(?ﬁllors Public

W H I I I E I A p riva cy trial begins firm to attack George Soros

Cor
s ago 2 ) S Affairs as Sheryl Sandberg says antisemitism cl.
Share «§ Save [] 5> Add as preferred on Gi ‘abhorrent’

Kali Hays 2n¢ Liv McMahon, y reporte e ey )

Julia Carrie Wong in San ,

. Francisco .

i =, Share % » n
‘ &

Home News Football 2026 Sport Business Technology Health Culture Arts Travel Earth Audio Video Live

Meta in row after workers who say they
saw smart glasses users having sex lose

Psychological tests without consent in 2014
Used for various election interference (2016)
Algorithms contributed to the genocide in

Share < Save [] 5 Add as preferred

Myanmar (2017-18) » y |
Cambridge Analytica (2018) ADWEEK o e
Data breaches (lots of them - biggest so far in @: """"" A s

2021) -
Hired PR agencies to help run smear campaigns ~ MetaHas Maie Child Exploitationa

- -
cnst 0f Du'“g B“SI"BSS =Q Register Sign In
(] [ ] [ ] L )
a g a I I l St p O It I C I a l I S Home News Football 2026 Sport Business Technology Health Culture Arts Travel Earth Audio Vi ideo  Live

. e - Instagram running ads promoting child
T h e F ace b 00 |_( P a p ers |n 2 O 2 1 ‘\\..\l‘ ! ,?;’é\'!%!’%‘ sexual abuse material in India, BBC
Meta glasses sending video to Kenya, and LA ‘M

p I ann i N g fO I fa C i a I reco g N it i on ( 2 O 2 6) The BBC reported an advert to Instagram showing a very young girl in

Promoting child sexual abuse on Instagram in
But 24 hours later, Instagram replied saying it hadn't removed the advert

I N d i a ( 2 O 2 6) because "our review team found that the advertiser's ad does not go

yyyyyyyyy

tears, with wording indicating that she had been sexually assaulted.

against our community standards".



A

'OUR OPTIONS
WORSE

CNBC Search quotes, news & videos Q WATCHLIST ‘ | SIGMIN
p— om Jom
— MARKETS BUSINESS INVESTING TECH POLITICS & POLICY  VIDEO INVESTING CLUB PRO LIVESTREAM MAKE IT A SELECT A USA .

We cannot influence Meta...
MARKETING.MEDIA.MONEY

MARKETING.MEDIA.MONEY

Their auctions Procter & Gamble chief marketer
Their service

Their terms slams ‘crappy media supply chain’,
Slow service, if at all urges marketers to act

No brand safety and no feedback on
re po rtS Of f rau d Lucy Handley, special to CNBC

“Grading their own homework”

EST | UPDATED TUE, JAN 31 2017-8:43 AM ES

Every krone to the tech oligarchs makes our
alternatives weaker



SHARE OF THE BIG THREE
AMAZON, GOOGLE, & META

70
67

60 % of total ad revenue 2025
59

50 0
* N L %% e

40 2 I . L

30

20

10

0

Canada UK France Australia Germany
Source: Madison & Wall




CANADA MEDIA GROWTH & DECLINE

2026 EXPECTATIONS

O
N

p)
=

o n O :w

1

QUI109d/YIMOID %

-10

-15

Source: Madison & Wall



MEDIA’S ECONO
CONTRIBUTION:

THE CANADIAN EVIDENCE

« 193,120 jobs (Bigger than auto)
« $22.5bn GDP
» Journalism $1.16bn to GDP

« 2025 - Canadian media 25.8%
« By 2027 it will be 21.3 - downward trend isn’t slowing
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* 94% digital ad dollars are to foreign entities

- Ad dollars support local content - $1.4bn




THE POINT:

LIMITING YOUR CHOICES

+3% Growth in Canadians’ time on
social, 2019 to 2025

+119% Growth in Canadian digital ad
spend per resident, 2019 to 2025

Digital Ad spend growth is outpacing the
economy!

Every dollar to the tech oligarchs makes our alternative
committed to quality.






DIA Video Advertising KPl Benchmark Report



DOES A SPRAWLING ADTECH SUPPORT
PREMIUM?



THE ADTECH
amazon

OLIGARCHS

() theTradeDesk

Year Revenue Year Revenue

2024 S31.1 2024 S2.4
$31.3

2024 $56.2
2023 S$46.9

2023

2023 $1.9
$32.8 2022 $1.6
$31.7 2021 $1.2

2022

2022 $37.7
2021 S31.1

‘Amazon Advertising’, includes

2021

. ‘Google Network Revenue’, includes Gross spend through TTD is $12bn,
retail, sponsored ads, . : : . o

) Adsense, AdX, DV360, Admob, implying their take-rate is 20.37%

programmatic and Admanager (although fees are typically <>10%)

measurement/analytics

Source: Amazon, Google, TTD, financial reports



IT°’S A RACE

. AGENCY
FEE

n::iz [ PUBLISHERS

S1 S1 S1 S1 $9 THE GUARDIAN

$10 $13 $1 $1 $1 ST $8 NYT

$10 $9 $4 Rebate network
$10 $8 $3 MFA network
$10 $7 $2 Arbitrage network
$10 $4 $1 Bundled network



THEORY 10 prACTICE




Source:
Corus

woxm-4mxxp>»= i

GROUPE

O ROGERS .
LINEAR TV )Sp-o & Media T\ -\
COfUS. cBC @b Radio-Canada  BellMedio

PLANNING
DATA
. DSPs & BUYSIDE SSPs
Synthetic & AD SERVERS
Panel

ngr_jn_ij_e& Magnite

() StackAdapt

Index?

(" theTradeDesk Exchan ge

E!ﬂ MUMERIS

yahoo/dsp

#¥ividata

SAMSUNG DSP EQUATIV

ROKU Ads Manager ROKU Exchange

amazon
[ ]

REEDLEEL

Google Display
I & Video 360

nIImuwm==0mMm< 0O DB

CUSTOMER

DATA PLATFORMS & CLEAN ROOMS

LEGEND:

—

Set top boxes
™ ROGERS — > - w
o top boxes 2T [IRREE

TV Manufacturers

LG AdSolutions

SAMSUNG

IP ADSERVERS

ACR DATA
TV Manufacturers Only

LG Ad Solutions SAMSUNG Ads

Musn'r’re

SPRINGSEIVE

3
£ {

Set top boxes | Bell I © roGERS
(IP enabled) > VIDEOTRON

" DEVICE DATA Operating Systems

SAMELUNE Ads LS A Sobations

EQUATIV

STREAMING APPS SOLD LOCALLY
COUS. | QROGERS | Bellvedn | cocd§hRadio-Canada  TA'A
GlobalP SN ciyv  EEE 7S #05am TV
[ oo ey e
INTERNATIONAL STREAMING APPS
prime  NETFLIX .,

soTRung
TV Pus

—|
|
wIMIANAPS <+ H:

TV BUNDLES
STACK Cilytv

OTT SERVICES —>» AVOD/SVOD

+ Data used for targeting/measurement

Limited transparency

Z0—=>2Crp=sm P SZmEmIcwupEm=z P-—O0OmZ WVLOIM




Do you host every kind of video, including
some tv?

Is every show and ad checked by humans
before it goes out?

Does Ofcom define and regulate you as tv?

Are you measured by a JIC - Barb for

N P e p— —
ye \ — - —
-~ Py

A P [
L - |

- Y ~. -
- ~. [
\ LY "~ -~ |
- \ - |

\

Are you included in any social media bans?




YOUTUBE VS. BARB

WHAT DID WE LEARN?




YOUTUBE:
HIGH AWARENESS, LOW CONSUMPTION

Heaviest 25% The other 75%
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WHO ARE THE YOUTUBE
SUPERFANS?

Under 10 10 -15 16 - 24 25 - 34 35 -44 45 - 54

2 hours 1-min per day

Heaviest 25%
198
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Source: Barb, October 2025, YouTube TV set viewing split into quartiles, 4+
Index of heaviest quartiles vs profile of total TV Viewing




KIDS& TRAD TV
DOMINATE YOUTUBE

Peppa Pig - Official Channel

Universal Pictures All-Access

JoBlo Animated Videos

Moonbug Kids - After School Club

Bluey - Official Channel

MrBeast

Blippi Toys

Blippi - Educational Videos for Kids

IGN

Danny Go!

Sheriff Labrador - Kids Cartoon

Super Simple Songs - Kids Songs

Warner Bros Entertainment

Baby Shark - Pinkfong Kids' Songs & Stories
WWE

BabyBus - Kids Songs and Cartoons

Sony Pictures Entertainment

Ben and Holly's Little Kingdom - Official Chanr
CoComelon JJ's Animal Time - Nursery Rhyme:
MeidasTouch

Source: UKOM endorsed data for PC, Tablet, and Smartphone in Ipsos iris, December 2025,
All aged 15+ years using PC/Laptop, Smartphone, or Tablet Devices in a month
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OES IT WORK?
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MIXTURE Children’s [
‘ IV Emergen-C
L a—— e r—
: . . . 1000mg VitaminC .
HnbaXpLA”NL‘}M oo on oy y = = | e 1000mg de vitamine C
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Repraten sad Methocardamal
Bopraltse et méthscarbamal
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SUMMARY

>\
O
c
0
| -
®
Q
(7))
c
®
s>
0%
©0
% O
OO
=
C v
(o JN())
Or
= (O
-

.om
3
c
Q
)
s
®
-
n
35
-
T

Not all reach is equal

Stop buying crap...
It hurts Canadians, the economy,

effectiveness, and makes your alternatives
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