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The First Half of My Career Was in TV
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The Second Half Was in Digital
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The Third Half? Convergent TV
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LUMA is a Leading Authority on Convergent TV

%@

' .’ }h : -lﬁﬁmﬂ-— ' vidcon E

l'q mﬁi g
16 tate e
g el = dande ) O

afnlalwAL“v:lnE

W =

THE FUTURE OF (Digital) TV
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YouTube Has Dominated the Rise of Digital Video

Average Time Spent per Day U.S. Digital Video Properties
with Digital Video by Device in U.S. Ranked by Unique Video Viewers
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But Now It’s Not the Only Game in Town
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Facebook Auto-Play Videos are Ubiquitous
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Mobile Apps Bring Live Content to Your Fingertips




Snapchat Has Built Mobile-First Advertising
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Publishers of All Kinds Are Investing in Video
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There Just isn’t Enough Supply!

Display Ad CPM
$1.90

Video Ad CPM
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Digital Video Spend Continues to Rise
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But is Still Only a Fraction of the TV Market

S billions

i $72.7 $74.1
$70 $66.4 e RS
$60
$50 .
$40
$30
S20
S10

SO

2013 2014 2015 2016 2017 M

= LUMA
™ Digital Video W Programmatic Video - Y 7)) pne




THE FUTURE OF (Digital) TV

A Collaborative Perspective on Convergence
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Traditional TV vs. Digital Video Players
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AM-mMmXA>=

Media Agencies

Cable
Upfronts "

70 e right
w house

pnen: viacom
(BS®

.
COMCAST

discovery

Cc
(0
N
S
u
M
E
R

== SeaChange
ed

blackarre rgb ‘ot cre > This

doog 3

"1 Denctes shutierad company

19 36
~ 100 ~ 400
$150 Billion S6 Billion

$1.5 Billion S15 Million



New Entrants Have Plenty of Money to Build or Buy
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dham & Co. estimates the TV ecosystem to be ~$400 Billion




2008 Was So Simple: Traditional & Digital Silos
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Convergence Begins with Device Proliferation

Second Screen
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Screens

OTT/CTV
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Traditional TV e, 1993

Content Model
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Cross channel devices |kl
killed the television star! 8" .
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Slack in Demand for Upfront Buys

Multiplatform TV
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Selling Points Reversed in 2015
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Selling Points Reversed in 2015
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Now TV is Being Aggressive with Data
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Digital is Increasing Investment in Original Content
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Convergent TV Through OTT Distribution
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OTT Options Are Growing
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TV’s Year of Doom
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Perception vs. Reality in Addressable TV
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Focus on the 100% Opportunity

Total US TV & Video Market: 100%

» RTB is attracting a small

. fraction of the Video Market

» The winners will provide
tools that help the TV AND

Digital stakeholders
RTB: 1%
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What TV Stakeholders Want

» Premium supply / content on digital

Marketer > Consistent ratings across platforms

> Accurate ROl analysis

> Strategic planning

Agency > One platform for campaigns on TV and digital
> Programmatic workflow and RTB capabilities
> Cross device matching

MVPD » Audience extension

> Programmatic capabilities for TV supply
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Convergence of Two Worlds
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eo Deals in the Last 2 Years
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33 Video Deals in the Last 2 Years

MAKER

~$700 Million




Convergent TV via M&A
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Major Strategics Now Focused on Convergent TV
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A Reflection of a Growing Buyer Pool
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Potential TV Game Changers
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has been acquired by

neuscar

The undersigned acted as co-financial
advisor to MarketShare Partners.
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The undersigned acted as exclusive financial
advisor to Adconion Media Group Limited
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Initial Public Offering

$116,799,660

LUMA Securities, a wholly-owned broker-dealer of
the undersigned, acted as underwriting
co-manager to The Rubicon Project, Inc.
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Thank you!

capital

New York | San Francisco | Palo Alto



