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SOCIETY'S CHANGING MATH

1918
+ 1933
+ 1968

+ 1984

2020

global pandemic
severe recession
racial unrest

disinformation / fascism

our new reality



DIGITAL MEDIA'S MOMENT

PERFECT STORM
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THE PANDEMIC TRIFECTA

@ GAMING
@ STREAMING
@ ECOMMERCE



M&A CONSEQUENCES HIGH

(a.k.a. The Art of the Possible)

$6,500 MM

I\/Iagni’re

$450 MM

Nov-19 Feb-21
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And Apparently the Market Agrees
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Source: FactSet (market data as of 3/3/2021). Note:
divided by the sum of all each sub-sector’'s LTM revenue).

Denotes exclusion from analysis due to insufficient trading data. EV / LTM Revenue multiples calculated on an aggregated basis (i.e. the sum of each sub-sector's EV

I\ﬂcgnite

& cardlyties

Azynoa (i
. A
Gaming ™

amazon  NETFLIX

S&P 5 00 Re’;/?r:’ue

Multiple




“Tech” Valuations Have Left “Traditional” Behind

EV / LTM Revenue Multiples: Mar-20 vs. Mar-21

Selected

Companies
(non-exhaustive)

Ad Tech

“Tech”

Mar-21 Average Multiple: 13.8x
Mar-20 Average Multiple: 7.8x

32.5x

MarTech Digital Content

ex-Gaming

Gaming Digital Giants

“Traditional”

Mar-21 Average Multiple: 3.3x
Mar-20 Average Multiple: 2.7x

« 75X
2 8x  27x 2.9x 3.4x
. 2.3X X 1.0x 1.4x 2.4x
Marketing Traditional TV.  Traditional Telcos Agencies Tech Services
Clouds Media

5.2x 5.0x

Data & Ratings

Sources: FactSet. Company Filings and Announcements. Notes: Mar-20 and Mar-21 EV / LTM Revenue multiples calculated as of 3/3/2020 and 3/3/2021, respectively. EV / LTM Revenue multiples calculated on an aggregated basis (i.e. the sum of each

sub-sector’s EV divided by the sum of all each sub-sector’s LTM revenue).




“Tech”

Mar-21 Average Multiple: 13.8x
Mar-20 Average Multiple: 7.8x

32.5x

Key Drivers

v Higher projected growth

v Resurgent ad spend, particularly vs. 2020 nadir

6.9x 69x 73X | ./ Purer-play digitization / “WFH” theme (SHOP, TWLO)

5.4x
ll_ll v’ Digital content consumption, particularly games, up big

Ad Tech MarTech Digital Content Gaming Digital Giants Marketing
ex-Gaming Clouds

1 1 |
| | |
Selected : : :
Companies : : :
(non-exhaustive) I I 1
| | |

| | |




Public Company Composition Improved -

June 2015 March 2021
Over $40 Bn

$20 Bn - $40 Bn

$10Bn-$20Bn

$5Bn-510Bn

$S1Bn-S5Bn

$0.01 Bn-$1Bn

Source: Market Data via FactSet.
June 2015 values as of 6/30/20; March 2021 values as of 3/3/21.



Public Company Composition Improved -

June 2015 March 2021
Over $200 Bn

$100 Bn - $200 Bn

$25Bn-$100 Bn

$10 Bn-$25 Bn

$5Bn-$10Bn

$0.1Bn-S5Bn

Source: Market Data via FactSet.
June 2015 values as of 6/30/20; March 2021 values as of 3/3/21.



Public Markets Have Shown Appetite for Ad Tech
 Midpointof PO Pricing _ Share Prce s of Mar 3, 2021 Implied % Gan v.IPO Pricing |

$52.00 $102.80 +98%

$19.00 $54.64 +188%

$20.00 $57.86 +189%

$23.00 $42.99 +87%

Source: FactSet, Company Filings. Notes: Unity, MediaAlpha, PubMatic, and Viant IPO pricings as of 9/17/20, 10/27/2020, 12/9/2020, and 2/10/2021, respectively.



IPO Pipeline Robust for Ad Tech & MarTech

Ad Tech MarTech




SPAC Capital Raising Has Exploded

SPAC Capital Raised ($ in billions)

2 months

2017 2018 2019 2020 YTD Feb-21

# of SPAC IPOs:

# of de-SPACs:

Announced or Completed

Source: SPAC Insider; SPAC Alpha



SPAC Capital Raising Has Exploded

SPAC Capital Raised ($ in billions)

2 months

pl 2018 2019 2020 YTD Feb-21

# of SPAC IPOs:

# of de-SPACs:

Announced or Completed

Source: SPAC Insider; SPAC Alpha



M&A Activity Has Surged from COVID Lows

2020
90
1021
(Extrapolation)
44 b T
2/3
months
21
1Q20 2Q20 3Q20 4Q20 QTD Feb 21

W Ad Tech B MarTech mDigital Content

Source: LUMA




Recent Notable M&A Transactions

salesforce

$340mm

P
O

$100mm

$500mm

=2
)

$285mm

=
O

2
)

ARRRRLRY

(@) twilio

Blackstone

I\Ilqgni’re

$3.5Bn

$235mm

$280mm

P
O

$1.0Bn

$1.17Bn

$230mm

AR A

$400mm



Certain Recent Deals Have “Paid for Themselves”

Target Purchase Price

Day 1 Buyer Market Cap Increase

&) twilio

acquisition of

$3,200mm <<>

111% of Target Purchase Price
+8% to Buyer Market Cap

I\Ilogni’re

acquisition of

$1,170mm <<

112% of Target Purchase Price
+26% to Buyer Market Cap

acquisition of

S400mm

<

228% of Target Purchase Price
+14% to Buyer Market Cap

Sources: FactSet, Company Filings & Press Releases.
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CTV Opportunity to Apply Digital Attributes to TV

Targeting

Personalization

Attribution

Performance

Sight, Sound & Motion

Audience & Spend Scale

Premium Inventory

Brand Safety



Convergence Democratizes TV Ad Spend

9 Million
Advertisers

~200
Advertisers

»



Convergent TV Presents Much Complexity

, Linear TV m—
Nirvana

Unified, /
Addressable

Standardized
Measurement
to Plan, Buy,
Analyze, and oT1T

Attribute

Advertising
Digital Video ‘




Convergent TV Requires Technology

Addressable

OTT

Data



TV Ad Spend is Large, Growing, and Addressable
~ 2021Adspend

Linear TV $70.8 -5% $67.5

$2.0 75% $3.5
$6.4 78% $11.4

$36.0

$115.2 14% $131.4

90% ADDRESSABLE

T

3%

Linear TV . Addressable TV . OoTT . Digital Video




But Don’t Overlook Data-Driven Linear

LinearTV

$70Bn $6 Bn




The COVID Pandemic Accelerated Change

PRIMARY EFFECTS SECONDARY EFFECTS

)

= Cord Cutting

= OTT Viewing Up
« OTT Ad Spend Up * Media Reorganizations
= CTV Acquisitions

= Content Windowing
Changes

.

.

PRIORITIZE STREAMING



Streaming Wars Are Bigger than Ever

PRE-EXISTING REGENTLY LAUNCHED/ANNOUNCED




CTV Deal Activity Accelerating




CTV Deal Activity Accelerating
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Identity is Core to 360° Marketing Cycle
 Data-Driven Marketing | . RequiredCapabilities

PLANNING

Optimize the Customer
Experience by sending the ...

DATA INGESTION

ATTRIBUTION
IDENTITY OPTIMIZATION
MEASUREMENT
u CREATIVE / AD
SERVING

ACTIVATION
TV/O0TT  Digital Media  Email Website




Regulations & Restrictions Create Challenges

PRIVACY REGULATION  DATA RESTRICTIONS CHALLENGES
ETP
114 = 1:1Targeting (Open Web)
= Measurement
IDs
= [dentity
IDFA

arcnitecture of the currency of identity




Regulations & Restrictions Create Challenges

PRIVACY REGULATION  DATA RESTRICTIONS CHALLENGES
ETP
ITP = 1:1Targeting (Open Web)
= Measurement
IDs
= [dentity
IDFA

architecture of the currency of identity




But Also Present Opportunities

PRIVACY REGULATION  DATA RESTRICTIONS OPPORTUNITIES
ETP = Contextual

* Creative

1lg = |dentity

IDs - Logged-In Identity
— 1P Identity Graphs
— Data Clean Rooms / Bunkers

— Household Targeting

IDFA



Identity Ecosystems

Marketing

(Owned)

15t Party

Data

Programmatic Convergent TV
(Paid) (DDL, Addressable, OTT)




Customer Data Platform Growth
| cOPCompanies | CDPEmployees | CDPFunding($mm) |

10,343 $2,617

43

Dec-16 Dec-17 Dec-18 Dec-19 Dec-20 Dec-16 Dec-17 Dec-18 Dec-19 Dec-20 Dec-16 Dec-17 Dec-18 Dec-19 Dec-20

The CDP is becoming the system of record for customer engagement

Source: CDP Institute (January 2021)



ATS

Authenticated Bridge

FTRACKID

ConnectiD
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Table Stakes: Comprehensive Identity Strategy

Individual

= Authenticated (email, mobile #) Open Internet IDs
= First Party Cookies ‘
Device Graphs
Household

2"d Party
= |P Add
b Data Bunkers
=  Geolocation
=  Address

Cohort

= FLoGCs
;} Contextual




Identity Ecosystems

Marketing

(Owned)

15t Party
Data

Programmatic Convergent TV
(Paid) (DDL, Addressable, OTT)




Data and Identity Deal Activity




Data and Identity Deal Activity

MERKLE.




MOBILE APP




2020 Snapshot

218bn $143bn 4.2hrs $240bn.

YoY Growth %




Mobile Gaming Benefitted from Quarantine

$42bn

Box Office

QT Q2 Q3 Q4 Q1 Q2 Q3 04 Q1 Q2 Q3 o4
2018 2018 2018 2018 2019 2019 2019 2019 2020 2020 2020 2020

[ Baseline M Est. Impact of COVID-19

Source: AdColony; Sensor Tower.



But Uncertainties Loom with Coming Updates

MobileDevMemo

Sources: www.mobiledevmemo.com, Forbes



Spurring Deal Activity



Spurring Deal Activity
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Spoken Audio is Back in Vogue

( iEi )

oll
Music

AUDIO



Podcasts Led the Way Drawing Consumer Adoption

+100MM

US Monthly
Podcast Listeners

2015 2016 2017 2018 2019 2020

Source: Edison Research



Podcast Ad Spend Growing, But Small
~ PodeastAdspend($mm) |

$1,800
$1,600

$1,400 P\GR

$1,200 223&(:
$1,000
$800
$600
$400
$200

S0

2018 2019 2020 2021 2022 2023 2024

urce: eMarketer



Podcast Limitations Create Platform Opportunity

STREAMING
RSS FEED PLATFORM

Data

Workflow

Addressability

Measurement




Audio Platform Wars

, Digital Giants

* Fully focused on audio ecosystem = Control the operating systems and devices

N . . key to the audio ecosystem
= Significant investments in creator ecosystem

and content rights = Existing, scaled media platforms (exc. Apple)

» Significant investments into audio-specific = Control the major voice platforms

monetization tech L. )
= Audio is one of many strategies

Social Audio

NEW
ENTRANTS




Sparking Significant Strategic Investments




COMMERCE
MEDIA




Global Ecommerce to Reach S5 Trillion in 2021

Global eCommerce Industry ($tn)

2019 2020

W
980%0 G‘O\N ._

2021

$5,000,000,000,000




Ecommerce Acceleration Necessitates Rebalancing

PORTFOLIO
30% REBALANCING
25%
20% Advertising Mix
15% }
10%
5% MDF /
Promotion Mix
0%
2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020

Source: Digital Commerce 360



This Rebalancing Impact is Enormous

PORTFOLIO
REBALANCING

Advertising Mix

MDF /
Promotion Mix

s

Change in Allocation

$500bn

9 Total Advertising Spend
$300bn

9 Total Below-the-Line Spend

, =
$800bn

L Total Marketing Spend

10% } [ $80bn

Change in Allocation




Amazon Integrated Commerce and Media

= Media efficacy headline

and efficiency
= Rapid growth

$S$S




Ecommerce’s Success Supports an Ecosystem

Amplifyy
[rxpieiTaL]
<G
H> LEADVALETS
—————————————— Technologies — - === = ======<
< Platforms & Media & Marketing \




Retail Media Proliferating to Chase Amazon Model

\A A

\AAAA/

\AAAAAAAAAAAAA/




Commerce Media’s Goal: “Cylinderize” the Funnel

\ [/ EFFICIENCY:
\ =3 Reduce waste with more
‘\ I targeted ad spend

. FUNNEL

\
\ ] EFFICACY:
\ m===p = Improve conversion with

\\ II more effective targeting

————J




Commerce Media’s Goal: “Cylinderize” the Funnel

\ [/ EFFICIENCY:
\ =3 Reduce waste with more
‘\ I targeted ad spend

 FUNNEL CYLINDER
/
| £ | SCALE:
\ ,’ Widen the cylinder with

\\ I more media scale
\ ,I
\ [
\
\ ] EFFICACY:

\ === " Improve conversion with

\\ II more effective targeting

————J
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SPO: Bringing Horizontality Back



SPO: Bringing Horizontality Back

OZ2>»<mOQ0O

2018

2018

2019

2020

<M~ OTCW



Rest of LUMAscape: Your Move
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SPO: Bringing Horizontality Back

HORIZONTAL

FULL EMPLOYMENT ACT



Every Industry Goes Through an Arc

New Company

Formation I

# of Companies

Rationalization &
Consolidation

Time



Every Industry Goes Through an Arc

# of Companies

I -------

Time



In Ad Tech & MarTech, It's on Steroids

0005

# of Companies

105 1005 || R

Time
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DIGITAL MEDIA
SPRING FEVER
$11 Bn IN EXITS

M&A
TRIGGER,
(VC greeq)
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The Gartner Hype Cycle of Ad Tech

2026 2028 2030 2032 2034

2024

2008 2010 2012 2014 2016 2018 2020 2022
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The Gartner Hype Cycle of Ad Tech



0F

The case for
optimism
in 2021

Stable, competent government (Biden Admin)
Ad spend rebounded, growing (V-shaped)
Light at the end of the COVID tunnel (vaccines)
Permanent gains in streaming and eCommerce
New channel growth (CTV, audio, gaming)
Identity changing (cookie, IDFA)

Triopoly headwinds (anti-trust)

New entrant buyers (credit bureaus, big data, PE)
Cheap capital (record low interest rates)
Robust equity valuations (S&P P/E > 35)
Innovator / legacy value gap widening

L> MARKETS WILL BE STRONG FOR DIGITAL



LUMA'’s
Client

Successes
Since DMS



Investment Banking.

New York | Palo Alto



