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$16.4 billion

+11.1%



annual adex by category

($ billions)

2018

2019

2020

Search

o—
o—

2021 2022 2023

Classified Display* Video

16.4bn

2024

CAGR
(2018 — 2024)

10.8%
Total Market

21.8%
Video

0.8%
Display

8.2%

10.8%

Search



quarterly adex by category

($ millions) 4,258m

4,169m 4,184m  18%

15.2% 48%  739m 224  575m

6.4% 583m 113%  649m -11.4% 575m 6.5% Qa2

586m  6.2%  ©623m

7.8% -3.7% 24% ERSRZO

2.39% 5.1% -1.6% KWL 1 636 P73 1,724m

Dec Qtr 22 Mar Qtr 23 Jun Qfr 23 Sept Qtr 23 Dec Qtr 23 Mar Qtr 24 Jun Qfr 24 Sept Qtr 24 Dec Qtr 24

Search o—| Classified Display* Video




2%

)

S : Non-Social Display &
| Displ \"
m R Video “_

2023 44.5% 15.1% 22.1% 1.8% 16.5%

2024 44.1% 16.1% 21.8% 1.9% 16.1%

Movement
in share

-0.4 +1.0 -0.3 +0.1 -0.4




video investment

$3.8bn

$1.2bn

$2.1bn

$4.5bn

$1.6bn

$2.4bn

2023

2024

Total Video

+19.6% on 2023

Social Video?

+33.2% on 2023

Other Video™*

+12.9 on 2023

BVOD Video*

+14.4% on 2023



audio investment

220m

81m

2022

266m

99m

2023

313m

118m

2024

Total Audio

@ +17.8% on 2023

Podcast

+19.1% on 2023

Streaming

+16.9% on 2023



buying methods - publisher inventory

General display advertising for content publishers’ inventory General display advertising for content publishers’ inventory
by buying method, calendar year 2024 by buying method, by calendar year

26% 24% 25%

IIIIH%%IIII IIIIHH%IIII IIIIIH%IIII

15% 16% 17%

25%

17%

2022 2023 2024

[ | Agency (via I10) Direct [ | Programmatic (Guaranteed) Programmatic (RTB/PMP)



Retail

17.1%

2024 Share

17.8%

2023 Share

Automotive

14.8%

2024 Share

14.4%

2023 Share

Finance

8.0%

2024 Share

8.6%

2023 Share

so®®

Entertainment

6.8%

2024 Share

6.2%

2023 Share

h

OO0

FMCG

6.1%

2024 Share

5.6%

2023 Share

O 0 0 0 0



US market outlook

PROJECTED % CHANGE AD SPEND YoY, BY CHANNEL

EeTT] 13.8%
cTv 18.4%

A PROJECTED % CHANGE
RETAIL MEDIA AD SPEND YoY

Social Media B 16.3%

Digital Video excl. CTv NN 88%

2.5%
Paid Search (SEM) NN 85% ( Primar Ily CPG/Bea Ut}’)
Podcasts ~ NN 74%

Digital Out-of-Home (DOOH)  NG_—_—N 6.2%;3 o
- m 2025

iai i 4.8%
Digital Audio excl. Podcasts I o 2024 I 2 5 1 0/ I 1 5 6 O/
Digital Display [N 4.4% @ o @ o

Gaming W 3.2%
5.1%

Other Traditional Media ~ 1.5% 2024 (VS, 2023) 2025 (VS. 2024)

(Radio, Print, OOH, Direct Mail) -2.9%
4.3% v

Linear Tv. -12.7% NN

Source: IAB 2025 Outlook






digital media access

Search Engines
Technology

Social Networking
Retail & Commerce
Entertainment
Finance

News

Directories

Business Sectors
Government & NGOS
Lifestyle

Education

Travel

Health

Games
Telecommunication & ISP
Events & Attractions

monthly audience (000)s aged 14+

Career

Homes & Property
Automotive
Sports

Utilities

Source: Ipsos iris Online Audience Measurement Service December 2024, Age 14+, PC/laptop/smartphone/tablet, online population audience (000s) categories (excl Online Media & Other)

e 21,331
I 21,295
Iy 21,294
I 21,145
=y 20,994
I 20,770
I 20,699
= 20,667
I 20,237
e 20,143
I 19,105
I 18,616
= 18,495
I 17,889
I 16,504
I 15,586
I 13,754
I— 13,688
I 13,544
I 13,103
I— 13,012
I 9,821



Temu I 16,460
Amazon [ 16,248
Woolworths I 13,591
eBayAustralia I 13,307
Apple I 12,862
Everyday Rewards | 11,434
Flybuys I 11,171
ColesGroup I 10,929
Bunnings Warehouse I 10,605
Bigw I 10,432
Kmart I 10,342

16.9 million
visited a
supermarket
website or app in
December, the

monthly audience 000s aged 14+

Google NS 8,651 highest monthly
JB-Hi-Fi I 8,395 audience on Ipsos
McDonalds I 7,606 T eE iris record
Chemist Warehouse [N 6,790 grown (since Jan 23).
AliExpress GGG ©,478 audience 64%
Officeworks NG 6,108 YoY to be #1

for the first
time in Dec
2024.

Myer [N 5097
Spotlight NG 5 326
Catch.com.au NN 5,712

Source: Ipsos iris Online Audience Measurement Service December 2024, Age 14+, PC/laptop/smartphone/tablet, online population audience (000s) categories (excl Online Media & Other)



[ J [ J [ J [ J [ J [ J
digital media trends - increase in time
t f’rljceéc;or/npc;rison Social media
p &2 7 yoy - up 31% yoy
Fitness/ health - Travel
up 44% yoy - up 16% yoy

- up 33% yoy

Al
t Supermarket t - up % yoy

Source: Ipsos iris Online Audience Measurement Service December 2024, Age 14+, PC/laptop/smartphone/tablet, online population audience (000s) categories (excl Online Media & Other)



Source: Ipsos iris Online Audience Measurement Service December 2024, Age 14+, PC/laptop/smartphone/tablet, online population audience (000s) categories (excl Online Media & Other)



ad effectiveness measurement

important measurement tools for assessing the effectiveness of digital video and digital audio

Digital brand lift survey

Campaign volume reporting (delivery, completion, CPM)
Campaign audience reporting (r&f, in-target %)
Online conversion tracking

Cross-media brand lift survey

Market Mix Modelling

Ad attention measurement

Creative testing

Multi-touch attribution modelling

Offline conversion tracking

Other atiribution modelling

Carbon footprint calculator

advertising

T 65%

62%

T 57 %
43%

T 55%
55%

——— 43%
38%

e 39%
30%

I 38%
40%

I—— 32%
31%

I 28%
26%

—— 27%
27%

I—— 22%
19%

M Digital
audio
. 12%
3%
B 5%

o,
o

Digital
video



ad effectiveness measurement

retail media - measurement tools important to assess effectiveness

Sales lift experiment (eg geo sales lift)
Online conversion tracking

Market Mix Modelling

Attribution

Digital brand lift survey

Cross-media brand lift survey

Offline conversion tracking

Ad attention measurement

Other brand tracking survey

Creative testing

Carbon footprint calculator

I, 529
I £ 5%
I £ 4%
I 42
I /0%
L KA
I 0%
I 299
I 19

I 19

B 5%
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A trip down memory lane...

WA.GOV.AU

Activated within hours in response to the WA Governments 3-day snap
lockdown announced from 12PM on 27th June for Perth and Peel areas.
Utilising the flexibility of programmatic Out-of-Home to inform people within
the community of the rapidly changing restrictions.

Category Government

DSP Vistar Media

Timing June = July 2021

Markets PER

Formats Large Format, Street Furniture
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The global Out-or-Home tech space is a very active
acquisition space the moment

PROGRAMMATIC
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July 2022 December 2023 Mid 2024 January 2025

JCDecaux buys Displayce stake Perion acquires Hivestack Broadsign acquires OutMoove T-Mobile acquires Vistar & Blis




The omnichannel opportunity for prDOOH is obvious
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Online display advertising is
$300B market across the globe

Online
BINEY

8 5 % $2948B

is traded via
programmatic

Trad. OOH
$258
prDOOH
DOOH <$1.58
$178 E——

Source: Zenith Optimedia June 2024, advertising market for 2024
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Why are some markets within JCDecaux already
realising programmatic potential?

32% :

Smaller portfolios

30%
Media owner alignment
19%
15% Agency maturity & specialism
9.5%
8%
. Preference towards PG
Germany The Belgium Spain Australia Group DCO advancements
Netherlands

Share of programmatic in digital revenue in FY 2024 — JCDecaux Group



PROGRAMMATIC
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2024 was the year where programmatic overtook
traditional digital Out-of-Home in Germany

-8-0OO0H classic -8-DOOH non programmatic DOOH programmatic

2015 2016 2017 2018 2019 2020 2021 PAVY 2023 2024 2025 2026 2027 2028 2029 2030 2031 2032



And the share of total Out-of-Home revenues
to programmatic will be significant in years to come

PROGRAMMATIC
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USA UK Germany

2025 2027 2032

Based on similar UK market
economics, Australia should
be a $200M market by 2027
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Despite recent impressive growth, prDOOH revenue in
Australia is still atjonly 5%|of total Out-of-Home revenue

PROGRAMMATIC

$100m
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$75m

$40m

$20m

$12m
$3m

2020 2021 2022 2023 2024 2025
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What is|blocking

GROWTH
BLOCKERS BLOCKER 1

Commoditisation,

proliferation and education
of programmatic supply
available

growth?

BLOCKER 2

Agency and buy-side

resourcing challenges

reducing time “on the
tools”

BLOCKER 3

Lack of convergence of

media owner sales team
at a time where agencies
want simplicity
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What is|blocking

GROWTH
BLOCKERS BLOCKER 1

Commoditisation,

proliferation and education
of programmatic supply
available

growth?

BLOCKER 2

Agency and buy-side

resourcing challenges

reducing time “on the
tools”

BLOCKER 3

Lack of convergence of

media owner sales team
at a time where agencies
want simplicity




Large Small

LE) Format Format Airport Rail
<C
>
>
<C
o
O
é@ OOH! MEDIA
x
3 QMS
(8]
Q VMO
O
3]
CARTOLOGY

MOTIO

There is now more

programmatic supply

LENDLEASE

than ever

TONIC MEDIA NETWORK

El MEDIA
VICINITY

JOLT
STOCKLAND
BIG OUTDOOR
NBS




Large
Format

OOH! MEDIA
QMS

VMO
CARTOLOGY
MOTIO

T™MS

SCENTRE GROUP
GOA

LENDLEASE
CIVIC OUTDOOR
TONIC MEDIA NETWORK
El MEDIA
VICINITY

JOLT
STOCKLAND

BIG OUTDOOR
NBS

Small
Format

Airport

RE

Gyms

Offices

G e

Dining

Petrol/ EV

Convenience

Medical
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What canlaccelerate

growth?

GROWTH ACCELERATOR 1
ACCELERATORS

The highly anticipated

launch of MOVE?2 and
impression multiplier
standardisation

ACCELERATOR 2

Deeper education of
programmatic benefits,
results-driven case
studies and reporting
capabilities

ACCELERATOR 3

Technology

enhancements to ease

transaction tensions and

push innovation (DCQ,
specs, etc)
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What canlaccelerate

growth?

GROWTH ACCELERATOR 1
ACCELERATORS

The highly anticipated

launch of MOVE?2 and
impression multiplier
standardisation

ACCELERATOR 2

Deeper education of
programmatic benefits,
results-driven case
studies and reporting
capabilities

ACCELERATOR 3

Technology

enhancements to ease

transaction tensions and

push innovation (DCQ,
specs, etc)




The Australian buying market continually requests
further education around prDOOH to drive growth
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Understanding of the forms of out-of-home advertising

Static/ Classic out-of-home Digital out-of-home Programmatic digital
out-of-home
Average T Average T Average T
7.3 7.9 7.0
1 2 3 4 5 6 7 8 9 10 1 2 3 4 5 6 7 8 9 10 1 2 3 4 5 6 7 8 9 10
No Expert No Expert No Expert
understanding understanding understanding understanding understanding understanding

Source: IAB Australia Attitudes to DOOH 2024




Top issues preventing programmatic becoming a larger
proportion of digital Out-of-Home volume

Lack of advertiser/agency understanding 44%

Positioning of PDOOH as non-guaranteed 34%
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Understanding of the cost versus benefit 32%

Measurement and tracking 28%

Evidence of campaign effectiveness 27%

Consistency in supply or unable to buy specific sites 25%
Industry standard audience metrics 23%
Integration into wider cross-media campaigns 17%
Verification standards 16%
Creative opportunities 13%
Creating compelling advertising 9%

Lead time required 5%

Source: IAB Australia Attitudes to DOOH 2024




The IAB DOOH Working Group continues to
deliver education and information for buyers

PROGRAMMATIC

Online education Buyer surveys DSP Reporting Matrix
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Plus a Supply Overview
coming very soon....
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Agenda

1 The global lens from JCDecaux

2 Local growth blockers and accelerators

3 The Definitive Guide to Programmatic Out-of-Home Success

4 Key takeaways for the Perth market

5 Q&A




JCDecauxPROGRAMMATIC

Effectiveness

measured In nale
business terms

15 global and local brands,
2Cross a broad cross=seciionor
categories

Analysis of 15 cases, each with
unique objectives and
success metrics

Effectiveness
[dentifies the ingredients for
Programmatic Out-of-Home
effectiveness
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Programmatic Out-of-Home has emerged as a
powertul tool for savvy brands and marketers

ADVANTAGE | ADVANTAGE I ADVANTAGE Il ADVANTAGE IV

The power Precise audience Power to drive Amplification via

of contextual targeting and measurable cross-channel
relevance engagement real-world integration
impact
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The power of contextual

relevance

Programmatic Out-of-Home enables
brands to deliver highly targeted,
contextually relevant messages that
truly resonate with audiences in

the precise moment, and place, they
are deployed.



ADVANTAGE |

JCDecauxPROGRAMMATIC

Guinness

Category Alcohol

Agency UM / KINESSO

DSP Vistar

Investment Medium

Formats Digital Small Format,
Rail, Airports

Markets NSW, V|C, QLD & WA

Investment: Low: <$50k, Medium: $50-99k, High: $100k+
Sources: Kantar; Lifesight; Lion

+100K

incremental pints
drunk in winter

Campaign background

To challenge Australia’s summer beer
dominance and create new cold weather
moments, Guinness launched an
innovative campaign to let consumers
know it was the perfect time for a pint

of Guinness.

The campaign incorporated real-time
weather conditions, proximity planning to
pubs, 21 different dynamically optimised
creatives, and QR codes.

Results
The campaign was a remarkable success,
growing the Guinness brand and increasing sales.

#1

#2

#3
#3

+100k incremental pints drunk in winter
(+13% increase in consumption YOY)

Contributed to 2,000 sampling opportunities
through the free pint giveaway

+3%pt growth in brand salience
+17% increase in brand power



Precise|audience targeting and engagement

Programmatic Out-of-Home allows brands to
reach their desired audience segments with
unparalleled precision, leveraging data-driven
insights to maximise engagement and drive
superior message impact.
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ADVANTAGE II

JCDecauxPROGRAMMATIC

Dior Sauvage

Category Fragrances / Luxury
Agency GroupM Nexus

DSP Hivestack

Investment Low

Formats Digital Large Format
Markets NSW & VIC

Investment: Low: <$50k, Medium: $50-99k, High: $100k+
Source: Pureprofile Pre/Post Campaign Study

8%

campaign recall

Campaign background

Dior extended an established campaign
for the Sauvage fragrance to elevate
the Dior brand in the lead up to the
crucial retail and Christmas period.

Dior used programmatic to access
JCDecaux's premium Digital Large
Format assets that aligned with the
brand'’s luxury status.

Results

Despite a small budget, access to quality sites via
Programmatic, combined with strong creative, resulted in
extremely high campaign recall, some +15-20% more
than expected for a single format campaign. Those who
recall to the campaign had increased familiarity,
consideration and favouritism for the brand, resulting in a
timely brand elevation just before Christmas.

#1  38% campaign recall
#2  +10% familiarity amongst audience who recall
#3 +6% consideration amongst audience who recall



Driving|measurable|real-world impact
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Programmatic Out-of-Home campaigns have
consistently demonstrated their ability to drive tangible
business outcomes, such as increased store Vvisits, app
downloads, and ultimately, sales.
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Tourism Tasmania

Category Tourism

Agency Starcom

DSP Yahoo!

Investment High

Formats Digital Large Format,
Digital Small Format,
Rail, Airports

Markets National

Investment: Low: <$50k, Medium: $50-99k, High: $100k+
Source: Near Footfall & Web Visitation Attribution Study

THE HITTING T1

JCDecaux

+

0%

footfall uplift attributed to
Large Format

S T Y

Campaign background

Tourism Tasmania activated an
omnichannel campaign, led by
programmatic Out-of-Home, to change
the perception of a Tasmanian winter
holiday and provoke a profound emotional
response from audiences.

JCDecaux's Adobe Audience Manager
integration allowed asset selection best
placed to interact with Tourism Tasmania’s
specific audience segments.

Results

These results demonstrated programmatic
Out-of-Home's ability to drive physical visits and
influence online engagement.

#1

#2
#3
#4

+140% footfall uplift attributed to
Digital Large Format

+151% uplift in web traffic vs. control group
+45% increase in footfall from digital native

+29% increase in footfall from
programmatic display
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Amplification via|Cross-Channel|Integration

Programmatic Out-of-Home's ability to seamlessly
integrate with other channels, such as mobile and
online, creates powerful synergies that truly amplity
campaign effectiveness.




ADVANTAGE IV

JCDecauxPROGRAMMATIC

Pepsi Max

Category FMCG

Agency PHD

DSP Vistar

Investment High

Formats Digital Small Format
Markets National

Investment: Low: <$50k, Medium: $50-99k, High: $100k+
Source: Pureprofile Pre/Post Campaign Study

+10%

points familiarity with
Pepsi Max Soda Shop range

Campaign background

To launch its Soda Shop range, Pepsi Max
used Out-of-Home to increase awareness,
generate hype, and encourage product trial.

A tactical programmatic activation across
Small Format, targeting diet cola consumers
in key commuter hubs, was combined with a
reach driving JCDecaux Transit campaign to
ensure the nostalgic Soda Shop flavours were
top-of-mind.

Results

Strong campaign awareness grew
familiarity with the Soda Shop range and
delivered an increase in brand preference
for the Pepsi Max masterbrand.

#1  +10%pts familiarity with Pepsi Max
Soda Shop range

#2  +2%pts Pepsi Max brand preference



ADVANTAGE II

JCDecauxPROGRAMMATIC
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~SWISSE.

TIRED OF GU TH E

Swisse

Category Supplements

Agency PMG

DSP JCD Managed Service

Investment Medium

Formats Digital Large Format,
Digital Small Format,
Digital Rail

Markets National

Investment: Low: <$50k, Medium: $50-99k, High: $100k+
Source: Pureprofile Pre/Post Campaign Study

4%

increase in mobile device ID’s
exposed by Programmatic activity

STQ%%{‘G Swisse

e 70 SLEEP

Campaign background Results

Swisse aimed to cement its position as The programmatic campaign delivered increased
Australians #1 sleep supplement brand amongst brand awareness, brand recall and sales growth
P25-34, The 2024 challenge was to sustain
momentum with a shifting focus to Out-of-
Home and building brand momentum and
elevate the sophistication of Out-of-Home to cut
through even further.

#1 14% incremental mobile device ID’s
exposed by Programmatic activity
#2 Increase in brand recall (29%) vs (15%) direct

To deliver greater cut-through during key
“"Moments of Fatigue” Swisse utilised
Programmatic time-of-day flighting to target
weary commuters with relevant messaging on
Monday mornings and the days leading up to
daylight saving.
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JCDecauxPROGRAMMATIC

Benefits of trading programmatically in Perth|

TIME & DAY TARGETING
FLEXIBILITY

Exploring data and insights
around time for certain
brands or products to drive
flighting efficiencies

SPECIFIC SITE SELECTION
OR NARROW TARGETING

If advertisers want to
move away from network
buys or provide very
specific target audiences

COMPLETE CONTROL
OF DELIVERY

Optimise and upweight specific

strategies depending on
performance, minimising
wastage

TACTICAL
BUDGETS

Tactical budgets that allow
for the cherry-picking of
sites, short timeframes and
efficient buying

SPEED TO MARKET,
AGILITY & AVAILABILITY

Ability to activate
campaigns outside of set
posting periods. Campaign
can be live within hours

REPORTING &
MEASUREMENT

Measurement studies and
mobile device IDs are very
accessible via DSPs as online
and offline converge
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On September 12, 2024 Policy and Regulation

First tranche of Privacy Reforms Released — advertising specific reforms not included

The Privacy and Other Legislation Amendment Bill 2024 has today been introduced into
the Parliament. More analysis to follow, but below is a brief summary of what it contains:

e A statutory tort for serious invasions of privacy

The statutory tort is informed by the ALRC'’s proposed version of the tort in its 2014 report
on serious invasions of privacy.






United States European Union

Consent Model Notice and Opt-Out Notice and Opt-In
You are informed about You are informed upfront about
What it means privacy-invasive data practices and privacy-invasive data practices and
given the opportunity to broadly object asked to expressly consent to each
Default assumption You aut.omatlcally agree until you say You do not agree until you actually
otherwise do
Stronger emphasis on the freedom of Stronger emphasis on protecting
Cultural driver individuals and companies to contract individual’s privacy rights and
and exchange information. freedoms.
California Conusmer General Data Protection
Example laws Privacy Act (CCPA) Regulation (GDPR)

US CAN-SPAM Act ePrivacy Directive (ePD)



Consent Payload: “3FDF299BE572" appended to every request
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The Privacy Sandbox Home Web Android LearningHub News and Updates
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A new path for Privacy Sandbox
on the web
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Jul 22, 2024

Anthony Chavez
& VP, Privacy Sandbox



Chrome Safari Edge Firefox Samsung Internet Opera
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Browser Market Share in Australia - February 2025
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C QO 8 https://support.mozilla.org/en-US/kb/privacy-preserving-attribution?as=u&utm_source=inproduct

Support

Explore Help Articles Community Forums Ask a Question Contribute

How can | disable PPA?

You can easily disable the privacy-preserving attribution feature in Firefox if you prefer not to
participate. When you opt out, websites won’t be informed of your decision.

To opt out, follow these steps:

1. Click the menu button = and select Settings.
2. In the Privacy & Security panel, find the Website Advertising Preferences section.

3. Uncheck the box labeled Allow websites to perform privacy-preserving ad measurement.

Website Advertising Preferences

Allow websites to perform privacy-preserving ad measurement
This helps sites understand how their ads perform without collecting data about you. Learn More

(9] Privacy & Security



Android Samsung Windows Linux Unknown

56.55% 42.7% 0.71% 0.02% 0.07% 0.01%

Mobile & Tablet Operating System Market Share in Australia - February 2025

Mobile & Tablet Operating System Market Share Australia
Feb 2015 - Feb 2025

Edit Chart Data

80%
64%
48%

320 W

16%

0% S < R P ———— e ——

O i0S <O Android O Windows -<O- Samsung <O Unknown <O Series 40 <O BlackBerry OS <O Nokia Unknown — Other (dotted)



&« C 2% privacysandbox.com/intl/en_us/android/

The Privacy Sandbox Home Web Android Business Resources LearningHub News and Updates

Privacy Sandbox
on Android

Privacy Sandbox will introduce new technology that operates
without cross-app identifiers - including Advertising ID.This helps

apps remain free through ads while your data stays protected.

Privacy Sandbox also aims to limit covert tracking and collection
of user data, including safer ways for apps to integrate with third-

party developers.
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TECH LAB

Privacy Lab

Addressability
and Privacy
Enhancing
Technologies

Addressability and
Privacy Enhancing
Technologies
(PETs) Working
Group

Tech Lab is launching a Privacy Lab to educate the industry on Privacy
Enhancing Technologies (PETs) applications in digital advertising and
to experiment with what technologies work most effectively for each
stakeholder’s business. By providing this test-bed, Tech Lab can
reduce the costly implementation time for many companies to
evaluate these new technologies. Test various PETSs in the Tech Lab

Privacy Lab, tune them to your optimal settings, and redeploy them in
your environment, saving time and money.

Q2 2025









One Ad, Many Identities
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More than reconciliation

Knowing what ad is in the response is critical...

. IS it competitive to other ads in the same ad pod?
. How many times has this ad already been shown?
. Does the ad fit with content for brand safety?

. Where has my ad been?

iab.TECH LAB



Key Components of ACIF

Unique Identifier for Each Ad Creative

At the core of ACIF, a unique identifier (ID) is assigned to every ad creative. This ID acts as a dig-
ital fingerprint, ensuring the ad is recognized and tracked consistently across all platforms and
throughout its entire lifecycle. Registering ad creative and using the unique ID assigned is essen-
tial for maintaining consistency in how the ad is handled, whether delivered on a CTV platform, a
mobile app, or a web video player.

Registries

The organizations responsible for maintaining records of these unique IDs and the associated
metadata for each registered ad creative. Examples of such registries include AD-ID in the United
States and ARPP in France. These registries ensure that the unique IDs are standardized and that
the metadata attached to each ad is accurate and consistent.

Standardized Use of IDs

ACIF promotes the standardized use of these unique IDs across all platforms and systems in-
volved in the ad supply chain. This means that regardless of where the ad is served or what plat-
form it appears on, the same ID is used to track its performance, manage its delivery, and report its
results. This standardization eliminates the discrepancies that can occur when different platforms
use different identifiers or labels for the same ad.

Directory

The framework includes a directory that lists all participating registries and provides information
on validating the unique IDs administered by listed registries. This directory helps all stakeholders
in the ad supply chain to easily verify the authenticity and details of an ad’s unique ID, making it
easier to manage and optimize ad campaigns.

Validation API

To facilitate the verification process, a standardized API will allow systems to validate unique reg-
istered IDs and access the associated metadata. This API ensures that every platform or system
involved in delivering or reporting on the ad can easily confirm its identity and retrieve the correct
information, ensuring consistency and accuracy across the board.



Benefits Summary

*1

Creative Reconciliation

ACIF eliminations millions of hours
spent tracking down ads, matching
data logs and validating campaign
information.

"4

Cross-platform
TV measurement

One persistent creative ID enables
accurate counting with de-duplication
across linear and digital channels.

#2

Frequency Capping

Today, the same video ad often has
different sources, identifiers, and
labels. ACIF makes it easier for
ad-decisioning algorithms to manage
ad frequency.

"3

Campaign ROI

Understanding campaign performance
for specific ad creative enables
advertisers to take action and vastly
improve the overall campaign ROI.

*3

Competitive Separation

ACIF will make it easier to ensure
that competitive ads are appropriately
separated.

*6

Brand and publisher
reputation

A stable unique ID helps ensure
contextual relevance, competitve
separation and brand suitability,
providing high-quality content
experiences.
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m Home

B Resource Center

Q Transparency Center

@ Getting Started

8

Data Explorer
Compliance
Business

Supply Chain

API Access
Compliance
Business

All

Specification Adoption

Q search for domain

AdTech Type: Specification: Version:
‘Ad Creative Registry V’ ‘AII V’ ‘AII V’ Find Companies
Domain
Company AdTech Type Specifications
Name
Ad Creative
Clearcast clearcast.co.uk Registry
ARPP - Autorité de Régulation Professionnelle de le Ad Creative -
. View C
Publicite arpp-org Registry
AD-ID ad-id.org Q:gfsfte;t've

20 rows « 1-3 of 3



What is Required Here in Australia?

1. Establish (or leverage) a local Registry - The key starting point is to establish a local registry here that maintain records for ad
creative and assign each a unique ID. We are assuming that this already exists for TVC through ClearAds, so are hoping to build
on this for all video assets with help from XR Extreme Reach.

2. Standardise the use of registered IDs — This does rely upon the use of VAST and a recent addendum does ensure ease of
transport of a registered ID through the supply chain (via the UniversalAdld field). Establish this as standard industry practice
here will require a united effort.

3. ACIF Directory - This is a centralised solution managed by IAB Tech Lab which enables ad systems to identify where and how to
validate a registered creative ID from a participating Registry. Minimal requirements for a directory will include a registry
URL/code as a unique identifier for the registry and lookup info so that a business can validate each ID. We will need to ensure
any local registry can meet those requirements and formally participate in the dedicated framework.

4. Validation - The final component of ACIF is the ability to validate registered ad creatives when their unique IDs are
encountered in the video ad supply chain. Ad tech companies wishing to validate can use the ACIF Directory to look up the ad
registries and how each enables validation and metadata retrieval. Again, we’ll need to test this via the Validation APl and
support its adoption locally.
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