





By enabling cross-network campaign execution, is BroadSign competing with
its own client networks in ad sales?

Again, the answer is a clear ‘no’. Not only is BroadSign not competing, but it is helping
networks to maximize their ad revenue. Field experience suggests that network media space is
rarely ‘oversold’, there is always good quality remnant space, including primetime. Networks
participate on an opt-in basis, free of charge and they will always have the power to accept or
reject an o [er so there is no risk for them. We are talking about o [ering them an additional
revenue stream, not about jeopardizing the existing one.

Who bene [Islfrom BroadSign Open?
Tosumitup:

® Advertisers get an added scale to their campaigns by having a one-stop-shop
access to BroadSign-powered networks.

m Advertisers get a faster turn-around on the campaign processing and agency-style
proof-of-play reports and a [davits.

® Aggregators get a smooth, automated campaign execution module that helps
eliminate a signi [cdnt amount of manual labor and communication.

® Aggregators have one access point to reach 160 networks, with thousands of
venues vs. trying to contact hundreds of networks individually running on multiple
technology platforms, infrastructure and reporting standards.

= Networks can become part of large-scale media buys at no risk and no cost,
maximizing their ad revenue. The cost of access to big ad dollars is minimized.
Networks don’t have to wait till they are big enough to interest buyers on
their own.

= Even small, 1-to-3-screen networks can join thousands of other screens on
BroadSign Open and start generating ad revenue, not worrying about their
current scale.

® BroadSign SaasS has built-in tools for implementing OVAB-endorsed best practices
and future standards. Using BroadSign Open for cross-network campaign
execution helps the DOOH industry as a whole to earn a legitimate place at the
media buyers’ table.



