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EXECUTIVE SUMMARY

The Great Recalibration

The global media landscape has
transitioned from chaotic Streaming Wars to
rigorous Profitability Wars. Ad-Supported
SVOD tiers command premium CPMs ($25-
$55) as the new prime time, while FAST faces
a fill rate crisis where infinite inventory
outpaces demand. YouTube and TikTok have
solidified their living room presence,
creating high-velocity, low-CPM inventory
that challenges traditional programmatic
logic.



The New Taxonomy: Economic Psychology & Value

Historical terms like "AVOD" no longer suffice. The market is now defined by viewer psychology, which directly dictates ad slot pricing.

"SKin in the Game" Premium "Value-Seeking" Discount
Ad-Supported SVOD users pay monthly fees ($10.99-$24.99), FAST & Free AVOD users pay with time rather than money.

signaling high intent. Platforms cap ad loads at 4-5 Lean-back behavior and 24/7 linear channels create infinite
minutes/hour, creating scarcity that supports premium pricing inventory, exerting downward pressure on CPMs.
floors.
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VMVUPDs: The Apex of Pricing

LIVE SPORTS: LOGAL AD
HIGHEST VALUE | INSERTION

NFL SUNDAY TICKET 2 MIN/HOUR
EXAMPLE PREMIUM SLOTS

Virtual Multichannel Video Programming Distributors like YouTube TV and Hulu + Live
TV command the highest prices, with CPMs exceeding $45 and reaching $60+ for prime
inventory. They control the most perishable asset: live content.

GPM RANGE

Live Sports Rights Local Ad Insertion Premium Demographics

NFL, NBA remain the last bastion of ~2 minutes/hour of local avail Wealthy cord-cutters demanding
large-scale simultaneous reach inventory drives competitive bidding premium linear programming
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Ad-Supported SVO0D: The Gold Standarda

This sector represents premium CTV inventory, characterized by verified audiences, high-quality professional content, and lower
frequency caps.



Platform Economics Breakdown

Netflix: The Market Setter

CPMs: $39-545. Maintains strict
scarcity model (~4 min

ads/hour) to create premium
equity.

Disney-: Bundie Strategy

CPMs: $40-$50. Packages
Disney+, Hulu, ESPN+ for

unduplicated reach extension.

Amazon: Supply Shock

CPMs: $30-535. Switched 200M+
users to default ad-supported.
Unique value: Shoppable TV
with closed-loop attribution.

Peacock: Sports Driven

CPMs: $30-$40. Driven by live
sports (Olympics, NFL, NBA,
Premier League). Premium
inventory focus.
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FAST & The Technical Fill Rate Crisis

The Two Free Streaming Models
RVOD-First (Tubi) L
5:':=.-$h =
ir._.r"
Users actively select content. Intent ) _;r‘-'”
signal drives CPMs of $15-$25. "'if_,,ﬂ
'-F-__ .-_—,_:ﬁ"'-
et

FAST-First (Pluto V)

Users drop into 24/7 channel grid.
Passive consumption leads to CPMs of
$12-522.
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Why Fills Fail: Technical Breakdown

When viewers see a "slate" screen, it represents a specific failure in the millisecond-long programmatic transaction.

Latency Timeouts

SSAI requires real-time handshake within 200-500ms. Exceeding
timeout abandons the request to prevent buffering.

AN

Render Failures

Mobile-formatted video returned for CTV widescreen slot gets
rejected by SSAI server.

N

Frequency Gapping

DSP wins bid but cancels upon realizing user hit frequency cap
on another device.

Inventory Blindness

Platform and channel owner both try to sell same slot without
coordination, causing collisions.



The Everything App

YouTube is now the single largest constituent of TV screen time
in the U.S,, surpassing Netflix. The migration of short-form social
video to the living room screen offers massive efficiency.
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The Three Pillars of CPM Value

%

Supply Constraints & Scarcity

SVOD caps at 4 min/hour create
competitive auctions driving CPMs to
$50-$80. FAST's 8-12 min/hour

oversupply exerts downward pressure.

&

Targeting Precision & Data Quality

Logged-in environments provide
deterministic data (verified age, gender,
location). Walled Gardens command
higher prices by controlling both
inventory and data.

Y

Gontent Context & Brand Safety

Advertisers pay premiums for brand-
safe environments. Luxury car ads next
to acclaimed dramas command higher
CPMs than reality show reruns.



The Tech Tax Breakdown

$1.20 -
$1.00
. The 30-40% Leakage Problem
- For every dollar spent, only $0.55-50.65
reaches the publisher. This "tech tax" drives
Supply Path Optimization (SPO), where
$0.40 . . .
buyers create direct pipes to publishers to
- eliminate intermediaries. Major players are
: $010 $0.13 building their own platforms to recapture
50.00 . this margin.
Advertiser Spend DSP Fee Data/Targeting Fee SSP Fee Publisher

Net
REVETE]



Infrastructure: DSPs, SSPS & The Programmatic Pipe

Programmatic advertising replaces the three-martini lunch with algorithms and real-time bidding (RTB).

Buyer's Cockpit

Seller’s Storefront

Publisher / Stream

The DSP is the buyer's trading terminal, scanning millions of opportunities per second. The SSP manages and sells inventory, acting as
the auctioneer collecting bids and delivering creatives.



Transaction Hierarchy: Types of Buys
L T

Programmatic Guaranteed (PG) Private Marketplace (PMP) Open Exchange

Fixed price & volume negotiated Invite-only auction for bundled Public auction; any buyer can bid.
directly. "First look" priority. inventory. Curated, brand-safe content. Scale & efficiency. Cheapest reach but
Guaranteed delivery for critical No guarantee—you can be outbid. prone to domain spoofing and invalid

campaigns. Cost: High. Cost: Mid-to-High. traffic. Cost: Low.



STRATEGIC PIVOTS

The New Power BroKers

Traditional roles are vanishing as technology vendors and hardware makers move into media sales. Every link in the chain wants to
become the entire chain.



The Vendor Pivot: Amagi & Wurl

From Plumbing to Media Sales

Companies that began as infrastructure
providers (SaaS) are now media sellers.
They control the SSAl insertion point and
see ad requests flow through their pipes,
realizing media value exceeds tech license
value.

Amagi ADS PLUS Wurl AdPool

Aggregates fragmented inventory into contextual bundles. Partners with AppLovin to bring mobile gaming budgets into
Pitches "Zero Tech Tax" to publishers. CTV. BrandDiscovery Al targets based on emotional context.




The OEM "Glass™ Strategy

Samsung, LG, and Vizio have transformed the Operating System into the new cable box. The TV hardware is now a loss leader for recurring
OS revenue.

L ACR: The Superweapon

Automatic Content Recognition

The Conquesting Play

Samsung can retarget users on mobile

captures pixels from the screen,

; devices who just saw competitor ads on
(.7 identifying everything users watch—

linear TV. The home screen boot-up

linear cable, video games, or HDMI
inputs. This unique visibility creates

walled gardens forcing direct spending.

banner is now the most valuable real
estate, monetizing users before they
open apps.



Retail Media Giants: Walmart & Amazon
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CLOSED-LOOP AD-T0-PURCGHASE
ATTRIBUTION —— MERASUREMENT
VIA VIZI0 + VIA FIRE TV, PRIVE,
SHOPPER DATA DSP, & STORE

N

Closing the Loop

Retailers entered TV advertising to connect "seeing an ad" with "buying a product.”
Walmart acquired Vizio to gain the "glass," integrating viewership with shopper data for
closed-loop attribution. Amazon owns the complete fortress: device (Fire TV), content
(Prime Video), ad server, and store. Their DSP dominates by targeting based on actual
purchase history, moving TV budgets from brand awareness to measurable
performance.



Content Fortresses: NBCU
Innovation

Premium content owners fight commoditization by building proprietary ad
formats that cannot be bought programmatically on the open market.

Pause Ads

Static ads appearing when users pause content

00

O Arrival Ads

= High-impact units on profile selection screens
o Must Buy Formats
2R

Force direct engagement, protecting premium pricing power




The Buyer's Dilemma: IS It Awful?

The short answer is yes. Fragmentation has created chaotic workflow significantly more complex than traditional TV buying.

The Frequency Capping Nightmare

Walled gardens don't communicate. Users see the same ad 9-12
times across Hulu, Roku, and Samsung—wasting budgets and
infuriating consumers.

Operational Complexity

Comprehensive CTV campaigns require managing 15-20 different
vendors. Each has its own contracts, specs, and reporting

portals—eating into agency margins.

The Measurement Tower of Babel

Every platform grades its own homework. No single source of
truth like Nielsen GRPs. Buyers cannot easily de-duplicate reach
across platforms.




Advanced Measurement: The Gurrency Wars

The Shift from GRPS

The industry is moving away from Gross Rating Points toward fragmented currencies. Co-viewing multipliers artificially lower effective
CPMs, while retail media has changed metrics from "Reach" to "ROAS" (Return on Ad Spend).
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Co-Viewing Multiplier Closed-Loop Attribution

Disney's standardized multiplier counting 1 impression as multiple Amazon & Walmart prove TV ads caused specific purchases
EWETS



() FUTURE OUTLOOK

2026-2030: The Path Forward

The ecosystem is moving toward convergence through bundling, shoppable TV, and Al-powered personalization.



Emerging Trends Shaping the Future

Soft Mergers & Bundling Generative Ad Insertion
"Bundle-as-a-Service" offerings aggregating inventory across By 2026, Al will swap ad elements (car colors, beverages) in
NBCU, Paramount, and YouTube to simplify buying. real-time to match viewer profiles.

Shoppabie TV Mainstreamed

Amazon's dominance and Walmart's Vizio acquisition make
"Click-to-Buy" functionality on remotes standard.



Key Takeaways for Success
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Understand the Psychology Master the Infrastructure
CPM variance reflects user intent. SVOD commands premiums; Know why fills fail and where the tech tax goes. Success
value-seeking FAST offers arbitrage opportunities. requires understanding the millisecond-long programmatic

transaction.

—— —0——

Navigate the Fragmentation Leverage the Arhitrage
Build direct relationships with major platforms. Use SPO to Smart buyers find high-quality audiences in lower-priced
eliminate intermediaries and recapture margin. tiers. YouTube Shorts on TV offers 80% discounts for big-

screen presence.



Conclusion: The Path to Convergence

The CTV advertising ecosystem is in
adolescence—rapid growth, structural
awkwardness, and intense competition.
Current complexity is a symptom of violent
unbundling as every participant builds their
own fortress. For advertisers, the
environment is awful in friction but
miraculous in potential. Consolidation is
inevitable. Winners will solve fragmentation
by offering single-point access to accurate
reach, frequency control, and attribution
across the streaming archipelago.



Gavin Bridge: The FASTMaster

MEDIA STRATEGIST FORMER EXECUTIVE | INDUSTRY TRUTH-TELLER

Gavin Bridge offers a rare dual perspective in streaming: the rigor of a data

analyst combined with the P&L reality of a media operator. From forecasting the ; — ——— L —

rise of FAST at Variety to launching 15 channels at Amazon MGM Studios, Gavin g """ - "=,
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portfolios, and drove double-digit and sports betting integrations years - H s .

growth in viewing hours. before they became headlines.

Expertise: Navigating internal Legacy: Established as the industry's
greenlights, rights complexities, "truth-teller" on streaming
and strategic pivots inside the economics.

world's largest content ecosystem.

Trusted By The Industry

Samsung Ads « Comcast Advertising - Amagi « Xumo - Warner Bros. Discovery -
NAB « FilmRise (Radial) * SXSW « MIPCOM

Visit FASTMaster.media Contact for Consulting
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