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We are the
Woradpress
of podcasting

Ross Adams, CEO
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How Podcasting Works
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How Revenues are Generated

Direct sales
Programmatic sales
Self-serve

Direct sales

Direct sales } } }




USD 30Bn Addressable Market — Podcast Advertising Growing 157% CAGR

Global Audio Market (USDbn) Global Podcast Advertising Market (USDbn)

el

+15% CAGR

3,2 14 ~30Bn TAM 2022-2025
28,0
+56% CAGR
2015-2020 I
5,3 10,0 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

B Podcast Advertising (D Radio Advertising @ The Global Podcast advertising @ Podcast advertising has grown by
% Other Radio ® Physical Recorded Music market is estimated to be worth CAGR of 56% 2015 to 2020 with
B Live Music ® Digital Music (Streaming & Downloading) USD 4-6Bn in the coming 3-5 years 15% projected growth as the

W Other Music Segments latest estimate as at June 2022

Source: PwC Strategy& Market Study
(1) Other Radio include public license fee and satellite radio license fee



The Acast Marketplace

We have built the infrastructure required to match podcasters and advertisers

Embedded players

Podcatchers Smart Speakers And Other Platforms
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A World Leading Network of Podcasters

We have expanded our podcaster network significantly
and we keep growing the number of shows and listens

Quarterly Listens

am Listens (Millions)
ARPL (SEK)

1256 1238

66,000 shows

02-20  03-20 Q4-21  0Q1-22



We Have Established a Network of Advertisers

ADVERTISERS

PODCAST CREATORS & LISTENERS
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No. listens

The Podcast Portfolio

ILLUSTRATIVE EXAMPLE

HEAD| PROFESSIONAL
PUBLISHERS &
BIG INDEPENDENTS

Current revenue mainly
through direct sales

o

HEART

High ROI potential for advertisers.
Potential revenue through programmatic
ads, self-serve and a more streamlined
way of selling sponsorships

SHOWS WITH HIGH LISTENS SHOWS WITH FEW LISTENS

TAIL

No. shows



No. listens

Acast Has Mlany Shows Left to Monetize
REALITY

No. shows
SHOWS WITH HIGH LISTENS SHOWS WITH FEW LISTENS



Podchaser Delivers Discoverability, Dollars and Data

Podchaser
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Matt MacDonald
CHIEF PRODUCT OFFICER



Help me grow my
audience and help
me make more
money.

The Podcasters
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A Podcast
of One’s Own

with Julia Gillard

Automated
lead generation

Smoother
onboarding

Adaption to
local markets

Campaign
management

The Podcast Growth Funnel

Acast
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Becoming Profitable

»

Removing friction Attracting Supply

- Demand lead generation (active) *
- Content matching (active) *
- Campaigh management (active)

Ads - Payments (future pain point to address) Self serve



Advertising - What'’s Next

Improved matching of podcast inventory to meet advertiser demand
Development of core ad technology to control delivery of impressions

Acast Self-serve buying channel

Algorithms to automatically increase available inventory for Acast




The Value Creation Flywheel
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EG: Socio Data

EG: Demo data

EG: Similar Shows

EG: Brand identification

METADATA

PODCHASER VALUE CREATION: ACAST VALUE CREATION:

. Package more shows
Improved planning insights
New ad targeting options
More buyer leads

New Acast+ memberships

- Better quality show profiles
More advertiser leads
Improved discoverability

- Promote Acast+ on Acast

show profile pages

- Reduced transcription costs

.- Accurate reach with verified

listens

ADVERTISER LEADS

ACAST+ LEADS

EG: Transcripts

EG: Shows with Acast+
EG: Nielsen segments
EG: Contextual segments METADATA
EG: Past advertisers

EG: Brand safety categories
EG: Verified listens
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Elli Dimitroulakos
GLOBAL HEAD OF AD INNOVATION



Leading the Way in Podcasting Sales

[ Acast > Acast /5 Acast

VALUE-ADDED Intelligence Creative Automated
SERVICES BRILLIANT
MEASUREMENT,
EFFICIENCY & SCALE
RESEARCH & INSIGHTS BRAND STORIES
SPONSORSHIP BRANDED CONTENT EXTENSIONS
FORMATS ADS
SPONSORSHIP SPONSORSHIP+ SPONSORED SEGMENTS EPISODE ORIGINAL SOCIAL COLLABORATIONS
STORIES SERIES
TARGETING MEASUREMENT
CAPABILITIES
CURATED AUDIENCE SUBJECTS KEYWORDS BRAND ADVERTISER ATTRIBUTION BRAND UPLIFT

COLLECTIONS SEGMENTS & TOPICS SUITABILITY OWN AUDIENCE



The Industry’s Most Innovative Ad Targeting Opportunities

Curated
Collections

Content Collections
Curated by Acast Experts

Brand Suitability

Varying Risk Levels

Using words & sentiment

Conversational
Targeting

Subjects & Topics
Tier 1 & 2 IAB categories

Keywords

By relevancy

Audience
Targeting

Acast
Audience Segments

Using Nielsen data

Advertiser
Audience Segments

1st party data via Liveramp,
Nielsen, Tapad, Coming soon...



Podcast Advertising Market Growing 157

Global Podcast Advertising Market (USDbn)

/

+15% CAGR

2022-2025
+56% CAGR
2015-2020
2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025
@ Podcast advertising has grown by CAGR of 56% 2015 to 2020 @ The Global Podcast advertising market is estimated

with 15% projected growth as the latest estimate as at June 2022 to be worth USD 4-6Bn in the coming 3-5 years

Source: PwC Strategy& Market Study
(1) Other Radio include public license fee and satellite radio license fee



The Global Gap in Ad-spending

Ad-spend share Is

larger than share of 200
media consumption

150 E—
100 = Index 100
50 . 5
Ad-spend share is
lower than share of 0.0 :
media consumption Linear TV Social media  Online video Print press Radio Online press  Online audio :  Podcasts

Source: WARC Data, 2021



The Acast Partners

2022 PODSCAPE

Agencies Media planning & buying Content creation Hosting & ad serving tech Podcast players

Direct response Media planning platforms — Production houses + branded content = Ad serving Open RSS
agencies

¥ 3 g & = pol nlayer [» !
i . -1'5?'« ) XN YAYST m u SHIP rok 5 i = | SPOTI STITCHER .\ Audac
results Qg VERITONE.  OXFO — Ad marketplaces = =—— ry e y

) - Acast P&
gpodcorn adswizz  RedCircle = @ @ audible I @PiHeart

3 ne . p————  Hosting + ad sales =
ijhsonic p;s)egrch s RADIOAGENCY ; @ Joa) / ""pl '""'" Q 0 "
Acast G GUMBALL.FM A pr Acast BBEEPayer
“2vo0r M e dn .U% ™ ART19' lMegaphone Acast one

h €IMatchCasts 7ZVOOK | (ADVERTISE e W
havas i s ; hooshkaa :
- QAnChor ®AUd|°b°°m il Apple Podcasts !i. Google Podcasts

iM' Incremental i"Bautista i {_Cadencel3 |
@S‘Ta‘egicmedia' Media sales T i
RedCircle = | VOXNEST | [“libsyn amazonmusic ({3 YouTube
Podcast-focused publishers

TALKHOUSE

18Sixty

" i meease oo S spotiy| @ Ipandora @ CROOKED @ VOLVER AT Gimlet | ——— Hosting platforms : :
fede  nybria X ects QN WONDERY - o S @ Pocket Casts @ Castbox Fetunein

cology S NEWENGEN  Canneual @Audloboom Ccdencelé @\ E#ERS'ITSDUL EQLF:' e cloud(cy NEADGIN ‘blubrry @ & PODOAST IORX @

[DOUBLE #ELVIS] . .,
> Media Labs k\

w¢ RINGER STITCHER
| blue ol SilE s @KAST melrosepodcasts Iaughable wedisound
Broadcast-to-podcast publishers R, C O
sSXm

Ll havas G @D iHeartVE| o\ Audacy BEME Earii  SAUDIO MEDIA castos { FIRESIDE U e CASTRO
; m m RAMSEY \"VAIN|Y AMERICAN PUBLIC :
an Seng%grp —mla MEDIA GROUP J castbox 8 PRX M RSScom ® Playerf
Wwestwoodone  |9peastey  SALEM®) HUBBARD Q) @

MEDIA GROUP - = 22
oM povcasmes[> @ ) Hubl @) Breaker k&)
e MDGIvPartners Diversified publishers SOUNDCLOUD == @ $RADIOY

GROUPE
2 meredith CONDE NAST WARNER The New AJork Times ::I,B'% m”/(l”[l(‘ : i X «ileezer _ “MIXD ETRONOME
Independent agencies : :
VFOX NEWS macmillan

@ms dia Wieden+ @ ral Y t
Kenned T R T e
y VIACOMCES  VOXMEDIA Wunivision FTHE - drlles ] B soscons ZWISTIA castopod = ﬁ

@OCEANMEDIA  HARMELINVEDAY) Programmatlc (self serve and managed) O & Spotify” | pandora
' [ - -y I reator 100Is

adswizz = dax TRITON | Spreaker - (© targetspot :
Ggaca ) ' ' (®peatreon .« Supporting Cast audible

Agency holding companies

SHdiAN31lSI1

@ CBS Interactive BET-HD ) soNy music  TheAthletic  SLATE 7‘ . ! Non-Open RSS

Trade shops
[ACTIVE ICON " ARTIO "Il Megaphone | | WIDEORBIT

™ Podimo @ W Ko-fi
Rep firms

Consultants ~ =—————— U2 @TEEPUBLIC | ©Anchor S:TEI'CHEE Luminary
AL‘*‘J‘” caban® o Sxm ADVERTISECAST (@) |

INUIT
§IIDGEHT @ 4 ENGINUITY MEDIA THE ROOST u Ba nE ﬁ Bu(tma,c%w Q Memberful ﬂth POdsp'ke v
B oS HEQ!EBH e WONDERY

up PODCAST 1“31 N@/E GUMBALL Acast POJ dQ/ IPZ:\ D E E EE Acast 'iuj SUpercast é%Sonnont

THE PODCAST EXCHAMGE

NY T1ITAV

Data / Measurement / Analytics Podcast industry media

Download metrics and rankers Attribution — Brand lift & research = Competitive intelligence 7= Creative analytics == Linking services == Other data sources — Trade publications

Chartable  podsights niclsen MAGELLAN kM VERITONIC é3 podfollow @) roocrasee rﬂ

?) ® ® ® PODTRAC inlce : 1 odnews : =i b‘
e otests @ mdsm A2 VERITONE.  neustar ICANTAR Radar CharéaBle ®, rephonic = RAIN
tifyv :)TR”DN S p )ISCOV \‘\\ E m 1 :‘I\NEWS

) y . ) ; , \ AT

P claritas @d'son AN o . : =/ GROUP
T Charlall @wiwn OlLeads 4 - l, d Ofrequency IP(;:": @ PodLink ' Podscribe g PODCASTNEWSDAILY
FAGELLAR \’Qmoumz Q S Signal!\-!"q'!! iL ETRONOME POAILY - BAe!? ctive Timber [J PAOCAST

SONNOS

BUSINESS JOURNAL

© 2022 Magellan Al All Rights Reserved.




2005

! YouTube
launches

The Evolution of CTV Took Time

First |

YouTube
ads run

2007

Netflix
streaming
launches

Hulu
launches

2009

Hulu runs
its first major
ad campaign

2011

Amazon rebrands its

VOD service
to Amazon
Instant Video

Netflix
claims 21.6M
subscribers

Over half of

internet

the households in
the U.S. own an

connected TV or
streaming device

Decline in cable
subscribers
accelerates with
1M subscribers
lost amongst the
biggest pay-TV

providers

2018

CTV advertising
begins to attract
the serious
attention of
marketers

I Hulu’s
subscriber base
reaches 25M
while Netflix
reacher 150M
subscribers

CTV ad spend
in the U.S.
crosses the
$10B per
year mark



Direct vs Programmatic Audio Ads

What is
Programmatic
Advertising”?

Programmatic advertising is the use of technology to automate
many of the manual pre, mid and post campaign activities of
media buying including negotiations, trafficking, reporting,
optimisations, targeting and billing.

Programmatic media buying utilises data insights and algorithms
to serve ads to the right user at the right time, and at the right price.




Build on Instantaneous Stock Market Tech
How do you buy Stocks?




Connecting Podcasting to the Programmatic Tech Stack
Has Taken Time and Investment

DMP

(Data Management Platform)

AD.
=ao= Sh

PUBLISHER SSP AD EXCHANGE DSP BRAND/ADVERTISE
e.g. Podcaster (Supply-Side Platform) (Demand-Side Platform) R




Programmatic Deal Types

o ] St ()
OPEN AUCTION PRIVATE AUCTIONS PREFERRED DEALS GUARANTEED
DEALS
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Emily Villatte
CFO






Acast Has a Track Record of Growth

ECONOMIST, FT, AUDIENCE GROWTH: IPO, RADIO PUBLIC, RE-
- AFTONBLADET NEW MARKET EXPANSIONS HOME DEVICES SIGNING BBC, ACAST+ SPAIN, SGP

QUARTERLY REVENUE (000’S SEK)
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Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2
2014 2015 2015 2015 2015 2016 2016 2016 2016 2017 2017 2017 2017 2018 2018 2018 2018 2019 2019 2019 2019 2020 2020 2020 2020 2021 2021 2021 2021 2022 2022

>40-80% MARKET SHARE IN CORE EUROPEAN MARKETS GROWING AT PACE IN ALL MARKETS WHERE WE PLAY







Financial targets

Organic net sales growth 30% average organic growth rate between 2022-2025

Gross margin Annual gross margin of 35 - 38%

EBITDA Full year EBITDA profitability in 2024

Retain available funds and future earnings to support growth
Dividend Policy and development. Acast does not intend to pay cash dividends
In the foreseeable future




Podcast Market Growth Pace
Through the Economic Cycle

Competition for High advertiser appetite

creators increases to try new channels
and products

Increasing demand

in podcasting




Podcast Market Growth Pace
Through the Economic Cycle

Advertisers are still Ad-Spend catching up with the

consumption patterns resulting in
an increase in Sell Through Rate

spending but are rethinking
their bets. Some focus on
ROI or ‘what is known’

Reduced appetite to
try new podcasting
ad formats

Ad-spend increases across
verticals and markets




From Hypergrowth to Profitability




Listens and ARPL Have Increased Over Time

Qual"terly LiStens Average Revenue per Listen Qual"terly Net Sales

/°/“M o//Jf



Detailed Mechanics of Acast’s Net Sales Build-up

Net Sales Build-up

Delivered Impressions: Number of delivered ads,
which is a product of Inventory and Sell Through Rate

Net Sales from Ads

Net sales per delivered impressions (000’s)

4 N[ RE o s s 4 Number of times all shows have been listened to
Inventory X
4 Ad load refers to the number of ad breaks per show
Ad Load (x)

X Inventory: Multiplying Number of Listens and Ad Load gives

4 Sell Through Rate (%) the total capacity / number of slots available for ad placement
X 4 Sell Through Rate is the percentage of total ad inventory

Pricing 4 Cost Per Mille Impressions (Thousands) (CPM) that has been sold

Net Sales from Non-ads
Both Programmatic Ads and Sponsorship / Host-read Ads

have a similar net sales build-up structure

Total Net Sales

(1) Number of listens per year based on Acast ‘s IAB 2.0 certified measurement (minimum download of at least 60 seconds of the episode and only count one listen per listener per episode within 24 hours)



Acast Has Multiple Levers for Net Sales Growth

NET SALES BUILD

Listens (M’s) 1330 1950 2976 3735
Listens growth - 47% 53% 26%
Ad-Load (#) 4,5 5,0 5,0 5,0
Inventory (M’s) 5985 9750 14880 18675
Sell Through Rate 17% 21% 22% 28%
CPM (USD) 19 18 19 22
Net Sales from Ads 174 332 545 994

+ Other non ad revenues

Total Net Sales (MSEK) 190 361 591 1026
Net sales growth - 90% 64% 74%

ARPL (SEK) 0,14 0,19 0,20 0,27



No. listens

Acast Have Many Podcasts Left to Monetize

REALITY

NOT MONETIZED

MONETIZED

— No. shows
SHOWS WITH HIGH LISTENS SHOWS WITH FEW LISTENS



There is Room to Increase Ad-Load

~D7%% 15-207% 20-257% ~257% 15-20%

Ads

Content

~95%% 80-857% 75-807% ~1D7 ~80-85%

Ad load in 2020 (% of ads/hour)




Strong CPMs Reflect Higher ROI

CPM Ranges Across Media Segments in 2020 (USD)
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Source: PwC Strategy & Market Study
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Podcast has high CPM compared
to rest of the media industry

CPM levels has been relatively stable
within podcasting for the last 5 years

Podcasting ad spend was always
compared to YouTube, which
saw a race to the bottom, but the
podcasting industry has managed
to keep up the levels

In emerging markets, the CPMs

are often not more than 20% lower,
given that many of the same global
brands are present



Strategies for Effective Cost Control

RESOURCE ALLOCATION

Product / Tech Development Local Markets Sales

BOOST
SALES

EFFICIENCY
FURTHER

SCALE AS SCALE AS
REVENUES REVENUES
GROW GROW

Other Global Functions



Scaling Our Sales Organization

SALES EFFICIENCY

-

2019 2020 2021
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Podchaser Will Contribute Saas Revenues,
Gross Margin and Cash

Podchaser







From Hypergrowth to Profitability

A large and growing TAM

Podcasting remains an under-monetized media

Acast have established a unigue market position..and have the ability to leverage

technology and expertise to solve the friction points of the industry at scale

Acast are coming out of a period of heavy investment to focus the business
and deliver profits in 2024

Well financed with a strong balance sheet




Follow us on
investors.acast.com/subscribe

And here
acast.com/blog
twitter.com/acast

instagram.com/acastsweden/?hl=sv
facebook.com/AcastPodcasts



http://investors.acast.com/subscribe

