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Disclosures & Important Information

This document reflects the author’s opinions as of the date of publication and is provided solely for
informational and educational purposes. It does not constitute investment advice, investment research
under applicable securities regulations, or a recommendation to buy, sell, or hold any security or financial
instrument.

The views expressed herein are based on publicly available information, estimates, assumptions, and the
author’s independent judgment. While the author believes the information used to be reliable, no
representation or warranty is made as to its accuracy, completeness, or timeliness. Any projections,
forecasts, estimates, valuations, or forward-looking statements are inherently uncertain and should not
be relied upon as statements of fact.

Investing in securities involves risk, including the possible loss of principal. Past performance is not
indicative of future results. Any investment thesis or market view discussed in this document may fail to
materialize.

The author is not acting as a fiduciary, investment adviser, broker-dealer, or other regulated financial
professional with respect to any recipient of this document. Readers are expected to conduct their own
independent research and due diligence and consult appropriate professional advisers before making any
investment decision.

At the time of publication, the author does not hold a direct financial interest in the subject company
unless explicitly disclosed otherwise. The author reserves the right to initiate, change, or close positions
in any securities discussed without further notice.

This document is an opinion piece intended primarily for analytical discussion and portfolio demonstration
purposes. It should not be construed as impartial or objective research. The author undertakes no
obligation to update or revise the contents following publication, whether as a result of new information,
changed circumstances, or otherwise.

By accessing this document, the reader acknowledges that any reliance placed on its contents is done
entirely at their own risk.
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Qualitative Research

Management

CEO and Founder
Jeff Green

Jeff Green has led The Trade Desk since co-founding the company in 2009, providing more than 15 years
of strategic and operational continuity. Prior to founding The Trade Desk, Green held several roles in the
digital advertising ecosystem, including founding AdECN, an advertising exchange later acquired by
Microsoft, and earlier experience at Right Media, which was subsequently acquired by Yahoo. His
background has given him deep expertise in programmatic advertising infrastructure and the evolution of
digital ad markets.

Green is widely regarded as one of the most influential executives in ad tech, particularly for his long-term
focus on the open internet, data-driven advertising, and the growth of connected TV (CTV). Under his
leadership, The Trade Desk has maintained a consistent strategic vision centered on transparency,
independence from walled gardens, and expanding advertiser adoption of programmatic channels. The
company’s founder-led structure has also contributed to disciplined execution and a strong reputation
across the digital advertising ecosystem.

However, leadership concentration represents a notable key-person risk. The company’s strategic
direction, external positioning, and investor perception remain closely tied to Green’s leadership and
industry influence. In addition, his strong convictions regarding the future of the advertising ecosystem
can occasionally result in aggressive positioning against major platform competitors. More broadly,
despite strong execution, company performance remains partially exposed to cyclicality in global
advertising spending and macroeconomic conditions.

CFO
Tahnil Davis

Tahnil Davis currently serves as Interim Chief Financial Officer of The Trade Desk following a period of
leadership transition within the finance organization. Davis has been with the company for more than a
decade and previously served as Chief Accounting Officer, where she oversaw accounting operations,
financial reporting, compliance, and internal controls during a period of significant growth and
international expansion. Her long tenure provides deep institutional knowledge and operational
continuity at a time when investors may be focused on management stability.

Davis is viewed as a financially disciplined operator with strong familiarity across the company’s
infrastructure and capital allocation framework. Her background in accounting and internal finance
operations supports continuity in execution, particularly as The Trade Desk continues balancing growth
investments with margin expansion and profitability targets. The appointment of a long-standing internal
executive also suggests management’s preference for stability and continuity during the transition period.
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The interim appointment follows an unusually rapid sequence of CFO transitions. Davis succeeded
Alexander Kayyal, who joined the company in 2025 but departed after only a short tenure. Kayyal had
replaced Laura Schenkein, a long-time finance executive who had spent more than a decade at the
company before stepping down. Schenkein’s departure appeared to reflect a broader leadership
transition (accompanied with multiple board resignations) rather than operational underperformance,
while Kayyal’s shorter tenure created some uncertainty regarding long-term succession planning within
the finance organization.

Although The Trade Desk has maintained strong financial execution and reiterated confidence in its
operating outlook, the recent turnover in the CFO position may raise investor concerns around leadership
continuity and long-term financial stewardship. Nonetheless, the appointment of a deeply experienced
internal executive helps mitigate near-term execution risk while the company searches for a permanent
CFO.

Head of Sales
Jed Dederick

Jed Dederick has been a senior commercial leader at The Trade Desk for more than a decade, helping
oversee the company’s global sales organization and advertiser relationships during a period of rapid
expansion. With a background in digital advertising and enterprise sales leadership, Dederick has played
a central role in scaling The Trade Desk’s relationships with major agencies, brands, and marketing
partners across programmatic advertising channels.

Dederick is particularly recognized for his strong relationships within the advertising ecosystem and his
experience operating in platform-driven ad-tech environments. His leadership has supported The Trade
Desk’s expansion across connected TV (CTV), retail media, mobile, and omnichannel advertising, while
also contributing to consistently high customer retention and growing enterprise adoption. The
company’s client-centric approach and reputation for transparency have been important differentiators
in winning share from both traditional advertising channels and competing demand-side platforms.

At the same time, sales performance remains inherently linked to broader advertising spending trends
and macroeconomic conditions. Enterprise advertising budgets can be cyclical, particularly during periods
of economic uncertainty, which may impact campaign volumes and platform spending. In addition, The
Trade Desk continues to face competitive pressure from larger platform ecosystems, including vertically
integrated advertising businesses operated by major technology companies with significantly greater
scale and proprietary user data advantages.
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Strengths & Weaknesses of Entire Management Team

The leadership team at The Trade Desk demonstrates deep expertise across digital advertising,
programmatic media buying, and ad-tech infrastructure. Senior executives collectively bring extensive
experience in scaling platform-based advertising businesses, managing enterprise advertiser
relationships, and navigating the evolving digital media landscape. This industry specialization has been a
significant competitive advantage as the company expanded its presence across connected TV (CTV), retail
media, mobile, and omnichannel advertising.

Management has also demonstrated strong operational execution and strategic consistency over time.
Under founder-led leadership, The Trade Desk has maintained a clear focus on innovation, data-driven
advertising, and supporting the open internet ecosystem rather than operating within a closed “walled
garden” model. The company’s ability to scale globally while maintaining profitability and strong customer
retention reflects disciplined execution across both commercial and financial operations.

However, the company remains exposed to several structural and organizational risks. Financial
performance is closely tied to overall digital advertising demand, making revenue growth sensitive to
macroeconomic conditions and advertising spending cycles. In addition, The Trade Desk operates in an
intensely competitive environment against significantly larger technology platforms, including Alphabet,
Amazon, and Meta Platforms, all of which benefit from proprietary ecosystems, first-party user data, and
substantial financial resources.

The company also exhibits some degree of key-person risk due to its founder-led structure. Strategic
direction, investor perception, and external positioning remain closely associated with CEO Jeff Green,
making leadership concentration an important consideration for long-term succession planning and
organizational continuity.

Core Board Members

The board of The Trade Desk combines founder leadership with experience across digital media, consumer
technology, finance, and large-scale enterprise operations. Several directors bring particularly relevant
expertise in platform scaling, financial oversight, and data-driven business models.

Jeff Green

As founder and CEO, Jeff Green provides the board with deep industry expertise and long-term strategic
vision across programmatic advertising, connected TV (CTV), and digital media infrastructure. His
leadership has been central to shaping the company’s positioning around the open internet and
independent advertising technology.

David Wells

David Wells brings significant financial and operational expertise from his tenure as Chief Financial Officer
of Netflix, where he helped oversee the company’s global scaling and international expansion. His
background contributes valuable perspective on capital allocation, long-term growth management, and
scaling subscription-driven digital platforms.
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Eric Roza

Eric Roza contributes experience across consumer internet platforms, digital data businesses, and
technology-enabled growth companies. His prior leadership roles at companies including OpenTable,
Datalogix, and Zynga provide expertise in data monetization, platform scaling, and digital consumer
engagement.

Paula Price

Paula Price adds extensive experience in corporate finance, governance, and operational oversight
through prior executive roles at large enterprises, including Macy's. Her background supports board
oversight in areas such as financial controls, risk management, and organizational discipline.

Overall, the board appears well aligned with The Trade Desk’s strategic priorities, particularly in digital
media, platform economics, and financial governance. While several other directors contribute
specialized expertise, these members represent the board’s most directly relevant leadership and
operational perspectives for investors evaluating the company’s long-term execution and governance
structure.

Other Commentary on the Management Team

The Trade Desk benefits from a strong founder-led management structure with deep expertise across
programmatic advertising, digital media infrastructure, and ad-tech platform development. The
leadership team has demonstrated consistent execution, particularly in high-growth areas such as
connected TV (CTV) and omnichannel advertising, while maintaining a clear long-term strategic focus on
the open internet ecosystem. This combination of industry specialization and strategic consistency has
been an important differentiator in a rapidly evolving advertising landscape.

At the same time, the company’s founder-centric structure introduces a degree of leadership
concentration risk, as strategic direction and investor confidence remain closely tied to CEO Jeff Green. In
addition, despite strong operational performance, The Trade Desk remains exposed to broader digital
advertising spending cycles and competitive pressure from large platform ecosystems such as Google,
Amazon, and Meta, all of which possess significantly greater scale, proprietary data advantages, and
vertically integrated advertising networks.
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Company History

The Trade Desk was founded in 2009 in Ventura, California as a Delaware C-Corporation by Jeff Green and
Dave Pickles. The company initially operated as a small programmatic advertising startup focused on real-
time bidding (RTB), helping advertisers automate the purchase of digital ad inventory more efficiently
than traditional manual buying processes.

In its early years, The Trade Desk primarily focused on desktop display advertising, but the platform
gradually expanded into additional digital channels including mobile, video, audio, and eventually
connected TV (CTV). This expansion allowed the company to evolve alongside changing consumer media
consumption trends and positioned it to benefit from the rapid shift toward streaming and omnichannel
digital advertising.

A major milestone occurred in 2016 when The Trade Desk completed its IPO on the NASDAQ under the
ticker symbol TTD. The public listing significantly increased the company’s scale, visibility, and access to
capital, supporting continued investment in platform development, international expansion, and
enterprise customer acquisition.

Over time, the company evolved from being viewed primarily as a demand-side platform (DSP) into a
broader omnichannel advertising platform serving the open internet ecosystem. The Trade Desk invested
heavily in data infrastructure, Al-driven optimisation tools, and automated bidding technology, including
the launch of its Kokai platform, which enhanced campaign measurement, targeting, and decision-making
capabilities across advertising channels.

A defining characteristic of The Trade Desk’s history has been its early strategic focus on independent
programmatic advertising outside of major “walled garden” ecosystems such as Alphabet, Meta
Platforms, and Amazon. As advertisers increasingly sought greater transparency, flexibility, and cross-
platform reach, this positioning became a significant competitive advantage.

The company’s evolution has also reflected consistent founder-led strategic discipline. CEO Jeff Green has
maintained a focus on neutrality and platform independence, avoiding ownership of media inventory and
instead positioning The Trade Desk as an independent technology layer for advertisers. While this strategy
supports trust and transparency with clients who like this neutrality as opposed/complement to walled-
gardens, it also leaves the company dependent on third-party advertising inventory and broader digital
advertising market conditions.

Several key inflection points shaped the company’s growth trajectory, including its early leadership in real-
time bidding technology, its 2016 IPO, and the rapid acceleration of connected TV advertising beginning
around 2019. Collectively, these developments transformed The Trade Desk from a niche ad-tech provider
into one of the most influential independent platforms in global digital advertising.
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Products / Services

The Trade Desk primarily operates a single core product: a demand-side platform (DSP) that enables
advertisers and agencies to purchase digital advertising inventory programmatically across the open
internet. While the company offers a broad set of tools, integrations, and capabilities across multiple
advertising channels, these are best understood as monetization and engagement layers built on top of
one centralized platform rather than separate standalone business lines. Revenue is primarily generated
through a take rate on advertising spend processed through the platform.

Core Demand-Side Platform (DSP)

The Trade Desk’s DSP allows advertisers to buy digital advertising inventory in real time across channels
including display, video, mobile, audio, connected TV (CTV), digital out-of-home (DOOH), and in-app
advertising. The platform aggregates advertising inventory from publishers, exchanges, and streaming
services while using data analytics and machine learning algorithms to optimise targeting, bidding, and
campaign performance.

The company’s core strengths include a highly scalable platform model, strong neutrality relative to media
owners, and broad cross-channel reach across the open internet ecosystem. Its positioning as an
independent infrastructure provider has become increasingly valuable as advertisers seek alternatives to
vertically integrated advertising ecosystems operated by larger technology companies. In particular, The
Trade Desk has established a strong competitive position in connected TV advertising, one of the fastest-
growing segments of digital media.

At the same time, the business remains highly exposed to broader advertising spending cycles and
macroeconomic conditions, as revenue is directly tied to advertiser budgets and campaign activity. The
company also competes against significantly larger players including Alphabet, Amazon, and Meta
Platforms, all of which operate integrated advertising ecosystems with proprietary user data and owned
media inventory. Additionally, the platform’s sophistication and breadth can create a steeper learning
curve for smaller advertisers compared to simpler “walled garden” advertising platforms.

Connected TV (CTV)

Connected TV has emerged as one of The Trade Desk’s most important strategic growth drivers. The
platform enables advertisers to purchase advertising inventory across streaming ecosystems including
smart TVs, streaming applications, and digital video services. As media consumption continues shifting
from traditional linear television toward streaming platforms, CTV advertising has become an increasingly
attractive channel due to its measurable targeting and data-driven optimisation capabilities.

The company benefits from strong advertiser demand for streaming television inventory and from its
ability to provide cross-platform campaign management outside of closed media ecosystems. However,
the market remains fragmented across numerous streaming providers and media owners, creating
operational complexity and dependence on external partnerships. Competition is also intensifying as
companies such as Amazon and Netflix continue expanding their advertising capabilities.

Data, Identity & Measurement Solutions
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The Trade Desk has invested heavily in data infrastructure, identity resolution, and campaign
measurement tools designed to improve advertiser targeting and attribution in a privacy-focused
environment. This includes initiatives such as Unified ID 2.0 (UID2), which aims to provide an alternative
identity framework as third-party cookies become less effective.

These tools strengthen the company’s positioning within the evolving privacy landscape and support
advertiser demand for cross-channel measurement and attribution. The company’s analytics capabilities
also increase platform stickiness by improving transparency and return-on-investment tracking for
customers.

Nevertheless, identity and measurement remain subject to regulatory uncertainty, evolving privacy
standards, and dependence on broad industry adoption. In addition, major platform ecosystems such as
Google and Meta limit access to certain user-level data, reducing visibility across parts of the digital
advertising ecosystem.

Al & Optimisation Technology

Artificial intelligence and machine learning capabilities have become increasingly central to The Trade
Desk’s platform strategy. Products such as the Kokai platform use large-scale data processing and
algorithmic optimisation to automate bidding decisions, improve campaign efficiency, and maximize
advertiser returns across billions of ad impressions.

These capabilities represent an important long-term competitive advantage, particularly as digital
advertising environments become more complex and data-intensive. Al-driven optimisation also
enhances scalability and operational efficiency across the platform.

However, maintaining leadership in this area requires continuous investment in infrastructure, data
processing, and algorithm development. In addition, some advertisers may have limited visibility into the
decision-making logic of highly automated systems, creating occasional “black-box” concerns regarding
campaign optimisation.

Additional Advertising Channels

Beyond display and CTV advertising, The Trade Desk supports several additional programmatic advertising
formats, including digital audio, mobile in-app advertising, and digital out-of-home (DOOH) advertising.

Programmatic audio benefits from rising podcast and music streaming consumption, while mobile
advertising leverages the global scale of smartphone usage and real-time bidding infrastructure. DOOH
advertising represents a smaller but growing market as traditional outdoor advertising transitions toward
digital formats.

Each of these channels expands the company’s omnichannel advertising capabilities, although they also
introduce additional fragmentation, measurement complexity, and competitive pressures. Mobile
advertising, in particular, has been impacted by privacy-related platform changes such as Apple’s App
Tracking Transparency (ATT) framework.

Strategic Positioning & Future Development
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The Trade Desk’s overall product strategy is intentionally focused on remaining a neutral technology layer
rather than owning media inventory or content directly. This independence supports advertiser trust,
broad ecosystem adoption, and flexibility across channels, but also leaves the company dependent on
third-party publishers, streaming providers, and advertising supply relationships.

Looking ahead, the company’s future product development is likely to focus on deeper Al-driven campaign
automation, enhanced cookieless identity solutions, expanded retail and commerce media integrations,
stronger cross-platform attribution capabilities, and potentially greater involvement in Al-assisted
creative generation tools.

Ultimately, The Trade Desk’s long-term competitive advantage is closely tied to its leadership position in
open internet and connected TV advertising. Its success will depend on maintaining platform neutrality
and technological leadership while competing against larger vertically integrated advertising ecosystems
with significantly greater scale and resources.
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Catalysts and Drivers

The Trade Desk is positioned to benefit primarily from long-duration structural shifts in global digital
advertising rather than short-term product refresh cycles. Its growth profile is therefore closely tied to
industry-wide changes in media consumption, advertising technology adoption, and privacy regulation.

Expansion of Connected TV (CTV) Advertising

One of the most important growth drivers is the ongoing shift from traditional linear television to
streaming-based consumption. As advertisers reallocate budgets toward connected TV, The Trade Desk
benefits from increasing demand for independent, data-driven ad buying across fragmented streaming
ecosystems. CTV remains one of the fastest-growing segments of digital advertising and a key contributor
to overall platform growth.

Shift Toward Open Internet vs. Walled Gardens

A key structural dynamic is the gradual increase in advertiser demand for diversified media buying across
both closed ecosystems (Google, Meta, Amazon) and the open internet. While walled gardens continue
to capture a large share of digital advertising spend due to scale and performance advantages, advertisers
are increasingly allocating incremental budgets toward independent platforms that offer cross-channel
reach, transparency, and unified measurement. This trend supports demand for neutral DSPs such as The
Trade Desk.

Growth in Programmatic and Al-Driven Advertising

The continued automation of advertising buying is another major tailwind. The industry is shifting away
from manual insertion orders toward algorithm-driven, real-time optimisation. The Trade Desk’s
investment in Al-powered tools, including its Kokai platform, enhances targeting efficiency, bidding
optimisation, and return on advertising spend, making programmatic advertising more attractive to large
enterprise advertisers.

Identity, Privacy, and Cookieless Transition

The ongoing transition away from third-party cookies represents a significant industry-wide inflection
point. The Trade Desk’s Unified ID 2.0 (UID2) initiative and related identity solutions are designed to
provide privacy-compliant alternatives for cross-site targeting and measurement. Broader adoption of
these frameworks could strengthen the company’s competitive positioning as advertisers seek scalable
identity solutions in a more privacy-restricted environment.

Retail Media and Cross-Channel Measurement

Emerging demand for retail media infrastructure and improved cross-channel attribution also represents
a meaningful growth opportunity. As advertisers increasingly seek to connect online and offline
purchasing behaviour, platforms capable of integrating retail data, CTV exposure, and digital engagement

may capture incremental budget share.

Key Risks to Catalysts
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While these structural drivers are significant, they are not without uncertainty. Increased competition
from vertically integrated ecosystems operated by companies such as Google, Amazon, and Netflix could
limit the share gains of independent platforms. In addition, advertising spend remains cyclical, meaning
macroeconomic slowdowns can temporarily suppress growth even within structurally expanding
channels.

Execution risk also remains around identity and privacy infrastructure, as industry-wide adoption of new
standards such as UID2 is not guaranteed and depends on broad ecosystem cooperation. More broadly,
the long-term upside for The Trade Desk is closely linked to whether the open internet continues to gain
share relative to closed advertising ecosystems, which remains an ongoing competitive and structural
dynamic.
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Secular and Cyclical Trends

The Trade Desk operates in a market characterized by strong structural (secular) growth, but with
meaningful sensitivity to short-term macroeconomic cycles due to its exposure to global advertising
spend.

Secular Growth Drivers (Long-Term Tailwinds)

The digital advertising industry continues to expand as media consumption and advertising budgets shift
across several long-term structural trends:

e Shift from linear TV to streaming and connected TV (CTV): Advertising continues migrating away
from traditional broadcast television toward streaming platforms, making CTV one of the fastest-
growing segments of global media.

e Ongoing shift from offline to digital advertising: Advertisers are steadily reallocating budgets from
traditional channels (print, radio, linear TV) toward digital formats that offer improved targeting,
measurability, and return on investment.

e  Growth of programmatic advertising and automation: Increasing adoption of real-time bidding
and algorithm-driven ad buying continues to replace manual media purchasing processes.

e Expansion of data-driven marketing: Advertisers are placing greater emphasis on cross-channel
attribution, performance measurement, and audience targeting, all of which support
programmatic platforms.

Within this context, connected TV and open internet programmatic advertising remain among the fastest-
growing areas of global advertising, supporting The Trade Desk’s long-term growth outlook.

Cyclical Sensitivity (Short-Term Volatility)

Despite strong structural tailwinds, the company remains exposed to cyclical fluctuations in advertising
demand. Because revenue is directly linked to advertising budgets, performance can vary with broader
macroeconomic conditions, including:

e Economic slowdowns or recessions, which typically lead advertisers to reduce or delay marketing
spend

e Shifts in consumer demand that impact advertiser return on investment

e Periods of weaker corporate earnings or reduced marketing budgets

As a result, even in structurally growing markets, The Trade Desk can experience meaningful quarter-to-
quarter or year-to-year volatility driven by macro conditions.

Structural + Cyclical Interaction
The company is best understood as a combination of strong secular growth exposure with embedded

cyclical sensitivity. Structural tailwinds in digital advertising support long-term expansion, while cyclical
dynamics introduce short-term variability in revenue growth.
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Importantly, The Trade Desk may exhibit partial resilience relative to traditional advertising businesses,
as advertisers often prioritize efficient, performance-driven channels during periods of budget pressure.
This can support relative share gains in certain downturns. However, it remains exposed to broad
advertising budget contraction, as marketing spend is typically one of the first areas reduced during
economic stress.

Overall, The Trade Desk reflects a classic “secular growth with cyclical overlay” business model:

e Long-term outlook: Strong structural growth driven by digital transformation, CTV adoption, and
programmatic automation

e Short-term dynamics: Meaningful sensitivity to macroeconomic cycles and advertising budget
volatility
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Target Market

The Trade Desk primarily serves the demand-side segment of the digital advertising ecosystem, with a
clear focus on larger, more sophisticated buyers of programmatic media.

Core Customer Segments
The company’s primary customers include:

e large and mid-sized advertisers: Brands with significant digital marketing budgets that require
cross-channel campaign management, advanced targeting, and performance optimisation.

e Advertising agencies and holding companies: Media buyers managing campaigns on behalf of
multiple clients, often requiring scalable tools and centralized control.

e Enterprise marketers transitioning to programmatic: Organizations shifting from traditional media
buying toward automated, data-driven advertising across digital channels.

This customer base is generally characterized by higher spending levels, more complex campaign
requirements, and a greater emphasis on measurement and ROl optimisation compared to small-business
advertisers.

Geographic Focus

The Trade Desk’s revenue base is primarily concentrated in developed advertising markets, with the
following regional emphasis:

o North America: The largest and most mature market
e Europe: A key growth region with increasing programmatic adoption
e Asia-Pacific: An expanding opportunity set, particularly in digital and mobile-first economies

Channel Exposure

The company’s platform supports omnichannel advertising, but demand is most heavily concentrated in
high-growth digital formats:

e Connected TV (CTV)

e Digital video advertising

e Mobile app advertising

e Openinternet display and audio inventory

These channels reflect the broader shift in media consumption toward streaming, mobile engagement,
and programmatic ad delivery outside of closed platform ecosystems.

Strategic Expansion Opportunities

Looking forward, several adjacent or underpenetrated markets represent potential expansion vectors:
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e Mid-market and smaller advertisers: Expansion through simplified self-serve tools, though this
segment is more competitive and price-sensitive.

e Retail media networks: Integration with ecommerce platforms and transaction-linked advertising
ecosystems.

e Commerce-driven advertising: Performance marketing tied more directly to purchase behaviour
and sales outcomes.

e Direct-to-brand adoption: Reducing reliance on agencies by increasing direct enterprise
relationships.

e Emerging markets: Select expansion opportunities in Asia, Latin America, and Africa as digital
advertising infrastructure matures.

e Al-enabled marketing automation: Potential evolution toward more automated campaign
creation and management tools for less technical users.

Strategic Positioning

The Trade Desk’s target market strategy is defined by its positioning as a premium, enterprise-focused
independent demand-side platform rather than a mass-market advertising tool. This focus supports
higher revenue per customer, stronger platform stickiness, and deeper enterprise integration.

However, it also limits penetration into the small and medium-sized business (SMB) segment, where
simpler platforms such as those offered by Alphabet dominate due to ease of use and integrated
ecosystem advantages.

Strategic Trade-off
A key long-term strategic tension exists between:

e Maintaining a high-end enterprise platform: Supporting higher margins, deeper functionality, and
stronger differentiation

e Expanding into broader advertiser segments: Increasing total addressable market but introducing
greater competition, lower average spend per customer, and higher complexity in product design

Overall, The Trade Desk is best characterized as a global enterprise-grade platform for programmatic
advertising, with strong exposure to large advertisers shifting budgets into digital, streaming, and data-
driven channels. Its long-term opportunity set is largest in CTV and enterprise programmatic adoption,
while expansion into adjacent segments remains incremental rather than transformational in the near
term.
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Competition

The Trade Desk operates within a highly competitive digital advertising ecosystem defined by the tension
between independent demand-side platforms and vertically integrated “walled garden” ecosystems. The
competitive set is best understood as a mix of direct DSP competitors, adjacent ad-tech infrastructure
providers, and large platform ecosystems that increasingly internalize advertising demand.

Alphabet (Google Ads / Display & Video 360)

Google is the largest global digital advertising platform and represents the most direct large-scale
competitor through its DSP offering, Display & Video 360.

Strengths:
e Unmatched scale across search, YouTube, and display inventory
e Deep first-party user data across its ecosystem
e Fully integrated advertising stack (end-to-end control of demand, supply, and measurement)
e Advanced machine learning and optimisation capabilities
Weaknesses:
e Closed “walled garden” structure limits cross-platform transparency
e Potential conflicts of interest between buying and selling inventory
e Less independent positioning relative to neutral DSPs

Amazon (Amazon Ads / Amazon DSP)

Amazon is a rapidly growing advertising competitor leveraging ecommerce, retail, and purchase-intent
data.

Strengths:
e Highly valuable first-party commerce and transaction data
e Strong closed-loop attribution from ads to purchases
e  Fast-growing retail media advertising ecosystem
Weaknesses:
e Primarily constrained to Amazon-owned or affiliated inventory
e Limited open internet reach compared to independent DSPs
e Less flexibility outside ecommerce-driven advertising use cases
Meta Platforms (Facebook / Instagram Ads)

Meta is one of the largest global advertising platforms, particularly in social media advertising.

Strengths:
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e Massive global user base and engagement
e Highly effective Al-driven targeting and ad delivery systems
e Strong performance in social and video-based ad formats

Weaknesses:

e Closed ecosystem with limited cross-platform interoperability
e  Privacy changes (e.g., ATT) have reduced targeting precision
e Limited applicability outside its own platforms

Microsoft (Microsoft Advertising / LinkedIn)
Microsoft plays a smaller but growing role in digital advertising, particularly in search and B2B targeting.
Strengths:

e Strong B2B targeting via LinkedIn
e Enterprise customer relationships
e Increasing Al integration across products

Weaknesses:

e Smaller scale relative to Google, Meta, and Amazon
e Limited advertising inventory breadth
e Less dominant in programmatic display and CTV

Other DSP and Ad-Tech Competitors
Several specialized or legacy ad-tech players compete more narrowly within parts of the ecosystem:

e (Criteo: strong in ecommerce retargeting and commerce media, but more limited in CTV and full-
stack programmatic advertising

e Roku: important in connected TV inventory but largely confined to its own ecosystem

e Magnite: key SSP infrastructure player on the supply side of programmatic advertising

e PubMatic: similar SSP-focused role with emphasis on publisher monetization

o Legacy DSP players (e.g., Yahoo DSP) smaller scale and limited innovation relative to modern
platforms

Most of these competitors are either narrower in scope or positioned on the supply side rather than
directly competing as full-scale demand-side platforms.

Structural Competitive Dynamics

Competition in the sector is best understood as a platform ecosystem battle rather than traditional head-
to-head rivalry.
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Walled Gardens vs Open Internet
The primary structural divide is between:

o (Closed ecosystems (Google, Meta, Amazon) that control data, inventory, and measurement
e Open internet platforms like The Trade Desk that aggregate fragmented third-party inventory

This structural difference shapes competitive positioning more than any single product feature.
Scale Advantages of Vertically Integrated Platforms
Large technology companies benefit from:

e Proprietary user data at massive scale
e Integrated ad stacks spanning content, targeting, and measurement
e Ability to optimise within closed ecosystems without external dependencies

These advantages make them persistent structural competitors rather than cyclical ones.
The Trade Desk’s Core Differentiation: Neutrality

The key competitive advantage of The Trade Desk is its independent, neutral positioning. It does not own
media inventory, which enhances advertiser trust and flexibility across channels.

However, this neutrality is also a constraint, as it limits vertical integration and exposure to proprietary
data sources.

Connected TV as the Primary Battleground

Connected TV represents the most competitive and strategically important segment of digital advertising.
Streaming platforms, traditional tech companies, and independent DSPs are all competing for share of
this rapidly growing advertising category.

Fragmentation vs Consolidation Dynamic
e Fragmentation of the open internet supports demand for independent DSPs
e However, increasing consolidation into large ecosystems (Amazon retail media, Google
ecosystem, streaming platforms like Netflix and Disney) could gradually limit the addressable
open internet opportunity

The competitive landscape is increasingly defined by a structural tension between vertically integrated
advertising ecosystems and independent infrastructure providers. The Trade Desk occupies a leading
position within the independent layer, but continues to face intensifying competition from large platform
ecosystems that are expanding deeper into advertising technology, particularly in connected TV and
commerce media.
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Production and Distribution

The Trade Desk operates as a pure digital software platform, meaning traditional concepts such as physical
production and manufacturing efficiency are not directly applicable. Instead, “operational improvement”
is best understood through continuous software development, infrastructure scaling, and product
enhancement.

Platform Development & “Production” Dynamics

In place of physical production, The Trade Desk’s operational evolution is driven by ongoing improvements
to its software platform and data infrastructure. Key development priorities include:

e Increased automation in campaign optimisation through Al-driven bidding and targeting systems

e Rapid, iterative software development cycles enabling frequent platform enhancements

e Expansion of cloud-based data infrastructure to support high-volume, real-time ad auctions

e Continued development of privacy-compliant identity solutions in a post—third-party cookie
environment

e Improvements in user interface and workflow design to reduce complexity for advertisers and
agencies

These capabilities collectively enhance platform scalability, efficiency, and advertiser return on
investment, while reinforcing The Trade Desk’s positioning as a technology infrastructure provider for
digital advertising.
Distribution Model
The Trade Desk operates primarily through a high-touch, enterprise-oriented distribution model.
Direct Enterprise Sales
The company’s core go-to-market strategy is built around:

e Direct sales teams focused on large advertisers and global media agencies

e lLong-term, relationship-driven engagement with enterprise marketing organizations

e High-touch onboarding and integration into advertiser workflows

e Ongoing account management focused on campaign performance optimisation
This model is particularly important because demand-side platforms require meaningful integration with
advertiser systems, data pipelines, and media planning processes, making adoption more complex than
typical self-serve software products.
Indirect Channels & Ecosystem Distribution

In addition to direct sales, The Trade Desk also scales through ecosystem partnerships, including:

e Advertising agencies managing multi-brand budgets
e Media buying firms acting as intermediaries for enterprise clients
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e Integrations with connected TV (CTV) platforms and publishers
e APl-based connections with other advertising and data infrastructure providers

These indirect channels allow the company to expand reach without requiring a fully direct relationship
with every advertiser.

Competitive Distribution Models
Distribution strategies differ materially across competitors:

e Alphabet, Meta Platforms, Amazon: Operate primarily through self-serve ecosystems embedded
directly into consumer-facing platforms (search, social media, ecommerce), creating strong native
distribution advantages and reducing customer acquisition friction.

e CTV and streaming platforms (e.g., Roku): Monetize proprietary ad inventory within their own
ecosystems rather than competing as open-market DSPs.

e Other DSPs and ad-tech firms: Typically rely on agency relationships or niche vertical
specialization, often without the scale or neutrality positioning of The Trade Desk.

Strategic Implications

A key structural disadvantage for The Trade Desk is that it does not own consumer traffic or media
inventory. As a result, it cannot rely on captive distribution and must instead win demand through:

e Performance and return on advertising spend
e Platform neutrality and transparency
e Strategic partnerships with agencies, publishers, and CTV ecosystems

Future Distribution Evolution
The Trade Desk’s distribution strategy is likely to continue evolving toward:

e Greater self-serve adoption for mid-market advertisers, reducing onboarding friction

e Increased automation in campaign setup and optimisation, lowering dependence on high-touch
sales

e Deeper integration with connected TV and streaming advertising ecosystems

e Expansion into retail media networks and commerce-driven advertising platforms

e Gradual geographic expansion into emerging digital advertising markets

e Al-driven campaign management that reduces the need for manual sales-led onboarding

The Trade Desk’s operating model is best understood as a software-driven, highly scalable platform
business with minimal production constraints but significant distribution dependency.

While software development provides strong leverage and high margins, the company’s core competitive
challenge is not production efficiency, but access to advertiser demand and media inventory ecosystems.

In this sense, competition is fundamentally about distribution power:
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e Bigtech platforms benefit from built-in distribution via consumer ecosystems
e The Trade Desk must continuously earn access through performance, neutrality, and partnerships
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Suppliers and Components

This section we treat more as an analysis of ecosystem dependencies for software and low-asset
businesses.

The Trade Desk does not operate a traditional supply chain because it does not manufacture physical
goods or rely on component suppliers. Instead, as a cloud-based software platform, its operational
dependencies are best understood as a set of infrastructure, data, and ecosystem relationships that
enable its advertising marketplace to function.

Core Infrastructure & Ecosystem Partners

Rather than suppliers in the conventional sense, The Trade Desk depends on several categories of external
partners:

Cloud computing providers that host and scale its platform infrastructure;
e data partners that contribute identity, audience, and measurement inputs used in targeting and
optimisation;
e advertising exchanges and supply-side platforms that provide access to digital ad inventory;
e and connected TV (CTV) platforms and streaming publishers that supply increasingly important
video advertising inventory.

These relationships are typically non-exclusive and flexible, reflecting the open, interoperable nature of
the digital advertising ecosystem rather than long-term locked supply contracts.

Nature of the “Supply Network”

The Trade Desk’s operational environment can be better described as a distributed digital advertising
ecosystem rather than a linear supply chain. Key characteristics include:

e A highly diversified partner base with no single dominant supplier dependency
e Low exposure to physical supply constraints, inventory logistics, or manufacturing risk
e High dependence on data access, platform integrations, and interoperability standards
e Strong reliance on open internet infrastructure and cross-platform connectivity

In this model, value creation is driven less by controlling inputs and more by maintaining broad access to
fragmented digital advertising inventory and data sources.

Key Structural Risks

The primary risks in this ecosystem are not traditional supplier disruptions, but rather shifts in platform
access and data availability. These include:

Restrictions on user-level data access due to evolving privacy regulations;
increasing vertical integration by streaming and media platforms that prioritize internal advertising
systems;
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and potential limitations on interoperability imposed by large technology ecosystems that operate
competing advertising platforms.

These factors could reduce the openness of the ecosystem that independent demand-side platforms rely
on.

Structural Advantages

At the same time, The Trade Desk benefits materially from its software-based model:

It carries no inventory holding risk; it has no manufacturing or physical logistics dependencies; and it
operates a highly scalable infrastructure model where incremental revenue does not require proportional

physical input costs.

This structure allows the company to scale efficiently while focusing capital and resources on software
development, data capabilities, and algorithmic optimisation rather than physical supply management.

Overall, instead of a traditional supplier base, The Trade Desk operates within a partner-driven digital
ecosystem, where access to data, identity infrastructure, and advertising inventory is the critical input.

Its “supply chain” is therefore not physical but informational and relational, and its long-term success
depends on maintaining open, interoperable access to the broader internet advertising ecosystem rather
than controlling supply in a traditional sense.
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Commodities Exposure

The Trade Desk has no direct exposure to physical commodities, as it does not produce or sell tangible
goods. However, its financial performance is indirectly influenced by several macro and quasi-commodity-
like variables that affect either input costs or demand conditions within the digital advertising ecosystem.

Advertising Demand as a Cyclical Input

The most meaningful indirect exposure comes from overall advertising demand, which behaves as a
macroeconomic cyclical variable rather than a commodity input. Advertising budgets typically rise with
economic growth and corporate profitability, and contract during downturns as companies reduce
discretionary marketing spend.

As a result, The Trade Desk’s revenue is indirectly sensitive to broader economic conditions such as GDP
growth, consumer spending, and corporate earnings cycles, even though these are not commodity-driven
factors.

Cloud Infrastructure Cost Sensitivity
The company relies on third-party cloud infrastructure providers to operate and scale its platform. While
these costs are not commodity-linked in a direct sense, they can be influenced by broader input cost
trends, including:

e Energy costs that affect data center economics

e Semiconductor supply and demand cycles impacting compute availability

e General cloud pricing dynamics driven by scale efficiencies and competition among providers

That said, cloud infrastructure costs are typically a relatively stable and predictable portion of operating
expenses and are not a primary driver of financial performance.

Data and Digital Media Inventory Dynamics
The Trade Desk also has indirect exposure to pricing dynamics in digital advertising inventory, particularly
within programmatic and connected TV (CTV) environments. These are not commodity markets, but
rather auction-based systems where pricing is influenced by:

e Advertiser demand levels

e Supply availability of premium streaming and digital inventory

e Competition between advertisers for targeted audiences

In periods of high demand, effective media costs can rise, while in weaker advertising environments,
pricing can soften.

Overall, The Trade Desk has no direct commaodity exposure. Its economic sensitivity is instead driven by:

e Cyclical digital advertising demand conditions
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o Competitive dynamics across advertising platforms (including Alphabet, Meta Platforms, and
Amazon)

e Structural shifts in media consumption, particularly the transition from linear television to
streaming and connected TV

In effect, the company’s “input cost” structure is best understood as a combination of cloud infrastructure
economics and auction-based media pricing dynamics, rather than exposure to traditional commodity
markets.

Page 29 of 178



Investment Research Report for The Trade Desk

Research and Development

The Trade Desk conducts research and development primarily in-house, with a strong focus on software
engineering, data infrastructure, and machine learning systems that power its programmatic advertising
platform. Because the company operates as a cloud-based software business, its R&D function is directly
embedded into product development rather than being separated from operational execution.

R&D Focus Areas

The company’s development efforts are concentrated on improving the performance, scalability, and
intelligence of its demand-side platform (DSP). Key areas include real-time bidding systems, large-scale
data processing infrastructure, and Al-driven optimisation tools that enhance targeting, bidding efficiency,
and campaign performance. A significant portion of R&D is also directed toward privacy-compliant
identity solutions, including frameworks such as Unified ID 2.0 (UID2), which aim to support advertising
effectiveness in a post—third-party cookie environment.

More recently, increasing emphasis has been placed on machine learning and automation, with the goal
of improving cross-channel campaign optimisation across display, video, mobile, audio, and connected TV
(CTV) environments.

Organization & Development Footprint

R&D activities are primarily concentrated in the United States, particularly around The Trade Desk’s
Ventura, California headquarters, along with other major technology hubs where engineering talent is
available. The company also maintains distributed engineering teams internationally to support global
platform operations and regional product requirements.

While some supplementary technical support may be provided through external contractors or
specialized vendors, core platform architecture, algorithm development, and intellectual property remain
developed internally. This approach is central to maintaining control over performance-critical systems
and preserving competitive differentiation.

Strategic Importance of R&D

R&D is a core driver of long-term competitiveness for The Trade Desk, as its business model is
fundamentally technology- and data-driven rather than asset-based. A significant portion of operating
expenses is therefore reinvested into platform development, reflecting the importance of continuous
innovation in maintaining performance advantages.

Key strategic advantages of this R&D model include:

e Continuous improvement of Al-driven bidding and targeting systems

e Increasing data scale, which improves model accuracy and optimisation performance over time

e Strong feedback loops where platform usage generates additional data that further enhances
system capabilities

e Integration of R&D directly with product deployment, enabling rapid iteration and feature rollout
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Risks & Competitive Pressures

Despite these strengths, R&D execution operates in a highly competitive environment. The company must
continuously innovate to remain competitive against significantly larger technology platforms such as
Alphabet, Meta Platforms, and Amazon, all of which have substantial resources and access to proprietary
data ecosystems.

In addition, rapid technological change in advertising technology requires sustained reinvestment, while
evolving privacy regulations can force structural changes to identity and targeting systems, requiring
periodic redesigns of core platform capabilities.

Overall, R&D at The Trade Desk is best characterized as continuous, internally driven platform innovation,
tightly integrated with product development. The company’s long-term success is heavily dependent on
maintaining leadership in:

e Al-driven advertising optimisation
e Cross-channel data integration, particularly in connected TV (CTV)
e Privacy-compliant identity and measurement infrastructure

As a result, The Trade Desk’s competitive position is fundamentally shaped by its ability to sustain
innovation velocity and data-driven improvements within its core platform.
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Intellectual Property

The Trade Desk is a software-first platform company, and its intellectual property (IP) is primarily centered
on software systems, data infrastructure, and ecosystem standards rather than a broad portfolio of
consumer-facing trademarks or physical-product patents. Its competitive position is therefore driven
more by technical execution and data scale than by formal legal exclusivity.

Trademarks & Brand Assets

The company’s primary trademark is The Trade Desk®, which serves as the core corporate and product
brand for its demand-side platform (DSP) and related advertising technology services. This brand is
strongly associated with the concept of an independent programmatic advertising platform and is widely
recognized within the digital advertising industry.

The brand’s strength lies in its positioning as a category leader in independent ad buying infrastructure,
particularly across connected TV (CTV) and open internet advertising. However, its recognition is largely
confined to the B2B advertising ecosystem, with limited consumer-facing brand awareness compared to
platforms operated by companies such as Alphabet or Meta Platforms.

In addition to the corporate brand, The Trade Desk also promotes ecosystem-facing initiatives such as
Unified ID 2.0 (UID2) and internal platform branding such as Kokai, though these function more as
technical frameworks and product modules rather than standalone commercial brands.

Patents & Proprietary Technology

The Trade Desk holds patents across several areas of its advertising technology stack, including real-time
bidding (RTB) systems, distributed data processing infrastructure, audience segmentation, attribution
modelling, and fraud detection systems. Additional patent coverage exists in connected TV (CTV)
advertising workflows, including ad insertion, measurement, and cross-channel attribution.

The company also has intellectual property associated with identity resolution and privacy-compliant
targeting systems, including token-based identity approaches linked to UID2 concepts. These technologies
support advertising effectiveness in environments with reduced third-party cookie availability.

While these patents provide protection over specific implementations and system designs, they do not
fully protect the underlying business model of programmatic advertising, which is widely replicated across
the industry by other large technology companies.

Copyright & Software Protection

As a software-as-a-service (SaaS) platform, The Trade Desk’s core systems are protected under standard
software copyright law. This includes backend auction systems, user interfaces, campaign management
tools, data processing infrastructure, and analytics dashboards.

In practice, copyright protection safeguards the specific implementation of its platform, including
codebase structure and user interface design. However, it does not protect the broader functional
concepts of programmatic advertising, real-time bidding, or digital campaign optimisation, all of which
can be independently developed by competitors.
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UID2 and Ecosystem Standards

A distinctive element of The Trade Desk’s IP strategy is its involvement in industry-standard initiatives
such as Unified ID 2.0 (UID2). Rather than being a fully proprietary system, UID2 functions as a semi-open
ecosystem standard designed to support privacy-compliant identity resolution across the digital
advertising industry.

This approach enhances The Trade Desk’s influence within the ecosystem but also reduces the degree of
exclusive control, as adoption depends on broad industry participation rather than proprietary
enforcement.

Competitive Context & Limitations

The IP structure of The Trade Desk reflects the broader reality of the digital advertising industry: functional
systems are relatively replicable, and large competitors such as Amazon and other major platform
operators can independently develop similar capabilities at scale.

As a result, the company’s competitive advantage is not primarily derived from legal exclusivity through
patents or copyrights, but from execution-related factors such as data scale, infrastructure efficiency,
advertiser adoption, and ecosystem integrations.

Overall, The Trade Desk’s intellectual property base is best characterized as an engineering and data-
driven moat rather than a legally defensive one. While it maintains standard software patents,
trademarks, and copyright protections typical of SaaS companies, its durable competitive advantage is
rooted in:

e large-scale advertising data and optimisation systems

e Deep integrations across publishers, agencies, and CTV platforms
e Strong advertiser trust and ecosystem adoption

e Continuous product and algorithm innovation

In this context, IP serves primarily as a supporting layer rather than the core source of long-term
competitive protection. This is also a concern with the rise of Al (in particular Large Language Models) for
SaaS operators as developing in-house capabilities is greatly facilitated which can erode value
propositions.
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Legal Proceedings & Litigation Risk

The Trade Desk is subject to litigation that arises in the ordinary course of business, consistent with other
large publicly traded software and advertising technology companies. Management has disclosed that it
does not currently believe any ongoing legal proceedings are likely to have a material adverse effect on
the company’s financial position or operating results, although litigation can still result in legal expenses,
management distraction, and operational complexity.

Overview of Litigation Profile

The company’s legal exposure is generally concentrated in three recurring categories typical of the digital
advertising and SaaS industry:

e Securities litigation related to stock performance and disclosure practices
e Privacy and data-related litigation tied to advertising data usage and tracking practices
e Corporate governance and fiduciary duty claims related to organizational or structural decisions

This pattern is broadly consistent with peer companies operating in ad-tech and high-growth software
sectors.

Securities Litigation (Primary Active Risk)

The most significant ongoing matter is a 2025 securities class action, which represents the key financial
litigation exposure for the company. This case relates to allegations surrounding disclosures and investor
communications. Management has stated that it believes the claims are without merit and intends to
defend the matter vigorously.

At this stage, the litigation remains in early procedural phases, with no final rulings or quantified damages.
As such, the financial outcome is uncertain, but it represents the most meaningful potential source of
downside risk among current legal matters.

Privacy and Data-Related Litigation

The company also faces ongoing litigation related to data privacy and advertising practices. This includes
claims connected to how digital advertising data is collected, processed, and used within programmatic
advertising systems.

These cases are particularly relevant given the broader regulatory environment surrounding digital
privacy, cookie deprecation, and identity resolution frameworks. One such matter has not been dismissed

and remains ongoing, although it is currently not assessed as material by management.

While these cases do not currently have quantified damages or resolved outcomes, they represent a more
structural category of legal risk due to the evolving nature of privacy regulation in digital advertising.

Corporate Governance & Resolved Matters
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Several governance-related claims have also been brought against the company, including matters related
to corporate restructuring decisions, fiduciary duty claims, and books-and-records requests. These cases
are generally procedural in nature and, according to management disclosures, are not expected to have
a material operational impact.

One notable matter, a CEO compensation-related derivative lawsuit, has been fully dismissed, removing
one category of prior governance exposure.

Risk Assessment & Stage of Litigation

Most current legal proceedings remain in early stages, typically involving motions to dismiss or preliminary
procedural steps. At present:

e No cases have resulted in final judgments or material damages
e No material adverse financial impacts have been identified by management
e Most matters remain unquantified in terms of potential exposure

Key Risk Prioritization
From an investment perspective, litigation risk can be broadly ranked as follows:

The securities class action represents the most important potential financial risk, as it could lead to
damages or settlement costs depending on outcome;

Privacy-related litigation represents the most important structural risk, as it could influence data usage
practices and regulatory constraints within the advertising business model;

Governance-related claims are largely lower-impact and often procedural, with limited expected financial
or operational consequences.

Overall, litigation involving The Trade Desk is consistent with industry norms for large ad-tech and
software companies. While multiple cases are ongoing, management does not currently view any matter
as material. The most relevant considerations for investors are therefore forward-looking exposure to
securities litigation outcomes and the evolving regulatory landscape around digital privacy, rather than
near-term operational disruption.
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Government / Regulation

The Trade Desk operates within a highly regulated global framework governing digital advertising, data
privacy, and cross-border data flows. Regulatory developments are one of the most important external
factors shaping both the company’s targeting capabilities and the broader structure of the digital
advertising ecosystem.

Data Privacy Regulation (Primary Impact Area)

The most significant regulatory exposure comes from global data privacy regimes, including the EU’s GDPR
framework, California’s CCPA/CPRA, and similar laws emerging across other jurisdictions. These
regulations impose restrictions on how user data can be collected, processed, and used for advertising
purposes, typically requiring explicit consent and limiting certain forms of behavioural tracking.

For The Trade Desk, these rules primarily affect the effectiveness of audience targeting and attribution,
while also increasing compliance costs and operational complexity across jurisdictions.

In parallel, platform-level privacy changes—such as browser restrictions on third-party cookies and mobile
device identifier limitations—have reduced the availability of traditional tracking signals used in
programmatic advertising. These shifts have accelerated the industry-wide transition toward alternative
identity and measurement frameworks.

Digital Advertising & Platform Regulation
In addition to privacy laws, digital advertising is subject to increasing regulation around transparency,
political advertising disclosure, fraud prevention, and data usage standards. These requirements add

operational overhead and increase the complexity of campaign execution across global markets.

Such regulations also reinforce the importance of scalable compliance infrastructure, particularly for
platforms operating across multiple jurisdictions.

Cross-Border Data Transfer Restrictions

Regulations governing cross-border data flows, particularly between regions such as the European Union
and the United States, create additional constraints on how user data can be stored, processed, and
transferred internationally. These restrictions increase infrastructure complexity and require region-

specific compliance frameworks.

For a globally distributed advertising platform like The Trade Desk, these rules primarily impact system
architecture and data handling practices rather than core revenue generation directly.

Regional Regulatory Environments
Regulatory exposure varies significantly by geography:
e European Union: Highly regulated environment with strict enforcement of privacy rules under

GDPR, leading to tighter constraints on behavioural targeting and higher compliance
requirements
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e China: A highly restricted digital ecosystem with limited access for foreign advertising platforms,
resulting in minimal direct operating exposure but also constrained growth opportunity

e Emerging markets: More variable regulatory frameworks, often characterized by inconsistent
enforcement and evolving digital policy structures, increasing operational complexity during
expansion

Structural Industry Shift Toward Privacy-First Advertising

A key long-term trend is the global shift toward privacy-first advertising architectures, which reduce
reliance on third-party cookies and cross-site tracking. This structural transition has meaningful
implications for targeting precision, attribution modelling, and identity resolution systems across the
industry.

This shift creates both risk and opportunity for The Trade Desk. On one hand, reduced tracking capability
can constrain traditional performance marketing efficiency. On the other hand, it increases demand for
alternative identity frameworks and independent measurement systems, including initiatives such as
Unified ID 2.0 (UID2).

Competitive & Antitrust Dynamics

The Trade Desk is not a primary target of antitrust enforcement, but broader regulatory actions against
large technology platforms such as Alphabet, Meta Platforms, and Amazon can indirectly affect its
competitive positioning.

In some scenarios, increased antitrust enforcement could benefit independent platforms by reducing the
dominance of vertically integrated “walled garden” ecosystems. However, certain regulatory outcomes
could also reinforce large platforms if privacy restrictions disproportionately limit open internet tracking.

Regulatory landscape as a Competitive Barrier

While regulation introduces constraints, it can also function as a barrier to entry. Increasing compliance
requirements around privacy, data governance, and advertising transparency tend to favour larger, more
established platforms with greater legal, technical, and operational resources. This dynamic may benefit
The Trade Desk relative to smaller competitors, even as it increases overall industry complexity.

Overall, regulation is a material and expanding influence on the operating environment of The Trade Desk.
The most significant risk stems from tightening global privacy and data usage restrictions, which can
reduce targeting precision and attribution capabilities.

At the same time, regulatory shifts may also create structural tailwinds by accelerating demand for
privacy-compliant identity solutions and by potentially constraining the dominance of large walled-garden
platforms. As a result, regulation acts as both a constraint and a competitive reshaping force within the
digital advertising ecosystem.
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Ethics

There are no disclosed major ethical breaches, fraud allegations, or corporate misconduct events
associated with the company. Specifically, there are no reported instances of:

e Accounting fraud or financial restatements due to misconduct
e SEC enforcement actions related to corporate behaviour
e Auditor disputes or material internal control failures

The company is therefore broadly consistent with standard governance expectations for a publicly listed
SaaS and ad-tech business.

Environmental Impact
As a cloud-based software platform, The Trade Desk’s direct environmental footprint is relatively limited
compared to manufacturing or industrial companies. The company does not operate physical production
facilities or supply chains with material emissions exposure.
The primary environmental impact is indirect and comes from:

e Use of third-party cloud computing infrastructure

e Corporate office operations and employee-related energy usage

e Data processing and storage requirements associated with large-scale advertising auctions
Because these infrastructure layers are largely provided by hyperscale cloud vendors such as Amazon (via
AWS) and others, much of the associated energy consumption and sustainability initiatives sit at the

provider level rather than within The Trade Desk itself.

As a result, the company’s environmental strategy is primarily indirect, relying on efficiency improvements
in cloud computing and alignment with the sustainability practices of its infrastructure partners.

Accounting Practices & Risk

The company follows standard revenue recognition practices typical of SaaS and advertising technology
firms, where revenue is primarily tied to advertising spend processed through its platform.

While there is inherent complexity in estimating revenue timing and platform usage-based metrics, this is
consistent with industry norms and does not indicate elevated accounting risk. There are no disclosed

material issues involving revenue manipulation, misreporting, or regulatory accounting disputes.

Overall, accounting risk is considered normal for a high-scale software and ad-tech business, rather than
structurally elevated.

Competitive & Antitrust Considerations

Page 38 of 178



Investment Research Report for The Trade Desk

There are no known allegations or findings of price fixing, cartel behaviour, or antitrust violations involving
the company. Given its position as an independent demand-side platform rather than a dominant
vertically integrated ecosystem, direct antitrust exposure is comparatively limited.

The broader digital advertising market is characterized by auction-based pricing mechanisms and
competitive bidding environments rather than fixed pricing structures.

However, structural market dynamics remain important. The industry is dominated by large integrated
platforms such as Alphabet, Meta Platforms, and Amazon, which may attract greater regulatory scrutiny
than independent infrastructure providers like The Trade Desk.

Overall, The Trade Desk presents a low direct ethical and environmental risk profile, consistent with its
classification as a software-as-a-service platform.

Key takeaways include:

e No known ethical scandals or major governance breaches

e Limited direct environmental impact due to asset-light, cloud-based operations
e Standard SaaS-level accounting complexity without elevated risk flags

e No direct antitrust or pricing-related legal exposure

The company’s ESG profile is therefore primarily shaped by indirect factors—such as cloud infrastructure
usage and broader digital advertising industry practices—rather than direct operational or manufacturing
impacts.
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Year Over Year Qualitative Filing Changes

The Trade Desk’s most recent (2025 10K) disclosure language shows a noticeable shift in tone and framing
compared to prior years, reflecting both a maturing industry narrative and evolving competitive dynamics
within digital advertising.

Evolving Industry Framing & TAM Definition

In the latest filing, management places greater emphasis on clearer articulation of the overall digital
advertising market structure. The company increasingly frames digital advertising as a dominant global
category, accounting for a substantial share of global advertising spend, with continued long-term
expansion supported by the shift from traditional media to digital channels.

There is also more explicit reference to the scale of the addressable market, including the characterization
of a near-trillion-dollar total advertising opportunity. This represents a more formalized and data-driven
positioning of the company’s market context compared to earlier filings, which were generally less explicit
in quantifying total addressable market size.

Increased Emphasis on Al, Automation & Industry Evolution

Recent disclosures show a clearer and more consistent integration of artificial intelligence and automation
themes across the business narrative. Al is increasingly referenced in the context of:

e Personalized advertising delivery

e Automated campaign optimisation

e Real-time bidding efficiency improvements

e Cross-channel measurement and decisioning systems

This reflects a broader repositioning of the platform as an Al-enabled advertising infrastructure layer,
rather than solely a programmatic demand-side platform.

Shift in Workforce & Organizational Language

There has been a subtle but meaningful change in how the company describes internal talent
management. Earlier references to individualized development frameworks have been replaced with
more structured competency-based role definitions. This suggests a move toward more standardized
organizational design, likely reflecting the company’s increasing scale and operational complexity.

Pricing Dynamics & Competitive Positioning

Recent filings also place greater emphasis on pricing pressure and value-based competition within the
digital advertising ecosystem. The company increasingly highlights that competitive differentiation is not
driven primarily by price undercutting, but rather by the quality of outcomes, transparency, and efficiency
of advertising spend allocation.

There is also a clearer acknowledgment that some competitors have historically competed through pricing
strategies that may have involved lower-cost positioning. In contrast, The Trade Desk increasingly frames
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its offering around improved price discovery in advertising auctions and better allocation of marketing
budgets across channels.

This reflects a shift toward emphasizing performance and value realization rather than cost-based
competition.

Customer Growth & Spend Expansion Dependency

Another notable change is increased emphasis on customer acquisition and expansion of spend from
existing clients. The filings more explicitly highlight that growth is dependent on:

e Acquisition of new enterprise customers
e Expansion of existing advertiser budgets on the platform
e Effective onboarding and training of advertiser teams to fully utilize platform capabilities

This underscores the importance of advertiser education and operational integration, given the
complexity of programmatic advertising workflows.

Strategic Focus Shift Toward Core Channels

Recent disclosures also reflect a more defined strategic focus on high-growth verticals, particularly
connected TV (CTV) and broader digital video advertising. The company increasingly situates its strategy
within clearly defined segments of the advertising market rather than describing programmatic
advertising in more general terms.

This more precise segmentation aligns with a broader effort to position the company within the most
structurally attractive portions of the digital advertising ecosystem.

Overall, the evolution in qualitative disclosure reflects a maturing company narrative with several clear
themes:

e More explicit and quantified framing of the total addressable advertising market

e Stronger integration of Al and automation into the core business description
Increased emphasis on pricing pressure and value-based competition

Greater reliance on customer growth and expansion of existing advertiser spend
More structured organizational language and competency-based workforce framing
Clearer strategic focus on high-growth channels such as CTV and digital video

Collectively, these changes suggest a transition from early-stage growth positioning toward a more
institutional, efficiency- and value-oriented narrative as the company scales within a highly competitive
and structurally evolving digital advertising market.
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Customer Service & Client Support Model

The Trade Desk does not operate a consumer-facing customer service function, as its platform is used
exclusively by enterprise advertisers, agencies, and large brands rather than retail customers. As a result,
its support model is structured around enterprise account management and technical campaign
optimisation rather than high-volume call-center or consumer support systems.

Enterprise, High-Touch Support Structure

Customer service is primarily delivered through in-house, high-touch account management teams that
work directly with advertisers and agency partners. These teams are responsible not only for issue
resolution, but also for ongoing campaign optimisation, platform training, and strategic guidance on how
to improve advertising performance across channels.

Support is embedded within the platform’s operating model through a combination of dedicated account
managers, technical specialists, and trading support teams that help clients manage and optimise
programmatic advertising campaigns. This makes customer service functionally closer to a performance
consulting layer than a traditional support function.

Role of Customer Service in the Business Model

Because programmatic advertising is technically complex, customer service plays a structural role in
platform adoption and revenue retention. Support teams often assist clients in understanding bidding
strategies, improving campaign configuration, and interpreting performance data across channels such as
display, video, mobile, and connected TV (CTV).

This creates a model where customer success is closely linked to platform usage intensity, meaning that
better-supported clients tend to increase spend over time. As a result, customer service functions as both
a retention mechanism and a growth driver rather than a cost center.

Comparison to Competitors

Compared to other major digital advertising platforms, The Trade Desk’s approach is generally more
consultative and hands-on. Platforms such as Alphabet and Meta Platforms rely more heavily on
automated, self-serve systems, with human support typically reserved for larger advertisers or managed

accounts.

Amazon similarly provides a mix of account management and automation, but tends to emphasize
performance efficiency and ecosystem integration over consultative trading support.

By contrast, The Trade Desk’s model is more explicitly centered on advisory-style engagement, particularly
for enterprise clients and agencies managing large-scale advertising budgets.

Operational Characteristics

Customer service operations are predominantly handled internally, reflecting the strategic importance of
advertiser relationships and performance outcomes. While some lower-level support functions may be
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partially automated or supplemented with third-party tools, core account management and campaign
optimisation responsibilities remain in-house.

This structure is consistent with the company’s positioning as a premium, enterprise-focused demand-
side platform where customer success is tightly linked to platform effectiveness.

Strengths and Strategic Role

The high-touch support model provides several structural advantages. It improves advertiser onboarding,
increases platform adoption depth, and enhances retention by embedding The Trade Desk more deeply
into agency workflows. In practice, customer service functions as a form of operational moat, since
advertisers that are integrated into these workflows face higher switching costs due to retraining and
process complexity.

Limitations and Trade-offs

This model also introduces trade-offs, particularly in terms of scalability and onboarding complexity. New
users may face a steeper learning curve compared to more simplified, self-serve advertising platforms.
Additionally, the reliance on consultative support means that a portion of platform value is delivered
through human expertise rather than purely automated software functionality.

Overall, customer service at The Trade Desk is best understood as an enterprise-grade, consultative
support function integrated directly into the product experience. Rather than focusing on volume-based
consumer support, the model emphasizes deep advertiser relationships, performance optimisation, and
platform adoption.

This approach strengthens retention and revenue expansion among sophisticated advertisers, while also
reinforcing the company’s positioning as a premium, independent infrastructure provider within the
digital advertising ecosystem.
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Recruiting and Retention

The Trade Desk follows a selective, performance-oriented hiring model consistent with its positioning as
a premium programmatic advertising and demand-side platform (DSP). Recruiting is heavily focused on
specialized technical and commercial talent, reflecting the complexity of operating a global real-time
advertising marketplace.

Recruiting Strategy & Talent Profile

Hiring is concentrated in engineering, data science, product, and client-facing commercial roles. A
significant portion of recruits come from adjacent digital advertising ecosystems, including major
technology platforms, ad agencies, and competing ad-tech firms. This includes prior experience at
companies such as Alphabet, Meta Platforms, and Amazon, as well as large agency networks.

Recruiting channels typically include direct sourcing, industry recruiters, internal referrals, and university
pipelines for engineering and quantitative roles. The overall hiring philosophy emphasizes high
performance standards and strong domain expertise, with relatively low tolerance for
underperformance compared to more generalist SaaS environments.

Competitive Talent Market Position

The company competes for talent across three overlapping labour pools: large technology platforms,
advertising agencies, and specialized ad-tech firms. Compared to broader tech companies, The Trade
Desk tends to operate as a more focused, domain-specific employer concentrated in advertising
technology rather than diversified software or infrastructure businesses.

In contrast, competitors such as Alphabet and Meta Platforms operate significantly larger and more
diversified talent ecosystems, particularly in artificial intelligence, infrastructure, and consumer product
engineering.

This creates persistent competition for quantitative and machine-learning-oriented talent, particularly
as Al becomes more central to advertising optimisation systems.

Workforce Composition & Culture

The workforce is characterized by a blend of engineering, data analytics, and advertising/agency
experience, reflecting the hybrid nature of the business model. Many employees have prior experience
in digital advertising platforms or agency trading environments, contributing to a strong domain-specific
knowledge base.

Culturally, the organization is generally described as performance-driven, analytically oriented, and
execution-focused. The environment emphasizes measurable outcomes, rapid iteration, and direct

alignment between technical work and advertising performance results.

Retention Dynamics
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Employee retention is primarily driven by compensation structure, equity participation, and career
development in a high-growth industry. As a public company, equity performance plays a meaningful
role in long-term retention incentives, particularly for senior and technical employees.

Additional retention drivers include exposure to large global advertisers, rapid skill development in
programmatic advertising systems, and career mobility within the broader digital advertising and
technology ecosystem.

However, retention is also influenced by competitive labour market pressures, particularly from large
technology companies offering higher absolute compensation levels and broader internal mobility
opportunities. This is most pronounced in engineering and data science roles.

Industry Comparison

Relative to peers, The Trade Desk sits between large-scale platform companies and traditional SaaS
firms in terms of culture and intensity. It is generally perceived as less bureaucratic than large
incumbents such as Google, more stable than highly volatile environments such as Meta, and more
performance-intensive than typical enterprise software companies.

This positions it as a high-performance, domain-specialist employer within the broader digital
advertising ecosystem.

Structural Risks & Constraints
Key structural challenges in recruiting and retention include:

Competition from large technology firms for engineering and Al talent

High workload intensity in client-facing and performance-sensitive roles

Potential burnout risk associated with continuous optimisation cycles tied to live advertising
performance

Cyclicality in advertising markets, which can indirectly influence sentiment and mobility decisions

Overall, recruiting and retention at The Trade Desk are defined by a high-bar, specialization-driven hiring
model and a performance-oriented culture tightly aligned with advertising outcomes.

The company competes directly with major technology platforms and agency networks for talent, with
retention supported primarily by equity incentives, skill development, and exposure to large-scale global
advertising systems. At the same time, it operates within a structurally competitive labour market where
compensation pressure and workload intensity remain ongoing considerations.
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Packaging (Product Experience & Onboarding)

The Trade Desk does not have physical product packaging, so “packaging” in this context refers to the
end-to-end user experience of its platform, including interface design, onboarding, and how capabilities
are bundled and delivered to enterprise advertisers.

Platform Experience & User Interface Design

The platform is designed as a highly functional, data-dense interface built for professional media buyers,
agencies, and performance marketing teams. The user experience is centered on dashboards, campaign
configuration tools, and granular controls for bidding, audience segmentation, attribution, and cross-
channel performance measurement.

Rather than simplifying complexity, the platform exposes it. Users are given detailed visibility into
impression-level data, supply sources, auction dynamics, and campaign performance metrics. This
transparency is a core part of the product’s value proposition.

The result is a system that resembles a professional trading terminal more than a consumer software
application, emphasizing control, precision, and analytical depth over ease of use.

Onboarding Experience & Learning Curve

Onboarding is structured and consultative rather than self-serve. New customers typically go through a
guided implementation process involving account managers, trading specialists, and platform training
sessions. These teams assist with campaign setup, optimisation strategies, and integration into advertiser
workflows.

As a result, initial adoption requires meaningful training and organizational alignment. The platform is not
designed for immediate plug-and-play usage in the way more simplified advertising tools are, and full

utilization often depends on continued engagement with support and client service teams.

This onboarding model effectively combines software access with advisory support, making it closer to a
managed enterprise solution than a purely self-directed SaaS product.

Comparison to Competitors

Relative to peers, the onboarding and usability model differs significantly:

Platforms such as Alphabet and Meta Platforms prioritize faster onboarding and higher automation,
allowing advertisers to launch campaigns quickly with fewer configuration requirements. However, this

comes at the cost of reduced transparency and control over underlying auction and supply mechanics.

Amazon offers a more integrated but still ecosystem-driven experience, particularly for retail media
advertisers, with moderate complexity but tighter linkage to its commerce ecosystem.

In contrast, The Trade Desk emphasizes configurability, cross-channel transparency, and control, resulting
in a steeper learning curve but greater depth of optimisation capability.
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Product Bundling & “Packaging” Structure

Although there is no physical product bundling, the platform effectively combines multiple capabilities
into a modular software stack. This includes programmatic advertising execution, identity solutions such
as Unified ID 2.0 (UID2), measurement and attribution tools, and integrations with third-party data
providers and inventory sources.

This creates a flexible, modular architecture rather than fixed product tiers, allowing enterprise clients to
customize how they deploy the platform across different channels and strategies.

A key structural distinction is that The Trade Desk does not bundle demand and media inventory within a
closed ecosystem. Instead, it aggregates access to open internet inventory across publishers, exchanges,
and connected TV (CTV) platforms. This “anti-walled garden” design reinforces its positioning as neutral
infrastructure.

Integrated Service Layer

An important aspect of the effective “packaging” is the combination of software with high-touch services.
The platform is typically delivered alongside onboarding support, training, and ongoing optimisation
assistance. This service layer reduces adoption friction but also embeds The Trade Desk more deeply into
advertiser workflows.

In practice, the offering functions as a hybrid between enterprise software and performance consulting
services, where human expertise is part of the overall product experience.

Strategic Implications

The packaging model reinforces several structural characteristics of the business. The complexity of the
platform creates switching costs once advertisers are trained and integrated into workflows, while
transparency and control build trust among sophisticated buyers managing large-scale advertising
budgets.

At the same time, the steep learning curve limits immediate accessibility for smaller or less experienced
advertisers, reinforcing the company’s focus on enterprise and agency clients rather than mass-market
self-serve adoption.

Overall, “packaging” at The Trade Desk is best understood as a highly technical, transparency-driven
onboarding and product experience rather than a traditional product bundle.

It combines:

e A data-rich, professional-grade user interface

e Structured, consultative onboarding and training

e Modular platform capabilities across advertising, identity, and measurement

e Anopen, cross-platform aggregation model rather than closed ecosystem bundling

This structure results in a powerful but complex product experience, where ease of adoption is traded for
depth of control, transparency, and long-term platform stickiness. Anecdotal comments by advertising
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traders and other platform users sometimes raise frustration with forced use of Kokai and phasing out of
their previous platform version Solimar. Those comments highlight that adoption is not just a matter of
empowering analytics, but friction of use and ease of integration are important considerations for TTD
and similar platforms/products.
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Barriers to Entry

The Trade Desk operates in the programmatic advertising demand-side platform (DSP) market, which is
technically accessible at a basic software level but structurally difficult to scale into a durable, large-scale
competitor. The barriers to entry are therefore less about initial product creation and more about
achieving meaningful scale, trust, and ecosystem integration.

Supply-Side Access & Inventory Integration

A core requirement for any DSP is access to advertising inventory across a fragmented ecosystem that
includes publishers, ad exchanges, mobile apps, and connected TV (CTV) platforms. Building and
maintaining these integrations requires long-term technical development, commercial negotiations, and
sustained trust from supply partners.

While new entrants can technically build DSP software, gaining comparable access to global advertising
inventory is a significantly higher barrier and typically requires years of ecosystem participation.

Demand-Side Scale & Advertiser Trust

Advertisers, particularly large brands and agencies, are highly risk-sensitive when allocating marketing
budgets. They require proven return on investment, reliable attribution, and stable campaign
performance before shifting meaningful spend to any platform.

As a result, sales cycles are long and relationship-driven, and new entrants face significant difficulty
displacing established platforms once advertisers have integrated workflows and performance data
pipelines in place.

Data, Identity, and Measurement Infrastructure

Modern DSPs rely heavily on identity resolution, cross-device tracking, and privacy-compliant targeting
systems. These capabilities depend on large-scale data accumulation and ecosystem participation.

The Trade Desk has developed proprietary and ecosystem-facing identity solutions such as Unified ID 2.0
(UID2), which strengthen its position in a post—third-party cookie environment. These data systems
improve over time as usage increases, creating compounding advantages that are difficult for new
entrants to replicate quickly.

Algorithmic Complexity & Real-Time Bidding Infrastructure
DSP performance depends on real-time decision-making systems that process billions of ad auctions per
day, often within milliseconds. This requires highly scalable distributed systems, machine learning

optimisation models, and low-latency infrastructure.

While the underlying concepts are replicable, achieving comparable performance at scale requires
significant engineering investment and operational maturity.

Network Effects & Performance Feedback Loops
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DSPs benefit from strong network effects. Increased advertiser activity generates more bidding data,
which improves optimisation models, which in turn improves campaign performance and attracts
additional advertisers.

This creates a self-reinforcing cycle where scale directly improves product quality, favouring incumbent
platforms with large and active user bases.

Switching Costs & Workflow Integration

Once advertisers and agencies adopt a DSP, they typically integrate it into broader marketing workflows,
including data pipelines, reporting systems, and campaign optimisation processes. Re-platforming
involves retraining teams, rebuilding integrations, and accepting potential performance disruption.

These operational dependencies create meaningful switching costs that reduce churn and reinforce
incumbency.

Competitive Positioning vs Major Platforms

Large platforms such as Alphabet, Meta Platforms, and Amazon have structural advantages through
vertically integrated ecosystems.

Google benefits from search, YouTube, and browser-level data; Meta from social engagement signals; and
Amazon from commerce and purchase-intent data. These closed ecosystems create strong internal
advertising advantages, but are fundamentally different from open internet DSP competition.

The Trade Desk competes by positioning itself as a neutral, cross-platform infrastructure layer rather than
a vertically integrated advertising ecosystem.

Structural Industry Dynamics
Several broader structural forces reinforce barriers to entry over time:

Data scale advantages increase model accuracy and optimisation performance as usage grows
Privacy regulation raises compliance complexity and increases the fixed cost of entry

Talent concentration in ad-tech, machine learning, and distributed systems limits available expertise
Industry consolidation trends favour large incumbents and ecosystem-integrated platforms

Overall, barriers to entry in the DSP market are moderate at the software level but very high at scale.
While it is relatively straightforward to build a basic programmatic advertising platform, it is significantly
more difficult to replicate the combination of data scale, ecosystem access, advertiser trust, and real-time
optimisation capability required to compete meaningfully.

The Trade Desk benefits from these structural barriers through compounding data advantages, strong
advertiser relationships, and deep integration into open internet and connected TV advertising
ecosystems, making durable large-scale displacement by new entrants highly challenging.
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Sales Strategies

The Trade Desk operates a high-touch, enterprise-focused sales model built around long-term
relationships with advertisers and agencies rather than mass-market or self-serve acquisition. The sales
approach is closely tied to platform adoption, performance outcomes, and ongoing optimisation rather
than one-off transactions.

Core Sales Model: Consultative Enterprise Engagement

The sales structure is centered on dedicated account managers and trading specialists who work directly
with agencies and large advertisers. These teams are responsible not only for onboarding clients but also
for continuously optimising campaign performance across channels such as display, video, audio, and
connected TV (CTV).

Customer engagement is ongoing and performance-driven, with regular check-ins tied to campaign
results, budget allocation decisions, and cross-channel expansion opportunities. As a result, the sales
function operates more like a consultative advisory model than a traditional software sales process.

Expansion Strategy: Share-of-Wallet Growth

A key driver of growth is expansion within existing customers rather than purely new customer
acquisition. This includes increasing advertiser spend across additional channels and capabilities, such as
moving budgets from display advertising into higher-growth areas like CTV, or incorporating additional
data, identity, and measurement tools.

This “share-of-wallet expansion” model is structurally important, as it reflects the increasing integration
of the platform into broader advertiser workflows rather than isolated campaign usage.

Value Proposition in Sales Process

Instead of relying on pricing incentives or discounts, the sales process emphasizes access to capabilities,
performance improvements, and inventory reach. Clients are encouraged to adopt additional platform
features, including advanced targeting tools, measurement systems, and cross-channel optimisation
capabilities.

A key element of the value proposition is access to open internet advertising inventory and connected TV
supply, which is positioned as a strategic alternative to closed ecosystem advertising environments
operated by companies such as Alphabet, Meta Platforms, and Amazon.

Marketing Approach: Thought Leadership and Positioning

Sales and marketing are strongly supported by thought leadership content and industry positioning. The
Trade Desk frequently emphasizes themes such as the evolution of the open internet, the shift toward
connected TV advertising, and the importance of independent measurement and transparency in digital
advertising.

This narrative positioning reinforces its identity as an independent infrastructure provider, contrasting
with vertically integrated “walled garden” platforms.
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Customer Targeting & Market Focus

The primary customer base consists of large brands, agencies, and enterprise advertisers. As a result, sales
efforts are concentrated among a relatively small number of high-value accounts rather than broad-based
small business acquisition.

This leads to a lower-volume but higher-value revenue model, where long-term account growth is more
important than transactional customer acquisition.

Comparison to Competitors

Compared to The Trade Desk’s consultative model, platforms such as Alphabet, Meta Platforms, and
Amazon rely more heavily on scaled, semi-automated sales systems. These competitors typically combine
self-serve onboarding, automated optimisation prompts, and ecosystem-driven advertising flows that
reduce reliance on human sales engagement.

In contrast, The Trade Desk places greater emphasis on human-led optimisation support, enterprise
onboarding, and strategic account management.

Strategic Implications

The sales model reinforces several structural characteristics of the business. The high-touch approach
increases switching costs by embedding the platform into advertiser workflows and decision-making
processes. Complexity in platform usage further strengthens reliance on account teams for optimisation
and training, which deepens customer integration over time.

At the same time, this model prioritizes large enterprise clients and agency relationships, which limits
scalability in the small and mid-market segments but enhances revenue concentration and average
account value.

Overall, sales at The Trade Desk are best characterized as a consultative, relationship-driven enterprise
model focused on long-term account expansion rather than transactional customer acquisition.

Growth is primarily driven by increased client spend across channels and capabilities, supported by
ongoing advisory engagement and performance optimisation. This structure results in a high-value, deeply
embedded customer base, with strong retention dynamics but limited focus on low-touch, mass-market
scaling.
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Culture / Innovation

The Trade Desk (TTD) operates with a highly disciplined, performance-driven culture that more closely
resembles a financial trading floor than a stereotypical Silicon Valley startup. Rather than embracing a
"fail fast, break things" mentality, the company maintains a measured tolerance for mistakes, drawing a
strict line between controlled internal experimentation and client-facing execution. While engineers are
encouraged to iterate and test bidding algorithms, errors in client service roles are not tolerated due to
their direct impact on advertiser ROI. This environment is fundamentally intellectual and analytical,
prioritizing quantitative thinking, data science, and measurable outcomes over artistic expression or
consumer-style branding. Internally, energy is derived from winning large enterprise clients and
participating in a rapidly evolving ad-tech ecosystem, resulting in a focused, ambitious tone that lacks
overt flamboyance.

A defining pillar of TTD’s identity is its ideological commitment to the "open internet." This stance is not
merely a cosmetic marketing narrative; it is strategically embedded in the company’s culture, recruiting
efforts, and product architecture. By deliberately positioning itself as an independent, transparent
alternative to the opaque "black box" algorithms and walled gardens of Big Tech, TTD fosters a strong
sense of mission among employees. Consequently, the company's emotional resonance is strictly
ideological rather than consumer-centric, standing in stark contrast to brands like Apple or Nike. This deep
internal alignment around being "different" acts as a significant competitive moat, driving high employee
specialization and deep client relationships.

TTD’s approach to innovation mirrors its broader cultural pragmatism, emphasizing applied, market-
driven development over exploratory "blue sky" projects. Unlike historical tech models that mandate
unstructured free time, innovation at TTD is goal-oriented and strictly tied to revenue outcomes. This
disciplined methodology is evident in the company's proactive development of UID2 as a post-cookie
identity solution and its early, heavy investments in Connected TV (CTV) infrastructure. By consistently
building the technological foundation for emerging channels such as audio and digital out-of-home
(DOOH) before competitors, TTD behaves as a market shaper rather than a passive participant. This
reflects a core cultural belief in platform neutrality and a strategic resistance to vertical integration, as
TTD builds pure demand-side infrastructure without owning the underlying content, differentiating it from
Google, Meta, and Amazon.

Under the significant influence of founder and CEO Jeff Green, the company sustains a unique hybrid of
engineering rigor and agency-like client service intensity. This duality drives robust growth and enterprise
execution but also creates notable cultural trade-offs. The work environment is highly demanding,
particularly in client-facing roles, and lacks the emphasis on "fun campus perks" or playful atmospheres
found at larger tech peers. Ultimately, TTD’s culture is characterized by high expectations, meritocratic
advancement, and strong accountability. While this intense, output-driven environment may lead to
potential burnout and less flexibility, it is highly effective for maintaining strategic clarity, executing at a
high level, and sustaining market leadership in the global advertising technology sector.
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Porter 5 Forces Framework
Industry Rivalry

Rivalry within the ad-tech sector is moderate but notably not driven by aggressive price competition.
While the industry may appear commoditized on the surface, pricing models are typically based on take
rates rather than fixed subscriptions. Consequently, competition among major players like Google, Meta,
and Amazon centers on performance, data quality, inventory access, and measurement accuracy rather
than fee compression. For The Trade Desk specifically, the firm competes primarily on transparency and
measurable return on investment, avoiding the trap of undercutting fees to win business. This dynamic
suggests a rational competitive landscape where price cutting is not the dominant lever.

Supplier Power

Supplier power is moderate overall but rising in specific high-value segments. Suppliers, which include
publishers, content owners, and Connected TV (CTV) platforms, hold significant leverage in premium
inventory markets. Large media owners and streaming platforms can set floor prices, restrict access, and
prioritize preferred demand partners. However, TTD mitigates this risk through its ability to aggregate
substantial demand, providing countervailing power against individual publishers. While supplier power
is distinctly high in premium CTV environments, the broader open internet supply landscape remains
fragmented, balancing the scales.

Buyer Power

Buyer power ranges from moderate to high. Large advertising agencies and brands control significant
budgets and frequently utilize multiple demand-side platforms simultaneously. Furthermore, switching
costs, while present, are not prohibitive for these large players. Despite this leverage, TTD's ability to
deliver superior ROl reduces pure price sensitivity, making pricing a secondary concern for clients when
performance is strong. Negotiations therefore tend to focus on a complex mix of platform fees, data costs,
and transparency rather than simple rate reductions. It is worth noting a light tension with large
advertising agencies has TTD also deals directly with some brands (cutting out the large agencies in the
middle) whilst also needed these agencies for large volume deals on the platform.

Threat of New Entrants

The threat of new entrants successfully disrupting the market via price is low. Although a new competitor
could theoretically offer lower take rates, they would face insurmountable barriers regarding data scale,
inventory access, advertiser trust, and high infrastructure costs. Because advertisers prioritize outcomes
over platform fees, a cheaper DSP without performance parity cannot effectively compete in the current
landscape.

Threat of Substitutes

The threat of substitutes is high but exerts indirect pricing pressure. Direct buying from walled gardens,
social media, search, and retail media networks competes for overall advertising budgets rather than DSP
fees. This dynamic forces TTD to continuously justify its take rate by maintaining strong performance to
prevent budget shifts away from the open internet.
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Structural Pricing Nuances

Several structural nuances further insulate TTD's pricing power. First, pricing power in this ecosystem is
fundamentally tied to performance and return on ad spend rather than basic software access. The
historical stability of DSP fees reflects rational competition and meaningful differentiation beyond price.
Second, the total cost of utilizing a DSP involves a complex blend of platform fees, data costs, media costs,
and measurement tools, which naturally reduces direct price comparability among competitors. Finally,
TTD benefits from a structural advantage of neutrality. By not owning media or competing with its
customers, it builds a level of trust that supports pricing resilience, even as premium CTV inventory
becomes scarcer and more expensive.

Ultimately, across the Porter's Five Forces framework, pricing for The Trade Desk is anchored in
performance, transparency, and premium, independent inventory access rather than a race to the
bottom. This creates a market environment where price competition exists but remains secondary to
measurable advertising outcomes, supporting relatively stable take rates for scaled, trusted platforms.
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Product Lifecycle Framework

Because The Trade Desk operates as a platform company, it is best evaluated through the lens of its
capabilities and channels rather than discrete products. Industry-wide identity and privacy solutions
currently sit squarely in the introductory phase. For TTD, this is headlined by the Unified ID 2.0 (UID2)
ecosystem, which remains in early adoption relative to total ad spend. Its success is highly dependent on
publisher adoption and the broader industry transition away from third-party cookies, yielding indirect
and still-ramping revenue contributions. TTD's retail media integrations also fall into this early stage as
the company develops partnerships in a space historically dominated by large retailers. Competitors are
similarly navigating introductory phases for post-cookie infrastructure, with Google building Privacy
Sandbox tools, Amazon expanding off-platform programmatic, and Meta rolling out Al-driven automation
layers to replace manual targeting.

Growth Phase

Connected TV (CTV) and omnichannel programmatic represent the primary growth engines for the digital
advertising industry. TTD is highly exposed to this growth phase, with CTV standing as its fastest-growing
segment. This expansion is driven by secular trends in cord-cutting and the rapid ramp-up of streaming
ad monetization, making it a top strategic priority with strong advertiser adoption. TTD is also expanding
its share of wallet from existing clients by pushing into audio, digital out-of-home (DOOH), and mobile
video. Competitors are fiercely contesting this phase. Amazon is leveraging Prime Video and its Fire TV
ecosystem, Google is pushing YouTube CTV and DV360 omnichannel capabilities, and Meta is focused on
Reels monetization and Al-driven ad delivery.

Maturity Phase

The maturity phase encompasses TTD's legacy core, specifically open web display advertising and the
foundational DSP platform. While display is a well-established category growing slower than CTV, it
remains a large and highly profitable revenue stream. The core DSP platform itself exhibits mature
characteristics, featuring stable take rates and predictable revenue scaling that correlates directly with
underlying ad spend. Across the broader industry, mature segments include Google's search and display
network, Meta's core Facebook and Instagram feed ads, and Amazon's sponsored product ads in core
markets. Despite their mature status, these segments continue to exhibit structural growth aligned with
broader macroeconomic trends.

Decline Phase

TTD does not have any major business segments in structural decline, but it maintains indirect exposure
to the decline of legacy cookie-based targeting. This depreciation is a structural shift driven by privacy
changes rather than a cyclical downturn, as third-party cookies are gradually phased out of the digital
ecosystem. TTD is actively managing this transition by shifting clients toward UID2 and alternative identity
solutions. Industry-wide, this decline phase is most visible in the degrading signal quality caused by privacy
framework changes and Google's ongoing Chrome browser updates. Traditional linear TV advertising is
also in structural decline outside of TTD's core footprint, further accelerating the broader shift toward
CTv.

Strategic Implications
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Several key dynamics emerge from analysing these overlapping product lifecycles. First, the industry is
not monolithic; multiple lifecycle stages coexist simultaneously, requiring TTD to continuously reallocate
resources across introduction, growth, maturity, and decline phases. Second, CTV represents a defining
multi-year secular transition that is still early relative to total TV ad spend and will likely not reach maturity
for another decade. Third, the identity battle is a critical battleground where UID2 success would extend
TTD's lifecycle leadership, while failure would shift power firmly toward walled gardens. Fourth, as a
platform company, TTD can artificially extend its overall lifecycle by continuously adding new channels,
expanding use cases, and reinventing core capabilities. Finally, competitive advantages differ by lifecycle
exposure, with TTD holding its strongest position in growth and transition phases, while Google and Meta
rely more heavily on mature cash cows.

For The Trade Desk, the revenue mix is heavily skewed toward growth-stage segments, particularly CTV
and omnichannel programmatic, while the company actively manages transitions in declining areas like
cookie-based targeting. Simultaneously, it is planting seeds in introductory areas such as UID2 and retail
media integrations. This strategic positioning across overlapping lifecycle stages supports sustained
growth rates that are likely to outpace more mature advertising platforms in the broader market.
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Boston Consulting Group Framework
Stars (Connected TV)

Connected TV (CTV) represents the primary Star category for The Trade Desk and the broader digital
advertising industry. TTD holds a strong share in the open internet CTV ecosystem, driven by rapid secular
trends in cord-cutting and the ongoing shift of brand budgets from linear television. The company is widely
viewed as the leading independent demand-side platform in this space. This high growth, combined with
strong strategic positioning, solidifies CTV as TTD's definitive Star. Competitors recognize this dynamic as
well, with Amazon leveraging Prime Video and its Fire TV ecosystem, Google pushing YouTube CTV
consumption, and Meta scaling Reels monetization to claim their own Star status in the video and CTV
realm.

Question Marks (Identity and Retail Media)

The largest battleground for Question Marks lies in identity and privacy-era targeting solutions. For TTD,
the Unified ID 2.0 (UID2) framework carries high potential growth in a post-cookie world, but its ultimate
market share remains uncertain against walled gardens and alternative identity solutions. Similarly, TTD's
retail media integrations via partnerships operate in a fast-growing category where the company currently
lacks dominant share compared to Amazon and major retailers. Competitors face their own Question
Marks, including Google's Privacy Sandbox ad solutions, Meta's Al-driven automation layers replacing lost
targeting signals, and Amazon's attempt to expand its programmatic reach off its owned properties. The
resolution of these identity and retail media Question Marks will heavily influence future industry
leadership.

Cash Cows (Core DSP and Display)

TTD's Cash Cow segments consist of its core DSP platform and legacy programmatic display advertising.
The core platform, which encompasses open web display and foundational programmatic infrastructure,
holds an established market position characterized by stable take rates and predictable revenue scaling.
While growth is slower relative to CTV, it remains highly profitable and generates significant cash flow
from a large installed base. Across the industry, mature Cash Cows include Google's search and display
network, Meta's core Facebook and Instagram feed ads, and Amazon's sponsored product ads in core
geographies. These reliable revenue streams are critical because they fund ongoing innovation and
expansion into high-growth segments like CTV, Al, and identity.

Dogs (Legacy Targeting Paradigms)

The Trade Desk does not possess any major explicit Dog segments at the overall business line level.
However, legacy cookie-dependent targeting approaches represent a declining paradigm that fits this
category. As third-party cookies are deprecated and replaced by UID2 and other solutions, these legacy
methods face inevitable decline. Industry-wide Dogs include Google's third-party cookie ecosystem,
Meta's signal-dependent targeting weakened by privacy changes, non-programmatic digital display
buying, and traditional linear TV advertising. In the modern ad-tech landscape, Dogs are largely outdated
technology paradigms being phased out rather than entire failed business lines.

Strategic Implications
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Analysing The Trade Desk through the BCG framework reveals several key strategic nuances. First,
platform companies inherently blur BCG boundaries, as TTD's single platform simultaneously serves CTV
(Star), supports display (Cash Cow), and enables identity (Question Mark), meaning the framework is best
applied at the capability level rather than the corporate level. Second, TTD's capital allocation aligns
perfectly with textbook BCG portfolio management, heavily investing in CTV and identity while harvesting
display. Third, the absence of true Dogs reflects strong execution and disciplined expansion over time.
However, a structural asymmetry exists compared to Big Tech. Google, Meta, and Amazon possess
significantly larger Cash Cows to fund experimentation, making TTD more dependent on successful
execution in its growth areas to maintain its competitive edge.

For The Trade Desk, the BCG matrix highlights a highly favourable portfolio mix. CTV serves as a large and
expanding Star, the core DSP and display operations act as reliable Cash Cows funding that growth, and
legacy cookies represent a fading Dog. The ultimate risk and reward dynamic hinges on the Question
Marks. TTD is well positioned as long as its Stars continue to expand, but sustaining long-term positioning
requires successfully converting its identity and retail media initiatives into future Stars.
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SWOT Framework
Strengths

The Trade Desk possesses several distinct strengths rooted in its positioning as an independent, neutral
platform. By not owning media inventory, the company avoids conflicts of interest that plague integrated
competitors, appealing strongly to agencies and large advertisers seeking transparency. TTD has
established early mover leadership in Connected TV (CTV), the fastest-growing advertising channel,
supported by a high-performance, ROI-driven platform. Its optimisation capabilities and data scale
improve advertiser outcomes, effectively reducing price sensitivity. Furthermore, the company benefits
from deep agency relationships embedded within major holding companies and trading desks, creating
high switching costs through deep workflow integration. This foundation is bolstered by strong, founder-
led leadership under CEO Jeff Green, who provides a clear and consistent vision centered on the open
internet.

Weaknesses

Despite its market position, TTD exhibits notable weaknesses stemming from its asset-light model. The
lack of owned media or a proprietary data moat means the company relies entirely on third-party supply
and data partnerships, affording it less control compared to walled gardens like Google, Meta, and
Amazon, which leverage massive first-party data sets. Additionally, the sophistication of TTD's platform
results in a steeper learning curve than competing solutions, limiting adoption among smaller advertisers.
The business is also inherently exposed to macro advertising cycles, as revenue is directly tied to overall
ad spend. Finally, TTD is heavily dependent on the health of the open internet; if advertiser budgets
structurally shift toward closed ecosystems, the company risks losing market share.

Opportunities

TTD is positioned to capitalize on several significant growth vectors. The massive secular shift from linear
television to digital streaming provides a long runway for CTV expansion. In the evolving privacy
landscape, the company's Unified ID 2.0 (UID2) represents a major opportunity to establish the industry
standard for identity resolution in a post-cookie world. TTD also has the opportunity to integrate with
retail media networks, partnering with retailers to access highly valuable purchase-intent data without
owning the retail ecosystem itself. Furthermore, increasing global adoption of programmatic advertising
outside the United States presents a large geographic expansion opportunity. A broader industry trend
favouring transparency could also drive share gains as advertisers actively seek alternatives to opaque
walled garden environments.

Threats

The company faces substantial threats, most notably the overwhelming dominance of walled gardens that
control vast amounts of data, premium inventory, and measurement capabilities. A critical threat lies in
identity disruption; if UID2 fails to gain widespread traction, TTD's targeting effectiveness could weaken,
widening the competitive gap against competitors with robust first-party data. Supplier concentration in
CTV also poses a risk, as premium inventory owners gain pricing power and can dictate terms. Regulatory
and privacy changes represent a persistent threat, potentially reducing targeting capabilities across the
open internet. Additionally, economic downturns pose a cyclical threat, as advertising budgets are
typically among the first corporate expenditures to be cut during periods of financial uncertainty.
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Strategic Implications

Analysing TTD through the SWOT framework reveals several key strategic dynamics. First, the company
employs an asymmetric strategy, competing not on data ownership or ecosystem control like its largest
rivals, but rather on neutrality, transparency, and cross-platform reach. Second, its strengths and
weaknesses are tightly linked; not owning media generates trust and neutrality but simultaneously results
in a lack of proprietary data. Third, the company's opportunities and threats converge heavily around
identity, making UID2 both the biggest potential upside and the most significant risk factor. Fourth, TTD's
competitive advantage is fragile but highly scalable. If the company maintains performance leadership
and CTV dominance, its advantage compounds, though switching costs alone may not fully protect it if
execution falters. Ultimately, industry structure favours a few dominant winners, likely resulting in a
consolidated market comprised of major walled gardens and a single independent leader.

The Trade Desk is fundamentally positioned as an independent, high-performance leader in Connected
TV, offset by weaknesses stemming from its lack of a proprietary data moat and platform complexity. The
company's growth trajectory is supported by substantial opportunities in CTV expansion, identity
resolution through UID2, and global market penetration. However, these opportunities are constantly
shadowed by the threat of walled garden dominance, evolving privacy regulations, and rising supplier
power. The core investment debate surrounding TTD ultimately centers on whether an independent,
transparent platform can sustain long-term competition against vertically integrated, data-rich
ecosystems.
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M&A History and Strategy

The Trade Desk has made very few large, headline acquisitions, a pattern that is itself strategically
meaningful. The company's historical approach consists almost entirely of small, technology-focused tuck-
in acquisitions targeting engineering talent, data capabilities, and platform enhancements. Deal sizes are
typically undisclosed or well below $100 million, with no multi-billion-dollar transactions. This restraint
serves a clear strategic rationale: it maintains platform coherence, ensures cultural alignment, and avoids
integration risks and balance sheet strain. Ultimately, TTD's conservative M&A posture reflects a strong
confidence in organic innovation, as demonstrated by the internal development of its Unified ID 2.0
framework.

Competitive M&A Contrast

This approach stands in stark contrast to the M&A strategies employed by major technology competitors.
Google historically acquired early and scaled aggressively, using deals like DoubleClick and YouTube to
build the foundation of its display and video dominance. Meta acquired massive user attention platforms
like Instagram and WhatsApp to later monetize via advertising. Amazon acquired content and commerce
ecosystems like Twitch and MGM to layer advertising on top. Even within the broader ad-tech sector,
competitors like Adobe and Verizon historically used large acquisitions to assemble full-stack advertising
ecosystems. While these competitors used capital to buy market share and ecosystem control, TTD chose
a path of organic platform development.

Addressing Strategic Gaps

TTD's acquisition restraint highlights specific strategic gaps that the company addresses through a "build
and partner" philosophy rather than outright purchase. The most prominent gap is proprietary first-party
data. Unlike Google, Meta, or Amazon, TTD lacks an owned search, social, or commerce ecosystem.
Because buying equivalent data assets at scale is prohibitively expensive and strategically difficult, TTD
instead built its own identity layer via UID2 and partnered with external data owners. Similarly, in retail
media, buying a retailer is impractical, making a partnership model the only viable path. For fragmented
areas like measurement and attribution, TTD will likely utilize a hybrid approach, building core tools
internally while selectively acquiring niche measurement technologies if necessary.

Acquisition Probability and Industry Trends

The probability of TTD itself being acquired is highly unlikely. Hypothetical acquirers like Microsoft or
Amazon would face significant regulatory antitrust scrutiny. More importantly, an acquisition would
create a fundamental strategic conflict, as TTD's core value proposition is its independence. Under the
leadership of founder and CEO Jeff Green, the company has a strong incentive to remain independent and
would likely reject any acquisition overtures. Meanwhile, broader industry M&A trends continue to
evolve, characterized by the consolidation of ad-tech stacks, vertical integration of content and
infrastructure, the rise of retail media networks, and privacy-driven restructuring that makes identity
companies highly strategic assets.

Strategic Implications

Several key implications emerge from TTD's unique M&A strategy. First, the company's restraint acts as a
strategic advantage, allowing it to avoid integration risks and cultural dilution while maintaining focus and
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speed of execution. Second, its commitment to neutrality inherently limits its acquisition strategy;
acquiring a media company or retailer would directly undermine its core value proposition to advertisers.
Third, this creates a structural industry asymmetry where competitors grow via acquisition and ecosystem
control, while TTD grows via platform excellence and strategic partnerships. Looking forward, TTD retains
optionality for small acquisitions in areas like Al optimisation, measurement, and data infrastructure, but
it is highly unlikely to pursue transformational, large-scale deals.

The Trade Desk stands out in the ad-tech landscape as a minimally acquisitive company focused on organic
growth and platform development. It remains strategically committed to its independence and neutrality.
While competitors like Google, Meta, and Amazon have used large-scale M&A to build vertically
integrated ecosystems, TTD has actively avoided this path. The key strategic implication for investors is
that TTD's future success depends less on buying external assets and more on out-executing competitors
through superior technology, deep partnerships, and maintaining its position as the independent
demand-side layer of the open internet.
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Corporate Strategy

The Trade Desk's corporate strategy is defined by a highly differentiated approach that treats
independence as a core product feature rather than mere marketing positioning. By avoiding media
ownership, TTD eliminates incentives to bias ad auctions, aligns its transparent pricing with agency
economics, and positions itself as a neutral platform attractive to premium publishers wary of Big Tech.
This stands in stark contrast to the vertically integrated models of Google, Meta, and Amazon, effectively
allowing TTD to monetize trust as infrastructure. Furthermore, the company exhibits deliberate discipline
in its client targeting, avoiding the small and medium-sized business market to focus exclusively on large
agencies and global brands. While this trade-off reduces total client volume, it ensures higher spend per
client, avoids massive support cost explosions, maintains premium positioning, and reduces the need for
heavy automation layers.

A central tenet of TTD's strategy is controlling the decision layer rather than the content layer. The
company aims to own where ad dollars are allocated through its decisioning engine, explicitly avoiding
the ownership of content or commerce. If successful, this positions TTD above all media owners; if
unsuccessful, it risks disintermediation by walled gardens. To expand this decision layer, TTD is using
Connected TV (CTV) as a strategic vehicle into traditional brand budgets. Historically, digital ads drew from
performance budgets while TV drew from brand budgets. CTV allows TTD to capture TV-scale budgets
while introducing data targeting, measurement, and programmatic buying, thereby expanding its total
addressable market significantly beyond the traditional DSP scope. Additionally, through initiatives like
UID2, TTD harbours platform standard-setting ambitions, attempting to influence industry standards and
become part of the core infrastructure layer in a manner similar to how Google historically shaped web
advertising.

Organizational and Advisory Approach

Unlike many large corporations, TTD maintains an engineering- and operator-led culture where strategy
is largely driven internally by leadership, particularly CEO Jeff Green. While the company likely engages
top-tier consulting firms such as McKinsey, Boston Consulting Group, or Deloitte for specific needs like
international market entry, organizational scaling, privacy advisory, or large enterprise transformation
projects, this engagement is highly selective. Consulting firms are not a core dependency for product
strategy. This contrasts with competitors like Google, Meta, and Amazon, which utilize consultants more
heavily for regulatory strategy and operational scaling, as well as TTD's own agency clients, where
consultants frequently influence media allocation and platform selection.

Risks and Strategic Implications

TTD's strategy is highly path-dependent, relying on the continued growth and fragmentation of the open
internet. If the digital ecosystem consolidates further under walled gardens, TTD's relative advantage may
shrink. The company is also competing against fundamentally different incentive structures. While Google
optimises for ecosystem lock-in, Meta for engagement monetization, and Amazon for commerce
conversion, TTD optimises for advertiser return on investment across all ecosystems. This creates a
valuable alighment advantage but leaves TTD with less control over underlying assets. The company's high
gross margins, typical of software and ad-tech models, reinforce its ability to invest in research and
development and scale globally without heavy capital intensity, though it must continually reinvent its
capabilities to maintain its performance edge.
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In evaluating TTD's risk profile, execution risk significantly outweighs strategy risk. The strategic
framework is clear and coherent, leaving the primary vulnerability in the execution of identity transitions
via UID2, securing CTV partnerships, and maintaining performance leadership. The long-term endgame
scenarios reflect this binary. In the bull case, TTD cements its position as the default demand-side layer of
the open internet. In the bear case, the open internet weakens relative to walled gardens, reducing TTD
to a niche high-end DSP rather than a dominant platform. Despite these risks, TTD's strategic discipline
serves as a distinct differentiator. By avoiding over-expansion, unrelated diversification, and large, risky
acquisitions, the company increases predictability, even if it limits optionality compared to Big Tech peers.

The Trade Desk is playing a structurally different game than its largest competitors, trading control for
neutrality and mass-market scale for enterprise alignment. The durability of this strategy ultimately
depends on a single overarching question: does the open internet remain a meaningful and growing share
of global advertising spend?
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Other Qualitative Comments
Company-Specific Risk Factors

While The Trade Desk exhibits high-quality characteristics, investors must weigh several company-specific
risks. The most prominent is key-person and narrative concentration. CEO Jeff Green is not merely an
operator but the chief evangelist of the open internet, serving as the central pillar for investor and client
trust. A leadership transition could inadvertently weaken strategic clarity, industry influence, and cultural
cohesion. Additionally, TTD charges a "transparency premium" by differentiating on supply path
optimisation and clear pricing. However, as competitors like Google and Amazon gradually improve their
own transparency tools, there is a risk that this differentiation narrows if transparency becomes
commoditized. The company also faces significant execution complexity, operating at the intersection of
data infrastructure, real-time bidding, and cross-channel measurement while identity frameworks, CTV
fragmentation, and privacy regulations evolve simultaneously. Missteps in any of these layers could
reduce platform performance and weaken client trust. Furthermore, TTD relies heavily on the agency
ecosystem, which controls large ad budgets. If brands continue to bring programmatic capabilities in-
house, or if agencies consolidate and shift alliances, TTD's demand pipeline could face headwinds. Finally,
international scaling presents friction, as growth outside North America must navigate strict regulatory
regimes like the GDPR, fragmented local media ecosystems, and entrenched local competition, potentially
resulting in slower or less profitable overseas expansion.

Competitor Vulnerabilities and Strategic Openings

Despite the dominance of Big Tech, TTD benefits from hidden structural risks embedded within its
competitors' business models. Google possesses unparalleled ecosystem dominance but faces internal
conflicts between optimising for advertiser outcomes and maximizing its own platform monetization.
Increasing regulatory pressure also raises the spectre of forced structural separation of its ad businesses.
Meta relies heavily on user engagement and scale, but its monetization is structurally tied to shifting user
behaviour trends, leaving it vulnerable if consumer attention migrates to new formats or platforms.
Amazon holds the strongest signal in advertising through purchase-intent data, but its advertising
business remains somewhat secondary to its core retail mission, forcing continuous internal trade-offs
between user experience and ad load. Across the board, all major closed-ecosystem competitors face
growing regulatory scrutiny and rising advertiser scepticism regarding opaque practices. This dynamic
creates a strategic opening for TTD, though it does not guarantee victory.

Evolving Industry Dynamics

Several secular shifts are actively reshaping the advertising landscape. First, the market is transitioning
from deterministic targeting, which relies on cookies and known IDs, toward Al-driven prediction and
probabilistic modelling. Over time, raw data ownership may matter less than the quality of the underlying
machine learning models, levelling the playing field for independent platforms. Second, the industry is
caught in a tension between fragmentation and consolidation. The proliferation of new channels like CTV,
audio, gaming, and digital out-of-home benefits TTD by reinforcing its role as an aggregator. Conversely,
the growing power of walled gardens pushes the market toward consolidation, which benefits Big Tech.
The ultimate market outcome depends heavily on which of these opposing forces dominates. Third, cross-
channel measurement remains an unsolved industry problem, with inconsistent and debated attribution
standards. This creates an opportunity for perceived leaders like TTD to capture share by solving the
puzzle, but it also poses a credibility risk if measurement frameworks fail to gain widespread acceptance.
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Finally, advertising is transitioning from discrete, campaign-based decisions toward always-on,
infrastructure-like optimisation systems, inherently favouring platforms with massive scale, deep data
reserves, and superior engineering depth.

Structural Implications and Long-Term Scenarios

The most critical qualitative insight for investors is that TTD's real competition is structural rather than
feature-based. This is not a simple product comparison between TTD and Google; it is a fundamental
contest between the open internet and walled gardens. Consequently, TTD's success depends on
structural market evolution rather than just operational execution. This strategic asymmetry cuts both
ways. TTD enjoys the benefits of neutrality and flexibility but suffers from a lack of control and heavy
dependence on external partners. Competitors enjoy control and data ownership but are plagued by
inherent conflicts of interest. Because of this dynamic, long-term margin durability is not guaranteed.
While currently strong, margins face potential compression from rising supplier pricing in premium CTV
environments, increasing data costs, and competitive pricing shifts. Furthermore, industry perception
matters more in ad-tech than in most sectors. The perception of transparency, fairness, and performance
directly impacts budget allocation decisions. While TTD benefits from a positive perception today, this
sentiment can shift.

The Trade Desk is a high-quality, strategically differentiated company, but its risk profile is deeply rooted
in structural ecosystem dependence, complex execution requirements, and narrative-driven valuation.
The long-term endgame for the digital advertising sector remains unclear. In a bull scenario, the open
internet thrives and TTD cements its position as the dominant independent demand-side platform. In a
neutral scenario, TTD coexists alongside walled gardens, maintaining a stable but segmented share of the
market. In a bear scenario, walled gardens completely dominate, causing the open internet to shrink and
reducing TTD to a niche, high-end DSP. Ultimately, the company's future is less about incremental product
improvements and more about whether its core thesis regarding the enduring value of an independent
demand-side platform in an open internet continues to hold true over the next decade.

Page 67 of 178



Investment Research Report for The Trade Desk

Quantitative Research

Total Addressable Market (T.A.M.)
Theoretical Ceiling Versus Practical Opportunity

Management often frames The Trade Desk's total addressable market as the entirety of the global
advertising ecosystem, a theoretical ceiling exceeding one trillion dollars that continues to grow steadily.
While this top-down figure is useful for illustrating the ultimate scale of the industry, it does not represent
a practical opportunity for the company's specific business model. To understand TTD's true market, the
analysis must narrow from the broader advertising landscape to digital advertising, which represents an
approximately $700 billion to S800 billion opportunity. Within that digital subset, programmatic
advertising accounts for roughly 70 to 80 percent, translating to a $500 billion to $600 billion pool.
However, even this figure requires further refinement to accurately reflect TTD's operational footprint.

Defining the Open Internet Opportunity

The Trade Desk explicitly does not operate within search advertising, closed social media ecosystems, or
proprietary retail media networks. Instead, the company focuses exclusively on the open internet
programmatic layer. Because walled gardens like Google, Meta, and Amazon control approximately half
of the total programmatic pool, the practical addressable opportunity for TTD today is significantly smaller
than the headline digital numbers suggest. After accounting for these structural exclusions, TTD's realistic
serviceable market is closer to the $200 billion to $300 billion range. This figure represents the actual
spending flowing through independent, transparent demand-side platforms rather than closed
technology ecosystems.

Key Expansion Levers and Growth Drivers

Despite the narrower practical baseline, TTD has substantial room for total addressable market expansion,
with Connected TV acting as the most critical growth lever. The global linear television market, valued at
roughly $150 billion to $200 billion, is undergoing a structural shift toward programmatic digital
streaming. As this massive pool of brand budgets transitions away from traditional broadcast buying, it
represents the largest source of incremental TAM expansion available to TTD. Furthermore, overall
AdTech penetration is still increasing across the industry. Even in a scenario where total advertising spend
grows only modestly, the ongoing shift toward automation, data-driven targeting, and identity solutions
like Unified ID 2.0 ensures that a greater share of existing budgets will flow directly through advanced
platforms like TTD.

Monetization Mechanics and Indirect Software TAMs

It is also important to recognize that software and analytics represent only an indirect total addressable
market for The Trade Desk. Unlike traditional software-as-a-service companies that monetize their total
addressable market through fixed subscription fees based on user seats or data usage, TTD's model is
fundamentally different. The platform's advanced analytics, planning tools, and optimisation algorithms
are embedded directly into the ad-buying process. Consequently, TTD does not monetize these software
capabilities directly. Instead, it captures value through a take-rate percentage applied to the ad spend
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flowing through its infrastructure, meaning its revenue scales strictly with the volume and price of media
transacted.

While referencing the S$1 trillion global advertising market is appropriate for contextualizing the
overarching industry, it significantly overstates the company's near-term operational reach. The Trade
Desk's practical addressable opportunity with its current model is grounded in the $200 billion to $300
billion open internet programmatic market. The company's ability to grow into, and ultimately expand,
this figure depends heavily on the continued adoption of Connected TV (which grows the market as spend
shifts away from linear TV), the broader shift toward programmatic automation, and the successful
expansion of the open internet ecosystem relative to closed walled gardens.
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Market Growth
Market Growth Dynamics

The overall global advertising market, valued at approximately $1 trillion, grows at a relatively modest
pace of 5 to 7 percent annually, tracking just above global GDP. However, this headline figure is the least
relevant metric for evaluating The Trade Desk. The company's true growth trajectory is driven by
structural reallocation rather than macroeconomic expansion. Within the broader market, AdTech is
structurally growing faster, with programmatic adoption driving low-to-mid teen growth rates of 12 to 15
percent. This acceleration occurs as budgets shift from manual execution to automated buying.
Furthermore, marketing spend as a whole grows in the 7 to 9 percent range, but this broader category
includes non-advertising budgets and agency fees that offer little direct value to TTD's platform model.

The CTV and AdTech Growth Engine

Connected TV stands out as the hidden growth engine within the AdTech ecosystem, expanding at more
than 20 percent annually. This growth does not rely on increasing overall advertising expenditure; rather,
it represents a massive wealth transfer from the $150 billion-plus linear television market into
programmatic digital channels. Because this shifting spend falls directly into TTD's core operating space,
it serves as a primary driver of total addressable market expansion. AdTech itself is the fastest-growing
layer of the digital economy because it benefits from the simultaneous automation of buying and selling,
the expansion of programmatic penetration, Al-driven optimisation, and the privacy-driven re-
architecture of the internet. Consequently, TTD captures value from both underlying market growth and
direct share gains.

Indirect Software and Analytics Monetization

Software, data infrastructure, and analytics represent large markets growing at 10 to 12 percent annually,
driven by enterprise digitization and artificial intelligence adoption. For The Trade Desk, however, these
categories function only as indirect growth drivers. Advanced analytics, Al models, and planning tools are
embedded capabilities within TTD's platform rather than standalone revenue streams. TTD does not
monetize software licenses or data processing fees directly. Instead, the value of these software and
analytics investments is realized exclusively through improved advertising performance, which justifies
greater ad spend flowing through the platform and supports TTD's take-rate.

Sourcing and Market Definitions

Accurately sizing these markets requires synthesizing data from multiple industry sources, including
GroupM, Magna, eMarketer, Statista, and major consulting firms. The $1 trillion global advertising
estimate reflects a standard consensus range found in GroupM and Magna forecasts, with digital
advertising comprising 60 to 70 percent of that total. The software total addressable market, sourced
from Gartner and IDC, sits in the $700 billion to $1 trillion range depending on cloud and Saa$ inclusions.
Analytics and Al markets, tracked by firms like MarketsandMarkets and Grand View Research, are
estimated around $300 billion. It is critical for financial modelling to recognize that these figures are not
independent, additive markets. AdTech is a subset of digital advertising, and software or analytics
spending heavily overlaps with marketing budgets. The broadest category, marketing spend, reaches $1.2
trillion to $1.6 trillion according to Salesforce and Deloitte surveys, encompassing advertising, CRM,
agency fees, and creative services.
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The Trade Desk operates within markets characterized by moderate overall growth of 5 to 10 percent.
However, its true growth engine is the structural reallocation of advertising dollars toward programmatic
execution, Connected TV, and data-driven channels. For TTD, share shift is far more important than total
market expansion. Secular tailwinds, including CTV penetration, programmatic adoption, post-cookie
identity transitions, and retail media expansion, create above-market effective growth rates. Even if the
overarching advertising total addressable market grows only modestly, the continuous migration of
budgets into TTD's specific operating domain allows the company to significantly outpace headline
industry growth figures.
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Market Share

When evaluating The Trade Desk's market position, calculating its share against the total global digital
advertising market yields a deceptively small figure of roughly 0.3 percent. However, this headline number
is an order-of-magnitude illusion that severely understates the company's competitive relevance. The
global digital advertising market is not a single, unified arena; it is a collection of structurally distinct
ecosystems. Roughly 70 percent of this trillion-dollar market is locked inside closed, vertically integrated
walled gardens dominated by Alphabet, Meta, and Amazon. These companies monetize proprietary user
attention, first-party data, and owned inventory. The Trade Desk does not compete for search, social, or
native retail budgets, making a direct top-line revenue comparison against these conglomerates
fundamentally flawed.

The remaining 30 percent of the market comprises the open internet programmatic ecosystem, including
Connected TV, display, and digital audio. This is the specific subset where TTD operates, functioning as an
infrastructure provider rather than an inventory owner. In this domain, TTD acts as a toll-taker, earning a
percentage of the ad spend that flows through its optimisation and execution layer. Even when comparing
TTD to its closest immediate competitors, such as Google DV360 or Amazon DSP, the numbers are
inherently skewed. The financial performance of those competitor platforms is buried within the massive
revenue streams of their parent companies, masking their true standalone economics and scale.

When the analysis is properly framed around the independent demand-side platform market rather than
total global ad spend, TTD's positioning becomes clear. Industry estimates indicate that the top four DSPs
control roughly 85 percent of global programmatic DSP spend. Within this specialized, high-growth
infrastructure layer, TTD is not a minor player; it is a dominant giant. It punches significantly above its 0.3
percent headline weight, wielding outsized influence in Connected TV buying, agency trading desks, and
the ongoing transition away from third-party cookies.

Headline market share figures drastically distort The Trade Desk's true competitive standing. Market share
in digital advertising must be interpreted as ecosystem share rather than substitutable demand share.
While TTD represents a fraction of a percent of total global ad spend, it commands a leading,
disproportionate share of the open internet programmatic layer (18-20% DSP share vs. Google DV360 32%
the only larger player). This distinction is critical for investors: TTD is a massive player in the specific, fast-
growing segment of the market that is structurally shifting away from walled garden dominance.
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Geographic Exposure

We are not including the usual chart as breakdown provided is simple and not very granular.
United States: 85.5% of TTD’s business

Rest of the World: 14.5% of TTD’s business

The Trade Desk reports geographic revenue based on client billing location, with approximately 85 percent
generated in the United States and 15 percent from international markets. This distribution inherently
understates true end-market diversification. U.S.-based agency holding companies routinely allocate
budgets across global advertising inventory, meaning reported geography reflects where contracts are
executed rather than where ads are ultimately delivered or consumed. Furthermore, in programmatic
advertising, exposure is increasingly tied to global inventory access rather than physical borders. A single
campaign infrastructure can deliver ads across multiple countries simultaneously, rendering traditional
geographic boundaries highly fluid.

Structural Drivers of U.S. Concentration

The business remains heavily U.S.-centric because the country is the largest and most mature market for
programmatic advertising and Connected TV (CTV). The United States also serves as the primary hub for
global advertising agencies and brand decision-making, which heavily reinforces this revenue
concentration. As a result, the domestic dominance reflects the structural reality of where premium
programmatic budgets are currently originated and managed.

International Underpenetration and Regional Opportunities

International exposure remains meaningful but distinctly underpenetrated, as global markets lag the U.S.
in both programmatic adoption and CTV monetization. Europe represents a developed but fragmented
programmatic market. Stricter privacy regulations initially slowed digital advertising evolution in the
region but are now accelerating the shift toward first-party data, identity solutions, and programmatic
buying as broadcasters increasingly monetize inventory programmatically. Asia-Pacific represents the
largest long-term growth opportunity, driven by rapid digital consumption and mobile-first ecosystems.
While markets like Japan and Australia are relatively mature, developing regions such as India and
Southeast Asia are early-stage but scaling quickly.

Future Global Expansion Catalysts

Future geographic expansion is not solely a function of entering new countries; rather, it depends on
increasing programmatic penetration within existing advertising markets. Growth in Europe and Asia will
be driven by the structural shift from traditional, fragmented media buying toward automated, data-
driven ecosystems. The primary catalyst for this global transition is the ongoing shift of linear television
budgets into streaming environments. As the global linear TV market moves toward programmatic
streaming, demand-side platform buying becomes universally relevant. Additionally, the globalization of
retail media networks and first-party data ecosystems will further expand the addressable programmatic
inventory available outside the United States.
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Vertical Exposure

This section approaches The Trade Desk through a revenue sensitivity and economic exposure framework
rather than a formal GICS classification. The core idea is that TTD’s economics are determined by who
spends on advertising, not simply by the sector in which the company itself is classified.

There is, however, an important distinction between advertiser exposure and media-channel exposure.
Consider a payment network such as Visa: one could describe it as exposed to consumer spending
categories, or alternatively to broader payment rail and e-commerce penetration trends. Both
perspectives are valid, but they capture different economic drivers.

A similar distinction applies to TTD. Advertiser verticals explain where revenue ultimately originates, while
media channels help explain the company’s growth profile and valuation dynamics. This distinction
matters because TTD has disclosed that Connected TV (CTV) and video account for slightly more than half
of total revenue, making CTV both its largest and fastest-growing channel. At the same time, company
disclosures indicate a diversified advertiser base, with food & beverage representing approximately 18%
of spend, medical health 14%, automotive 13%, and no individual vertical exceeding 18%.

The objective of the accompanying figure is therefore not to replicate formal sector classification, but to
estimate the underlying economic drivers of advertising demand across the platform. The framework
blends advertiser vertical exposure with media ecosystem exposure in order to capture both where
advertising budgets originate and the structural forces driving TTD’s valuation and growth.

Blended Sector Exposure Estimate

Health Care, 10%

Figure 1 TTD Blended Sectorial Exposure
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Because The Trade Desk does not disclose revenue by industry vertical and operates a unified platform
across sectors, vertical exposure estimates are necessarily inferential rather than directly reported.
Estimates are derived from the relative distribution of digital and programmatic advertising spend by
industry, adjusted for channel mix and programmatic adoption rates. As such, the analysis should be
interpreted as illustrative rather than precise.

TTD itself has emphasized that clients “use the platform in a similar manner across geographies, channels
and verticals,” suggesting limited structural dependence on any single industry. The business is therefore
better understood as broadly exposed to advertising budgets across the economy rather than to sector-
specific products or end markets.

Even so, exposure remains concentrated in advertising-intensive and consumer-facing industries.
Communication Services and Consumer Discretionary together likely represent the majority of economic
exposure, reflecting the importance of streaming, digital media, retail, automotive, travel, and e-
commerce advertising activity.

Communication Services exposure is primarily driven by the continued migration of television and video
advertising budgets toward Connected TV and other digital media formats. This remains the central
structural growth driver of TTD’s platform economics.

Consumer Discretionary represents the second-largest area of exposure, supported by:

e e-commerce and retail advertising,
e automotive marketing,
e travel and hospitality demand.

These industries rely heavily on measurable, performance-oriented digital advertising for customer
acquisition and brand engagement.

Financials and Technology remain meaningful contributors due to their relatively high customer
acquisition intensity and strong adoption of programmatic advertising channels. By contrast, Industrials
and other relationship-driven sectors exhibit lower exposure because advertising intensity is structurally
lower and sales processes are less dependent on large-scale digital marketing.

Over time, vertical exposure is expected to broaden as programmatic advertising penetration expands
across historically underpenetrated industries. Consumer Staples remains a significant long-term
opportunity as large CPG advertisers continue reallocating budgets from traditional linear television
toward data-driven digital channels. Healthcare and pharmaceutical advertising may also increase as
targeting capabilities and regulatory frameworks evolve.

Importantly, future growth is likely to be driven less by changes in industry mix and more by continued
shifts in media format adoption. In particular, the migration of advertising budgets into Connected TV,
retail media, and other automated digital channels should increase programmatic penetration across
nearly all verticals simultaneously.

As a result, TTD’s economic exposure is best understood not as dependence on a narrow set of industries,
but as broad participation in the secular digitization and automation of global advertising spend.
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Product / Services Exposure
Core Platform: Programmatic Advertising DSP

The Trade Desk’s revenue model is fundamentally centered around a single integrated product: its cloud-
based demand-side platform (DSP). Rather than operating a diversified portfolio of separately monetized
software products, the company generates substantially all revenue from advertiser spend transacted
through its platform.

The DSP enables advertisers and agencies to purchase and manage programmatic advertising inventory
across multiple digital channels, including display, video, audio, mobile, and connected TV (CTV). Revenue
is primarily derived from a take-rate structure tied to advertising spend volume processed through the
platform, rather than from subscription fees or standalone software licenses.

Importantly, many of the company’s capabilities—while often discussed as distinct solutions—function as
embedded platform features rather than independent revenue-generating products. These include:

e Audience targeting and data management tools

e Identity and measurement solutions

e Connected TV inventory access and integrations

e Retail media capabilities

e Analytics, optimisation, and Al-assisted bidding/reporting tools

These functionality layers are designed to improve campaign effectiveness, advertiser retention, and
wallet share within the core DSP ecosystem. As a result, attempting to attribute revenue across individual
“products” would be economically artificial, since monetization occurs at the platform level through
overall media spend.

Accordingly, The Trade Desk should be viewed as operating a single core advertising infrastructure
platform with multiple integrated capability layers that expand addressable inventory, enhance targeting
and measurement, and improve monetization efficiency across digital advertising channels.
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Foreign Exchange Exposure

The Trade Desk has moderate but currently manageable foreign exchange (FX) exposure arising from its
growing international operations and multi-currency revenue base. Although the company reports
financial results in U.S. dollars, it generates revenue and incurs operating expenses across several foreign
currencies, including the Euro, British Pound, Canadian Dollar, Australian Dollar, Japanese Yen, and various
Asia-Pacific currencies.

Based on company disclosures, a 10% adverse movement in foreign exchange rates would have an
estimated impact of approximately $47 million on financial results, indicating that FX movements are
financially measurable but not a dominant driver of overall performance.

Nature of Exposure
The company’s FX exposure is primarily transactional rather than structural in nature.

Transactional exposure stems from foreign-currency-denominated receivables, payables, and operating
expenses associated with international advertising activity. Structural exposure is comparatively limited
because most foreign subsidiaries use the U.S. dollar as their functional currency, reducing the balance
sheet translation risk typically associated with multinational operations.

In addition, approximately 85% of revenue remains U.S.-based, which materially limits current earnings
sensitivity to global currency fluctuations.

Hedging and Risk Mitigation

The Trade Desk partially mitigates FX volatility through the use of short-term foreign exchange forward
contracts, generally with maturities of 15—30 days. These hedges are primarily designed to reduce near-
term volatility associated with transactional exposures, particularly foreign-currency receivables.

However, the company’s hedging strategy appears tactical rather than comprehensive. The short duration
of the contracts suggests management is focused on smoothing short-term earnings volatility rather than
fully offsetting long-term currency risk. As a result, medium- and long-term FX trends may still affect
reported earnings and margins.

The company also benefits from a partial operational offset as international scale increases. While a full
natural hedge does not currently exist due to the predominance of USD-based revenue and reporting,
expanding foreign operations may gradually improve matching between foreign-currency revenues and
local operating expenses over time.

Forward-Looking Considerations
Foreign exchange exposure is likely to become more material as The Trade Desk continues expanding
internationally. International revenue currently represents a minority of total sales, but a growing non-

U.S. contribution would increase:

e Earnings sensitivity to currency fluctuations
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e Exposure to a broader mix of global currencies
e Potential volatility in reported revenue and operating margins

Absent a corresponding expansion in hedging activity or stronger natural hedging effects, FX-related
earnings variability could increase over time.

Relative Importance to Investment Thesis

Despite its measurable impact, FX exposure remains secondary to the company’s core operating drivers.
The primary determinants of financial performance continue to be:

e Digital advertising demand trends

e Connected TV (CTV) and streaming adoption
e Growth in programmatic advertising spend

e Market share gains within the DSP ecosystem

Accordingly, foreign exchange movements are better viewed as a financial reporting and earnings
volatility consideration rather than a primary driver of the company’s long-term economic value.

The Trade Desk’s FX exposure is currently moderate, measurable, and largely transactional in nature. The
company partially mitigates this risk through short-term hedging activity and its predominantly USD-based
operating structure. While FX sensitivity is expected to rise alongside international expansion, currency
exposure remains substantially less important than the company’s core secular growth drivers.
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Average Selling Price (A.S.P.) and Volume
ASP Interpretation

For The Trade Desk, average selling price (ASP) is best understood as the platform’s take rate, that is, the
percentage of advertiser media spend retained by the company as revenue. Unlike traditional software
or product businesses, pricing is not based on unit sales or subscription seats, but rather on transaction
volume flowing through the platform.

Historically, The Trade Desk’s take rate has remained relatively stable in the approximately 19-21% range.
This consistency is notable within the ad-tech industry, where pricing pressure and fee compression are
common. The durability of the take rate reflects several factors:

e Strong competitive positioning in programmatic advertising

e Avalue-based pricing model tied to campaign performance and scale

e Deep integration with agency workflows and advertiser infrastructure

e Product differentiation in areas such as data targeting, identity resolution, bidding optimisation,
and measurement

Some variation in take rate may occur based on client size, channel mix, geography, or negotiated
commercial arrangements, but there has been no evidence of sustained long-term pricing deterioration.

Volume as the Primary Growth Driver

The Trade Desk is fundamentally a transaction volume growth business rather than a pricing expansion
story.

Because the take rate has remained relatively stable over time, revenue growth is driven primarily by
increases in advertiser spend processed through the platform. Accordingly, the key operating variables
are:

e Growth in programmatic advertising adoption
e Expansion of connected TV (CTV) advertising
e Increased wallet share from existing clients

e OQOverall digital advertising demand

In practical terms:

e Stable ASP (take rate)
e Revenue growth = media spend volume growth

This dynamic makes platform scale, advertiser retention, and secular industry growth more important
than direct pricing increases.

Pricing Power and Competitive Positioning
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Although reported ASP has remained relatively flat, the stability itself indicates meaningful pricing power.
Many ad-tech intermediaries have experienced fee compression due to increased competition, supply-
path optimisation, and advertiser pressure for transparency. The Trade Desk’s ability to sustain a take rate
near 20% suggests durable competitive advantages, including:

e High switching costs for large advertisers and agencies

e Strong performance and return-on-ad-spend outcomes

e Proprietary optimisation capabilities and identity infrastructure
e Scale advantages in data and bidding efficiency

As a result, flat pricing should not be interpreted as weak monetization, but rather as evidence of pricing
resilience within a highly competitive ecosystem.

Effective Monetization and Incremental Services

While the reported platform take rate has remained stable, effective monetization per advertising dollar
may gradually increase through ancillary platform capabilities and value-added services.

These can include:
e Data-related services and audience integrations
e Measurement and attribution tools
e Identity solutions, including Unified ID 2.0 (UID2) infrastructure
e Al-assisted optimisation and bidding tools

Accordingly:

e Reported ASP remains broadly stable
e Effective monetization per advertiser relationship may improve over time

However, these capabilities remain integrated within the broader DSP ecosystem rather than functioning
as separately material revenue streams.

Mix Shift and Economic Implications

Changes in channel and geographic mix can affect overall monetization economics even if the
consolidated take rate remains stable.

Key mix considerations include:

Connected TV (CTV)

CTV inventory generally carries higher strategic value due to premium content environments, stronger
advertiser demand, and the ongoing migration of television budgets toward streaming platforms. As CTV

becomes a larger share of spend, monetization quality and advertiser engagement may improve.

International Expansion
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International markets may initially operate at somewhat lower take rates due to competitive dynamics,
local market structures, or customer acquisition priorities. However, these regions also represent an
important source of incremental volume growth.

As a result, mix shift can influence margins and monetization quality without necessarily changing the
reported consolidated take rate materially.

Key Risks to Monitor
The two most important variables affecting The Trade Desk’s revenue model are:

1. Take Rate Compression
Potential drivers include:

e Increased competitive intensity

e Supply-path optimisation by advertisers and agencies

e Greater demand for fee transparency

e Vertical integration by large platforms or media owners

Sustained take rate declines would pressure monetization efficiency even if gross media spend continued
growing.

2. Volume Slowdown
Because revenue growth is primarily volume-driven, macroeconomic weakness or reduced advertising
demand would directly affect platform revenue growth.

Key demand-sensitive areas include:

e Advertising spending cycles
e Streaming and CTV adoption trends
e  Programmatic market share expansion

To date, the company has maintained stable pricing while delivering growth primarily through increased
platform volume.

The Trade Desk’s economic model is characterized by stable platform pricing and volume-driven growth.
The company’s approximately 20% take rate has demonstrated unusual durability within ad tech,
reflecting strong competitive positioning and embedded advertiser relationships. Future revenue
expansion is expected to depend primarily on continued growth in programmatic advertising spend,
particularly within connected TV and international markets, rather than on explicit pricing increases.
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Bill of Materials (Economic Cost Stack)
Interpretation

The Trade Desk does not have a traditional Bill of Materials (BOM) in the manufacturing sense, as it does
not produce physical goods. A more appropriate framing is an economic cost stack per dollar of advertising
spend processed through the platform.

In this context, “inputs” refer to the variable costs required to facilitate programmatic advertising
transactions. Costs scale primarily with platform activity rather than with discrete units of output.

Importantly, the detailed per-dollar breakdown below is a heuristic construct, not a disclosed or precisely
measurable allocation. It is used to approximate the underlying cost drivers implied by The Trade Desk’s
reported cost of revenue and industry structure, rather than to represent accounting-level precision.

Cost Structure Overview

The Trade Desk’s cost base is primarily reflected in its cost of revenue, typically in the range of ~15-20%
of revenue, implying gross margins of ~80%+. This reflects a highly asset-light, software-driven
marketplace model.

Key cost categories broadly include:

e Data acquisition (third-party audience and identity data)

e (Cloud infrastructure (compute, storage, and delivery)

e Ad exchange connectivity and transaction processing

e Identity, measurement, fraud prevention, and compliance infrastructure
e Customer support and platform operations

These represent the main variable and semi-variable inputs required to execute and optimise
programmatic advertising at scale.

Heuristic Cost Stack (Per $1 of Revenue)

The following breakdown is illustrative only and should be interpreted as a directional decomposition of
cost drivers rather than an accounting breakdown:

Data acquisition (third-party audience data): ~$0.04-50.06

Cloud infrastructure (compute, storage, delivery): ~$0.02-50.03

Exchange connectivity and transaction execution: ~$0.005-50.01

Platform operations (support, fraud detection, compliance, privacy infrastructure): ~ ~$0.05
e Other variable platform costs: ~ ~$0.04

This aggregates to an implied cost of revenue range of approximately $0.15-50.20 per $1 of revenue,
broadly consistent with reported gross margins of ~80%+.
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On a broader economic basis, this corresponds to a relatively small cost base relative to total advertising
spend flowing through the platform, reflecting the structural efficiency of the DSP model.

Structural Characteristics

1. Asset-light operating model
The Trade Desk does not incur manufacturing, inventory, or logistics costs. As a result, marginal costs per
incremental dollar of advertising spend are low, enabling strong operating leverage.

2. Data as the key input

The closest analogue to a “raw material” is audience and identity data. This is sourced externally and
integrated into the platform to improve targeting, measurement, and bidding performance. Data is
therefore the most strategically important variable cost input.

IM

3. Sub-linear cost scaling
Cost components scale differently with volume:

e Infrastructure costs scale efficiently with usage
e Exchange and delivery costs scale more directly with transaction volume
e Data costs vary depending on quality, exclusivity, and identity resolution requirements

This mix supports structurally high gross margins, even as absolute spend increases.
Key Structural Risks
The primary cost-side risk is inflation in data and identity-related inputs, driven by:
e  Privacy regulation reducing availability of third-party signals
e Deprecation of cookies and legacy identifiers
e Increased competition for high-quality data sources

e Shift toward more deterministic (and potentially more expensive) identity solutions

If data becomes more constrained or fragmented, input costs could rise and pressure gross margins over
time.

Strategic Implications
This cost structure supports several durable economic advantages:

e High gross margins driven by low marginal cost per transaction

e Strong operating leverage as fixed platform investments scale

e Potential network effects, where improved data quality enhances performance, driving more
spend and further funding better data and optimisation capabilities

The Trade Desk’s cost structure is best understood as a low-cost, data- and infrastructure-driven input
stack that scales efficiently with volume. The resulting model is structurally high-margin and highly
scalable, with the primary long-term sensitivity concentrated in data acquisition and identity economics.
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Inventory

The Trade Desk does not hold inventory in the conventional sense, as there are no physical goods, stored
units, or pre-purchased media assets on its balance sheet.

Instead, the company operates a real-time demand-side platform (DSP) that facilitates the purchase of
digital advertising impressions on behalf of advertisers. These impressions are sourced dynamically from

publishers via ad exchanges and are transacted in real time.

Accordingly, advertising inventory is not owned, warehoused, or pre-committed by The Trade Desk. It is
accessed on demand at the moment an advertising opportunity becomes available.

Operating Model Implications
Structurally, this implies:
o No build-ahead inventory or stockpiling
e No production, fulfilment, or inventory management cycle

e No balance sheet exposure to finished goods or work-in-progress

The model is best characterized as a real-time marketplace intermediary, rather than a principal that
manufactures or holds media supply.

A useful conceptual framing is: “Inventory is accessed, not owned.”
Working Capital and Balance Sheet Impact
The absence of inventory has direct financial implications:
o Effectively zero inventory-related working capital requirements
e No risk of obsolescence, spoilage, or markdowns (as seen in physical goods businesses)
e No warehousing, logistics, or storage costs
As a result, The Trade Desk operates with a structurally efficient and low-intensity working capital model.

“Inventory Risk” (Reframed)

While the company does not bear traditional inventory risk, it is exposed to marketplace quality and
access risk, which can be considered a functional analogue:

e Availability and liquidity of premium advertising impressions (e.g., CTV supply)
e Quality of inventory, including fraud, viewability, and brand safety concerns
e Fragmentation or inefficiencies in supply paths across the ecosystem

Thus, risk shifts from physical inventory management to data quality, supply integrity, and marketplace
efficiency.
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Real-Time Auction Advantage
The real-time nature of the model introduces structural advantages:

e Impression-level purchasing rather than bulk inventory commitments
e Dynamic pricing through real-time bidding mechanisms

e High flexibility in budget allocation and campaign optimisation

e Reduced risk of overbuying or underutilization of media inventory

This contributes to capital efficiency and improved allocation of advertising spend across channels and
time periods.

Competitive Positioning

Relative to certain other advertising intermediaries, The Trade Desk does not act as a principal in media
buying and does not hold inventory on its balance sheet. This distinguishes it from models that involve
media arbitrage or inventory risk absorption.

However, the platform is not a passive conduit. It plays an active role in how demand is expressed across
the ecosystem through auction participation, bidding logic, optimisation algorithms, and supply-path
selection. These mechanisms influence which impressions are ultimately transacted and at what price,
even though the underlying inventory itself is owned and controlled by publishers.

The result is a platform-mediated marketplace structure, where value is derived from facilitating
transactions at scale while actively optimising routing and allocation of demand across available supply.
The Trade Desk operates an inventory-light model in which advertising impressions are not owned but
accessed dynamically through real-time auctions. The absence of inventory is a structural advantage,
contributing to low working capital requirements, high margins, and strong scalability. The relevant
“inventory risk” is not physical, but instead relates to supply quality, transparency, and access within the
digital advertising ecosystem.

Audit note: This is directionally accurate and well-framed. One subtle refinement: “pure-platform
intermediary” is broadly correct economically, but in ad tech it may still exert limited functional influence
over routing (e.g., optimisation across supply paths), so avoid implying it is entirely neutral in transaction
flow.
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Pro-Business Government Statistics
See the geographic exposure.

Given the limited granularity and the near-global nature of the digital ad space, there is limited concern
on population dynamics and specific GDPs of countries in which TTD operates. The usual charts and figures
are omitted in favour of a light discussion on policies.

The Trade Desk does not materially rely on government subsidies, tax credits, or targeted financial support
programs. Given its asset-light, software-based business model, it does not meaningfully qualify for
incentives typically associated with:

e Manufacturing or capital investment tax credits
e Industry-specific subsidies or grants
e large-scale infrastructure incentives

As aresult, there are no material, company-specific government programs that directly support The Trade
Desk’s core economics.

General Tax and Corporate Framework

The company operates within standard global corporate tax regimes, including U.S. federal and state
taxation as well as international tax jurisdictions where it has operations.

To the extent there are benefits, they are broad-based and apply across the technology sector rather than
being specific to The Trade Desk, including:

e R&D tax credits at the U.S. federal and state level

e Deductibility of research and development expenses (subject to jurisdictional rules)
e Tax treatment of stock-based compensation

e  Multinational tax structuring efficiencies available to global software firms

These factors may modestly reduce effective tax rates but are not primary drivers of the business model
or valuation.

Indirect Policy Support (Infrastructure Layer)

The Trade Desk also benefits indirectly from long-term public and quasi-public investment in digital
infrastructure, including:

e Broadband and internet infrastructure expansion
e Cloud computing ecosystem development
e Global connectivity and mobile network penetration

However, these are economy-wide enablers rather than targeted policy supports, and benefit nearly all
digital businesses.
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Regulatory and Policy Environment (More Material)

While direct government support is minimal, regulatory frameworks play a meaningful role in shaping The
Trade Desk’s operating environment.

1. Data Privacy Regulation (Structurally Important)
Regulations such as the:

e General Data Protection Regulation (GDPR)
e (California Consumer Privacy Act (CCPA)

have a significant impact on the digital advertising ecosystem.
Effects include:

e Increased compliance and data governance requirements

e Constraints on third-party data usage and cross-site tracking

e Structural shift toward first-party data and authenticated identity solutions
From a competitive standpoint, these dynamics tend to be neutral to mildly favourable for scaled
platforms, as compliance complexity raises barriers for smaller participants. The Trade Desk has also
adapted through identity initiatives such as UID2.

2. Antitrust and Platform Competition Policy

Regulatory scrutiny of large “walled garden” platforms (e.g., Google, Amazon, Meta) has indirect
implications for The Trade Desk.

Potential effects include:
e Constraints on vertically integrated advertising ecosystems
e Increased transparency and interoperability expectations

e Potentially more open competitive environment for independent DSPs

This can modestly support independent platforms by limiting excessive concentration within closed
ecosystems.

3. Browser and Identity Policy Shifts

While not strictly government regulation, privacy policy pressure has influenced browser-level decisions,
including the deprecation of third-party cookies.

This has:

e Disrupted legacy targeting mechanisms
e Accelerated industry adoption of alternative identity frameworks
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e Created tailwinds for solutions such as Unified ID 2.0 (UID2)
4. Advertising Transparency and Political Ad Rules

Regulation governing advertising disclosure, targeting transparency, and political advertising imposes
additional compliance requirements.

However, these rules are not central to The Trade Desk’s revenue base, as political advertising represents
a relatively small portion of overall spend.

5. Cross-Border Data Transfer Restrictions
International data governance regimes can affect:

e Data localization requirements
e Cross-border transfer compliance
e Infrastructure architecture decisions across regions

These factors add operational complexity but are generally manageable within a global SaaS-style
infrastructure model.

Overall, on the support side:

e No material direct government subsidies or targeted financial support
e Only indirect benefits through broad technology-sector tax provisions (e.g., R&D credits)
e  Structural upside from global digital infrastructure investment

On the regulatory Side (More Material Driver):

e  Privacy regulation is the most economically relevant policy vector

e Antitrust policy can indirectly support independent DSPs by constraining walled gardens

e Identity and tracking policy shifts have structurally reshaped the ad-tech ecosystem in ways that
can benefit scaled, adaptable platforms

The Trade Desk operates in a policy environment with minimal direct government support but meaningful
indirect influence from regulation. The net effect is not subsidy-driven, but structure-shaping regulation,
which tends to increase compliance requirements while simultaneously reinforcing advantages for scaled,
technologically sophisticated platforms.
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Lifetime Value of the Customer (L.T.V.C.)

We can estimate the lifetime value of a meaningful advertiser relationship on The Trade Desk using
revenue scale, structural retention, and margin characteristics. The key driver is not logo churn, which is
extremely low (¥95%+ over long periods), but sustained and expanding spend per customer over time.
Annual revenue per meaningful customer

Large advertisers and agency holding companies can spend significant budgets through the platform:

e Large enterprise advertisers: $S5M-$50M+ annual ad spend
e Platform economics imply an approximate ~15—25% revenue share (take-rate proxy)

This implies:

e S10M ad spend > ~$1.5M-S2M revenue to TTD
e S$25M ad spend - ~$3.5M-$6M revenue to TTD

A reasonable blended revenue per meaningful customer: ~$1M-$5M annually (highly skewed
distribution; top agencies dominate)

Customer retention / relationship duration

The Trade Desk exhibits exceptionally high logo retention (~¥95%+) over a long historical period (~10+
years) based on consistent management commentary and investor disclosures.

Key interpretation:
e This reflects very low customer churn at the account level
e |t does NOT directly represent revenue retention stability (spend per customer can fluctuate with
advertising cycles)

A conservative modelling assumption:

o Effective customer relationship duration: ~10 years
e With upside scenarios extending longer for top-tier agency relationships

Gross margin
Platform gross margin: ~80%+

This reflects a highly scalable software-like advertising infrastructure model with limited incremental
servicing costs per dollar of spend.

NPV of LTVC (illustrative)

Assuming:
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S$2M annual revenue per customer (base case)
10-year duration
3% discount rate
80% gross margin

Present value factor (10y @ 3%): ~8.5

e PVrevenue = $17.0M
e PV gross profit = $13.6M

Base-case LTVC = ~$14M gross profit NPV per meaningful customer relationship
Structural interpretation
LTVC is highly skewed and driven by a small number of large advertisers:

e Small customers: low-single-digit millions in lifetime value
e Large agency / enterprise relationships: tens of millions in lifetime value

Key drivers:
e Expansion rather than new logo acquisition
e Increasing digital ad shift (especially Connected TV)
e Deep integration into agency workflows and bidding systems
Retention and switching costs
Retention is structurally high due to:
e Embedded workflows inside agency trading desks
e Performance-based optimisation loops (data advantage improves with usage)
e Integration complexity across DSP, measurement, and identity layers
e QOrganizational learning costs for switching platforms
CAC versus LTVC
While precise CAC is not disclosed, acquisition is structurally advantaged due to:
e Strong agency relationships (centralized buying points)
o Network effects in advertiser demand aggregation
e Brand reputation among large global advertisers
This supports a very high implied LTV/CAC ratio, though it cannot be precisely quantified from public data.

Cyclicality consideration

LTVC is not static and is exposed to macro cycles:
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e Advertising budgets are cyclical
e Spend per customer can compress during downturns even if logos remain

However:

e Long-term structural digital ad migration and CTV adoption
e High retention base: tends to support LTVC expansion over time

The Trade Desk’s customer lifetime value is driven primarily by high-spend enterprise advertisers,
structurally strong logo retention (~¥95%+ over long periods), and high gross margins (~80%+). Using a
~$2M annual revenue per meaningful customer, a ~10-year relationship duration, and a 3% discount rate,
the implied LTVC is approximately ~$14M in gross profit NPV, with substantial upside skew from large
agency relationships and ongoing spend expansion.
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Customer Concentration

The Trade Desk discloses in its SEC filings that no single customer accounts for 10% or more of revenue,
indicating a structurally diversified revenue base at the reported customer level.

This is consistent with the company’s role as a demand-side platform intermediary, where spend is
distributed across a large number of advertisers and campaigns rather than concentrated in a small
number of direct enterprise relationships.

Low reported customer concentration (key structural strength)

e No individual customer represents 210% of revenue (per filings)
e Revenue is therefore formally well-diversified at the customer level

Implications:
e Low single-client dependency risk
e Reduced revenue cliff risk from customer loss

e Stable base of recurring advertising demand across many accounts

This is typical of scaled digital advertising intermediaries and contrasts with more concentrated enterprise
SaaS$ or industrial revenue models.

Hidden concentration through agency intermediaries

Although reported concentration is low, economic exposure is partially concentrated through global
holding companies, including:

e WPP
e Omnicom Group
e Publicis Groupe
These entities act as aggregation layers for many underlying advertisers.

Key nuance:

e Reported customer concentration is diversified at the brand level
e But budget allocation decisions are partially centralized at the agency level

Implication:
e Economic concentration is higher than reported figures suggest
e However, risk remains mitigated because agency relationships span many end advertisers and

geographies

Long-tail + enterprise hybrid structure
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The customer base consists of:

e large global advertisers (high-spend, strategic accounts)
e Mid-sized brands scaling programmatic adoption
e Long-tail advertisers using automated buying tools

This structure supports:
e Diversified revenue streams across industries and geographies
e High incremental expansion potential from mid-tier customers
e Reduced dependence on any single vertical or account

Retention reduces effective concentration risk

With historically high logo retention (~95%+ over long periods), customer concentration risk is further
mitigated:

e Even large accounts rarely churn outright
e Spend tends to shift and expand rather than fully exit
e Revenue stability is therefore higher than headline concentration metrics imply

Platform structure inherently diversifies exposure
As a demand-side platform, The Trade Desk intermediates between:

e Thousands of advertisers (demand)
e Millions of advertising impressions (supply)

This architecture naturally reduces dependency on any single customer by:

e Fragmenting spend across campaigns, geographies, and formats
e Aggregating demand into a broad, multi-client flow of transactions

The Trade Desk reports no customer accounting for more than 10% of revenue, reflecting a structurally
diversified customer base at the reported level. While global agency holding companies such as WPP,
Omnicom, and Publicis represent meaningful aggregated exposure, underlying revenue is spread across a
broad set of advertisers. Combined with high retention and a platform-based intermediary model, this
results in low single-customer dependency and a resilient, diversified revenue structure.
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Figure 2 TTD's Institutional exposure

The Trade Desk is predominantly institutionally owned, with a shareholder base split between large
passive asset managers, dedicated growth investors, and quantitatively driven hedge funds.

The top holders are led by Vanguard Group (13.2%), BlackRock (8.4%), and State Street Corporation
(7.3%), together representing ~29% of shares outstanding. This establishes a sizeable passive ownership
base linked to index inclusion and ETF replication flows, though not a controlling majority.

Beyond the passive core, Geode Capital Management (~3.2%) adds additional index-linked exposure,
reinforcing the presence of rule-based capital in the stock.

Active ownership is anchored by Baillie Gifford (~5.2%), representing the most significant long-duration
growth conviction holder. This highlights continued relevance of secular growth-focused capital in the
register, particularly tied to digital advertising and long-term platform adoption themes.

The remainder of the top holders includes a mix of global investment banks and asset managers (Morgan
Stanley, Goldman Sachs, Invesco), alongside quantitatively driven hedge funds such as Two Sigma Advisers
and Two Sigma Investments (~3% combined), which contribute to higher trading velocity and factor
sensitivity.

Overall, the ownership structure reflects a hybrid profile: a substantial but non-dominant passive index
base, a concentrated growth-oriented active sleeve, and a meaningful quantitative hedge fund presence.
This combination supports strong liquidity while also creating sensitivity to interest rates, growth-factor
rotations, and broader ad-tech valuation cycles.

Ownership is institutionally dominated but not passive-controlled. The register is best characterised as:

e ~30% passive index/ETF-linked
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e ~5% concentrated growth conviction (Baillie Gifford)
e ~5-7% quant / hedge fund / active trading strategies
e remainder fragmented institutional base

This creates a liquid but factor-sensitive shareholder base, consistent with a large-cap growth platform
rather than a fully indexed mega-cap.
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Number of Employees

The Trade Desk has an estimated workforce of approximately 3,600-3,900 employees, based on recent
public estimates, though it does not provide a precise real-time breakdown of total headcount or
contingent staffing in standard disclosures.

The company exhibits very high revenue per employee, typically estimated in the ~$700K—$900K+ range,
reflecting a highly software-levered operating model where incremental revenue scales faster than
headcount. This is characteristic of digital advertising infrastructure businesses where platform usage
grows without proportional increases in staffing.

Workforce composition and focus

The employee base is concentrated in high-skill, revenue-enabling functions, including:

e Engineering (core DSP platform, bidding systems, infrastructure, Al/optimisation layers)
e Data science and applied analytics (auction dynamics, performance optimisation)

e Sales and client success (agency and global advertiser relationships)

e Product and platform development

There is minimal exposure to low-value or operationally intensive labour, consistent with a software and
infrastructure-light business model.

Operating leverage dynamics
The business model is structurally geared toward operating leverage:
e Core infrastructure is cloud-based and scalable
e Platform automation reduces marginal cost of serving additional spend

e Revenue growth does not require proportional headcount expansion

As a result, The Trade Desk has historically demonstrated the ability to grow revenue faster than
headcount, supporting margin expansion over time in scaling periods.

Headcount growth characteristics
Hiring has generally been:

e Disciplined and tied to platform expansion

e Aligned with international market development

e Focused on deepening enterprise and agency coverage rather than volume hiring
This suggests a capacity-driven hiring model, not a labour-intensive scaling model.

Geographic distribution

Employees are distributed across major regions, including:
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o North America (core engineering, commercial leadership)
e Europe (agency and advertiser coverage, regulatory alignment)
e Asia-Pacific (emerging demand and platform expansion)

This supports the company’s global advertiser footprint and multi-market DSP operations.

In short, the Trade Desk operates with a relatively lean workforce of ~3,600-3,900 employees, generating
high revenue per employee and demonstrating strong operating leverage. The workforce is concentrated
in engineering, data science, and commercial roles that directly support platform scaling and advertiser
relationships. Headcount growth is disciplined and aligned with global expansion, reinforcing a software-
like model where revenue growth outpaces employment growth over time.
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Employees Per Location

The Trade Desk does not disclose a detailed geographic headcount breakdown, so any split is necessarily
directional and inferred from office footprint and hiring patterns rather than reported segment data.

The workforce is heavily concentrated in the United States, which likely represents the majority of
employees (estimated ~70-80%). This reflects the U.S.-centric nature of core engineering, product
development, and corporate leadership functions, as well as proximity to major advertising clients and
agency holding companies.

International headcount is smaller but strategically distributed across key advertising markets rather than
cost-optimised offshore hubs. These locations typically support sales, client services, and regional
commercial operations in major demand centres such as the United Kingdom, Germany, France, Japan,
Singapore, and Australia.

Within Asia-Pacific, Singapore functions as a regional coordination hub, supporting advertiser
relationships and platform adoption across the broader APAC region. Other offices in Japan and Australia
similarly reflect proximity to large and growing programmatic advertising markets.

Engineering and core technical roles remain predominantly U.S.-based, with international offices
weighted more toward commercial and client-facing functions. Unlike some software peers, there is
limited evidence of a large-scale offshore engineering or cost-arbitrage workforce model in lower-cost
jurisdictions.

To summarise, the Trade Desk maintains a U.S.-centric workforce structure with an estimated ~70-80%
of employees based domestically, while international staffing is distributed across major advertising
markets in Europe and Asia-Pacific. Global offices primarily support sales and client engagement rather
than offshore engineering, consistent with a demand-driven expansion model tied closely to advertiser
geography rather than labour-cost optimisation.
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Employee Turnover Numbers

The Trade Desk does not disclose employee turnover metrics, and there is no reliable, externally verifiable
dataset that provides precise turnover rates or training costs. As a result, analysis is best framed through
structural workforce characteristics rather than numerical estimates.

Employee retention is generally understood to be supported by the company’s high-skill, knowledge-
intensive operating model. The business requires engineers, data scientists, and commercial staff to
develop deep familiarity with programmatic advertising infrastructure, auction dynamics, and large
advertiser relationships. This creates a meaningful learning curve and increases the value of accumulated
internal knowledge over time.

Attrition risk is not uniform across functions. Engineering and product roles are typically more stable due
to technical specialization and the complexity of the platform. Commercial and sales roles, particularly
those interacting with agency holding companies and advertisers, tend to experience higher industry
mobility, reflecting broader competition across ad-tech and digital media firms.

Relative to the broader technology sector, retention is likely supported by several structural factors:
strong compensation structures including equity participation, exposure to a rapidly growing secular
market (programmatic advertising and connected TV), and the technical complexity of the platform, which
increases switching costs for employees in role-specific knowledge.

Overall, turnover is best characterised as moderate-to-low relative to high-growth technology peers, but
precise quantification is not observable from public disclosures. The more important analytical point is
that the company’s knowledge intensity and platform complexity create meaningful retention anchors,
particularly in engineering and technical roles.
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Hiring Numbers and Titles
Historical hiring trend

The Trade Desk has exhibited a clear multi-year expansion in headcount, with a transition from rapid
scaling to more moderated growth:

e 2021:~1,967 employees
e 2022:~2,770 employees (period of accelerated expansion, ~40% growth)
e 2023:~3,115 employees
e 2024:~3,522 employees
e 2025:~3,843 employees

This reflects a shift from post-pandemic and Connected TV-driven acceleration in 2021-2022 toward more
normalized high-single-digit to low-teens annual growth in 2023-2025.

Hiring composition and focus areas
Hiring is structurally concentrated in high-skill and revenue-enabling functions:
e Engineering (core DSP platform, infrastructure, Al/optimisation systems)
e Data science and analytics (auction dynamics, measurement, performance modelling)
e Commercial teams (agency and advertiser-facing roles)
e International expansion teams supporting regional growth markets
While the company does not disclose functional hiring breakdowns, the overall profile is consistent with
a software-led advertising platform where technical and commercial capabilities scale alongside product
adoption.
Forward hiring trajectory
Based on recent headcount trends, hiring is likely to remain:
e moderate in pace (mid-to-high single-digit to low-teens growth)
e increasingly selective in talent acquisition
o focused on Al-driven platform improvements, automation, and infrastructure efficiency

e tied to international expansion rather than broad-based domestic scaling

This suggests a continued shift toward quality- and productivity-driven hiring rather than pure capacity
expansion.

Structural characteristics of hiring
Hiring dynamics reflect several structural features:

e Headcount growth has historically lagged revenue growth, supporting operating leverage rather
than fully tracking top-line expansion
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e Workforce expansion is driven by product capability and geographic expansion rather than cyclical
hiring surges
e No evidence of extreme boom-bust hiring cycles typical of more cyclical ad-tech peers

Geographic hiring is aligned with demand rather than cost optimisation:

e United States: core engineering, product, and leadership functions
e Europe: advertiser and agency relationships
e Asia-Pacific: growth markets including Singapore, Japan, and Australia

This reflects a demand-led global expansion model rather than offshore labour arbitrage.

Headcount at The Trade Desk has grown from approximately 2,000 employees in 2021 to nearly 3,800 in
2025, with growth moderating from earlier expansion phases to more sustainable mid-single-digit to low-
teens rates. Hiring is concentrated in engineering, data science, and commercial functions, and is
increasingly focused on efficiency, Al capability, and international market development rather than broad
workforce scaling.
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Employee Buying and Selling of Stocks

At a baseline, insider selling at The Trade Desk is usually not especially informative because the company
relies heavily on stock-based compensation, RSUs, and option grants as a core part of employee pay.
Senior executives and long-tenured employees have accumulated enormous equity positions over the
years, so regular Form 4 filings often reflect predictable monetization behaviour: tax withholding on
vesting, diversification, estate planning, or pre-arranged 10b5-1 programs. In a company where
compensation is so equity-heavy, periodic selling is almost a structural feature of the compensation model
rather than a bearish signal.

The key issue with The Trade Desk in May 2026 (time of writing) is that the stock has transitioned from a
“compounder with near-universal trust” into a “prove-it-again” story. Historically, TTD traded at
significant premium multiples because investors believed three things:

e Jeff Green was among the best founder-operators in ad tech.
e The company was structurally independent versus walled gardens like Google/Meta/Amazon.
e Programmatic CTV (connected TV) would create a decade-long runway.

The narrative changed in the last few months due to:

e slowing growth,

e execution problems around Kokai rollout and sales reorganization,
e multiple CFO transitions,

e concerns from agency partners,

e mounting pressure from Amazon and Meta.

So, insider behaviour is perhaps unusually significant in recent times.

SEC Form 4 filings disclosed in early March 2026, detailed that CEO and founder Jeff Green purchased
roughly 6 million shares in the open market between March 2 and March 4, 2026 for approximately $148
million. Purchases occurred around $23-25/share (after bulk valuation compression).

This is significant from a behavioural finance perspective as an open market transaction, not a routine
10b5-1, options exercise or compensation-related vesting. That $148M is a significant amount of personal
capital and underpins belief that the market is materially mispricing future earnings and/or belief that
existential fears are overstated.

Green himself framed it as conviction buying, stating he was, “putting [his] money where [his] mouth is.”
This coming from a founder reputed for long-term thinking, product vision, consistency, and without a

history of purely promotional behaviour, the signal is bullish. It is one of the more interesting high
conviction, founder buy signal in large tech this year.
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Management Scoring

Recent employee sentiment data for The Trade Desk suggests a generally healthy corporate culture, albeit
with emerging signs of organizational friction as the company scales. Glassdoor reviews indicate an overall
employee rating of approximately 3.9/5, while senior management scores trend lower at roughly 3.3—
3.4/5. CEO Jeff Green continues to maintain relatively strong approval ratings in the high-70% range.
Importantly, overall company ratings have remained broadly stable over time, implying that
dissatisfaction is not indicative of broad-based cultural deterioration, but rather reflects more targeted
concerns around management processes and organizational execution.

Qualitative employee commentary points to several recurring themes, including lower morale in recent
periods, concerns around restructuring and organizational complexity, stringent promotion processes,
and inconsistent communication from leadership. At the same time, reviews remain constructive
regarding compensation, talent quality, and belief in the company’s product and mission. This divergence
is notable: employees appear to remain positively aligned with The Trade Desk’s strategic positioning and
long-term opportunity set, while expressing greater frustration with internal management structure and
operational processes.

From an analytical perspective, Glassdoor “senior management” scores should be interpreted cautiously.
Such metrics are inherently self-selected, highly sensitive to cyclical business conditions, and often
distorted by episodic events such as restructurings, layoffs, or periods of stock price weakness. As a result,
these indicators function more effectively as directional morale gauges rather than objective assessments
of leadership quality or governance effectiveness.

In practice, lower management scores frequently coincide with periods of slower growth, tighter
promotion cycles, elevated workloads, or organizational change. Accordingly, employee sentiment data
should be viewed primarily as a lagging indicator of operating pressure rather than a predictive signal of
future execution risk. For The Trade Desk specifically, the evidence does not currently suggest structural
dysfunction or a material deterioration in company culture.

More nuanced insight emerges from the distribution of employee feedback rather than the headline
averages themselves. Sentiment appears stronger among engineering and product-oriented teams, while
dissatisfaction is more pronounced in process-heavy or operational functions. This distinction suggests
that the company continues to retain a strong technical and product-oriented talent base, although
internal coordination and scaling complexity may be increasing as the organization matures.

Additionally, extreme reviews tend to carry limited informational value. One-star reviews are often
associated with layoffs or employee exits, while five-star reviews can reflect brand affinity or selection
bias. In contrast, mid-range reviews typically provide the most useful signal regarding organizational
dynamics and execution challenges. Consequently, investor interpretation should focus less on arithmetic
averages and more on recurring themes across the broader sentiment distribution.

For investors, the key consideration is not whether management is universally well-liked, but whether the
company continues to retain critical talent, sustain execution quality, and preserve product innovation
despite incremental organizational friction. Current employee sentiment suggests that The Trade Desk
remains fundamentally attractive to employees from a mission, product, and compensation perspective,
although scaling-related management complexity appears to be rising modestly. Overall, Glassdoor data
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represents a useful supplementary qualitative input, but should not be treated as a primary valuation or
governance indicator.
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Cyclical Numerical Trends

The Trade Desk operates within one of the more economically sensitive segments of the digital economy,
given its direct exposure to global advertising budgets. At a high level, the company’s revenue growth is
driven by the interaction of three factors: overall advertising spend, the continued shift toward digital
channels, and the increasing penetration of programmatic advertising. As a result, macroeconomic
changes tend to transmit relatively quickly into advertiser behaviour and campaign spending patterns.

Current industry conditions point to a moderating but still positive advertising environment. Global ad
spend continues to grow, although at a slower pace than the post-reopening surge experienced in prior
years. In the U.S., digital advertising growth expectations have been revised downward amid
macroeconomic uncertainty, tariff-related concerns, and softer consumer demand trends. Industry
forecasts still imply positive digital ad growth in 2025, but at more moderate mid-single-digit rates relative
to prior-cycle expansion levels. This suggests that while the underlying market remains structurally
attractive, advertising demand is becoming increasingly uneven and more sensitive to broader economic
conditions.

Importantly, The Trade Desk’s cyclical exposure is shaped not only by aggregate ad spend growth, but also
by its advertiser category mix. The company maintains meaningful exposure to consumer packaged goods
(CPG), automotive, retail, entertainment, and broader discretionary consumer categories. These verticals
are historically among the most cyclical areas of advertising spend, as marketers in these sectors tend to
reduce budgets quickly during periods of economic uncertainty, inflationary pressure, or weakening
consumer demand. Recent industry commentary has already highlighted softness in CPG and automotive
spending as a partial headwind to growth. Consequently, even in periods where digital advertising
continues to expand structurally, changes in advertiser mix can create meaningful short-term volatility in
The Trade Desk’s revenue trajectory.

At the same time, the company benefits from several powerful structural tailwinds that partially offset
cyclical pressure. Most notably, advertising budgets continue to migrate from linear television toward
Connected TV (CTV), while programmatic advertising penetration steadily increases across channels.
Additional support comes from the expansion of retail media networks and the growing use of Al-driven
advertising optimisation tools, which improve targeting efficiency and return on investment. As a result,
The Trade Desk exhibits characteristics of both a cyclical and structural growth business: advertiser
budgets may weaken during softer macro periods, but secular shifts toward programmatic infrastructure
and CTV continue to support share gains over time.

Connected TV is particularly important within this framework because it behaves differently from
traditional advertising categories. Unlike many forms of discretionary digital advertising, CTV spending is
driven in part by a long-duration budget reallocation away from legacy linear television. This creates a
structural replacement dynamic that is less dependent on near-term economic growth and more tied to
evolving media consumption behaviour. Consequently, CTV can continue growing even in weaker macro
environments because advertisers are reallocating existing television budgets rather than creating
entirely new spending pools.

Geographic exposure also introduces differing levels of macro sensitivity. North America remains The
Trade Desk’s largest and most stable market, although it is still heavily tied to consumer spending trends
and broader economic cycles. Europe exhibits greater volatility given its higher sensitivity to energy costs
and GDP fluctuations, while APAC offers stronger long-term growth potential but with greater cyclical
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variability. Emerging regions such as Latin America remain comparatively small contributors but carry
elevated macroeconomic and currency risk. Regional differences in CTV adoption, programmatic maturity,
and advertising efficiency further contribute to uneven growth dynamics across markets.

The current advertising cycle is best characterized as a mid-cycle deceleration rather than a recessionary
contraction. Industry growth is slowing, but demand has not collapsed. Instead, advertisers are
increasingly reallocating budgets toward channels that demonstrate measurable performance and
superior return on investment. This distinction is important because advertising cycles today are
becoming less purely GDP-driven and more closely tied to efficiency and performance optimisation. In
weaker economic environments, advertisers may reduce overall spending while simultaneously shifting a
greater proportion of budgets toward programmatic and data-driven channels that offer improved
targeting and measurable outcomes.

This evolving industry structure has important implications for The Trade Desk’s competitive positioning.
Relative to “walled garden” platforms such as Google and Meta, The Trade Desk is somewhat more
exposed to discretionary and incremental advertising budgets across the open internet. As a result, the
company’s revenue profile tends to exhibit higher cyclicality during downturns, as advertisers often
prioritize the largest closed ecosystems during periods of uncertainty. However, this dynamic also creates
stronger upside participation during expansionary periods, when advertisers broaden spending across
channels and increasingly prioritize independent programmatic infrastructure.

Overall, The Trade Desk should be viewed as a cyclical business with substantial structural growth support.
The company remains exposed to fluctuations in advertiser spending, particularly within economically
sensitive verticals such as CPG, automotive, and retail. However, this cyclicality is partially mitigated by
durable secular trends, including the migration toward Connected TV, increased adoption of
programmatic advertising, and the growing importance of Al-driven advertising efficiency. The key
analytical takeaway is that The Trade Desk’s performance is becoming increasingly influenced not simply
by the direction of total ad spend, but by how advertisers allocate budgets across channels, formats, and
performance-oriented platforms.
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Secular Numerical Trends

The Trade Desk is positioned within one of the strongest secular growth themes in the digital economy:
the long-term structural transformation of advertising toward programmatic, data-driven, and
increasingly automated media buying across the open internet. Unlike purely cyclical advertising
businesses, The Trade Desk’s long-duration growth profile is supported by multiple secular shifts that are
reshaping the underlying infrastructure of the global advertising market.

The most important secular driver remains the migration of advertising budgets from linear television
toward Connected TV (CTV). Traditional linear TV audiences continue to fragment as consumer viewing
behaviour shifts toward streaming platforms and internet-connected television environments. As a result,
advertisers are reallocating budgets toward CTV inventory that offers superior targeting, measurement,
and audience-level attribution capabilities. This transition represents a structural format migration rather
than a cyclical fluctuation in advertising demand. For The Trade Desk, the implications are significant: CTV
expands the company’s total addressable market into premium television advertising budgets, increases
exposure to higher-value inventory relative to display advertising, and reinforces the role of programmatic
infrastructure within premium video ecosystems.

Beyond CTV, the advertising industry is undergoing a broader transition toward programmatic buying as
the default operating model for media transactions. Advertising spend is increasingly allocated through
automated bidding systems, real-time auctions, algorithmic optimisation, and data-driven targeting
frameworks. Programmatic advertising penetration continues to rise globally across display, video, audio,
retail media, and connected television channels. This evolution effectively transforms advertising from a
largely manual purchasing process into a software-driven infrastructure layer for audience allocation and
campaign optimisation. Importantly, this is a multi-decade secular transition rather than a conventional
business cycle dynamic.

Another key secular trend supporting The Trade Desk is the growing demand for independent advertising
infrastructure outside of closed “walled garden” ecosystems. Large technology platforms such as Google,
Meta, and Amazon maintain vertically integrated advertising environments with proprietary
measurement standards and restricted data portability. In response, advertisers increasingly seek greater
transparency, cross-platform measurement capabilities, and more independent control over audience
data and attribution frameworks. As one of the largest independent demand-side platforms (DSPs), The
Trade Desk is strategically positioned to benefit from this shift toward neutral infrastructure within the
broader open internet advertising ecosystem.

The ongoing evolution of identity and data-driven advertising also remains supportive despite heightened
privacy regulation and platform-level restrictions. While changes such as third-party cookie deprecation
and mobile privacy controls initially raised concerns regarding targeting effectiveness, the industry has
increasingly adapted through greater use of first-party data, identity graph technologies, probabilistic
matching techniques, and Al-enhanced optimisation tools. Consequently, the economic value of
measurable, data-enabled advertising continues to increase even within a more privacy-constrained
environment. In many respects, privacy-related disruption has reinforced the importance of scaled
advertising platforms capable of managing identity resolution and measurement complexity across
fragmented channels.

The broader digital advertising market itself also continues to expand structurally as digital channels
capture a growing share of global advertising budgets. The migration from traditional media toward digital
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formats remains ongoing across both developed and emerging markets, while new advertising categories
such as retail media networks continue to create incremental inventory and monetization opportunities.
As a result, The Trade Desk benefits not only from overall market growth, but also from ongoing changes
in how advertising budgets are allocated across channels and formats.

Importantly, The Trade Desk’s secular growth profile is driven as much by market share gains as by
underlying industry expansion. The company is effectively participating in a large-scale re-platforming of
advertising infrastructure, taking share from legacy television buying models, fragmented ad-tech
intermediaries, and manually executed media transactions. This distinction is critical because it implies
that The Trade Desk can continue growing even in periods where aggregate advertising growth
moderates, provided that budget allocation continues shifting toward programmatic and measurable
channels.

From a longer-term perspective, the evolution of advertising infrastructure resembles earlier platform
transitions observed across other areas of technology, including the migration from on-premise software
to SaaS platforms or from traditional retail toward e-commerce ecosystems. Advertising is increasingly
functioning as a centralized software marketplace for attention allocation, with automated systems
optimising spend efficiency, targeting precision, and attribution measurement in real time. Within this
framework, The Trade Desk serves as a core infrastructure layer rather than simply a media intermediary.

Artificial intelligence further strengthens this secular thesis, although its role is often misunderstood. Al is
unlikely to disintermediate scaled demand-side platforms in the near term; rather, it acts primarily as an
accelerant to platform efficiency. Machine learning and Al-driven optimisation improve bidding decisions,
enhance campaign automation, increase targeting accuracy, and provide advertisers with clearer return-
on-investment visibility. In practice, these improvements tend to increase advertiser reliance on
sophisticated programmatic infrastructure rather than reduce it. Better optimisation capabilities can
ultimately increase advertising efficiency and encourage larger portions of marketing budgets to migrate
toward measurable, high-performance channels.

At the same time, Al does introduce longer-term competitive considerations that investors should monitor
closely. As generative Al and automation tools become more accessible, some media owners, CTV
platforms, or large advertising agencies may attempt to internalize greater portions of the advertising
technology stack. Large streaming platforms could increasingly build proprietary ad-buying and
optimisation systems, while holding companies and agencies may seek to exert more direct control over
campaign execution and audience targeting across the open internet. More broadly, Al may lower barriers
to entry across portions of the SaaS ecosystem by commoditizing certain workflow and optimisation
functions.

However, despite these risks, scaled advertising infrastructure platforms retain important structural
advantages. The Trade Desk benefits from deep integrations across publishers, agencies, identity
providers, measurement systems, and inventory marketplaces, creating significant ecosystem complexity
that is difficult to replicate internally. In addition, advertisers increasingly require interoperability,
independent measurement, and cross-platform optimisation capabilities that become more valuable as
media fragmentation increases. As a result, while Al may intensify competition and compress
differentiation in certain areas, it is more likely to reshape the competitive landscape gradually rather
than fundamentally displace leading scaled DSP platforms in the near term.
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A further secular nuance is that while consumer attention is becoming increasingly concentrated within
large streaming platforms, apps, and closed ecosystems, the strategic importance of independent
advertising infrastructure remains substantial. Advertisers continue to require cross-platform reach,
unbiased campaign allocation, frequency management, and standardised measurement across
fragmented media environments. Consequently, even if the open internet captures a smaller share of
aggregate consumer attention over time, the value of independent orchestration and measurement
infrastructure may continue to increase.

Overall, The Trade Desk is positioned within a multi-decade secular re-platforming of the advertising
industry. The company benefits from several reinforcing structural trends, including the migration from
linear television toward Connected TV, the global adoption of programmatic advertising, increasing
demand for neutral ad infrastructure, and the expanding use of Al-driven campaign optimisation. While
cyclical advertising pressures will continue to influence near-term growth variability, the long-term secular
backdrop for programmatic advertising infrastructure remains highly favourable.
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Company Numerical Milestones

Unlike traditional product or software companies, The Trade Desk’s corporate milestones are best
understood through the lens of platform scale, ecosystem penetration, and advertising spend flowing
through its infrastructure rather than discrete unit sales or user counts. The company operates as a
financial and data infrastructure layer within the broader advertising ecosystem, meaning that its
evolution is measured primarily through increasing participation in global digital advertising flows and
expanding strategic relevance across the open internet.

One of the company’s most important long-term milestones has been the expansion and diversification
of its customer base. The Trade Desk serves thousands of advertising clients globally, including many of
the world’s largest consumer packaged goods (CPG), automotive, retail, technology, and entertainment
brands, while also maintaining deep relationships with major advertising agency holding companies such
as Publicis, WPP, and Omnicom. Historically, demand-side platform (DSP) adoption was heavily
concentrated among agencies acting on behalf of advertisers. Over time, however, The Trade Desk has
increasingly expanded direct enterprise relationships with large brands seeking greater control over
campaign execution, measurement, and audience targeting. This transition from primarily agency-driven
usage toward broader enterprise advertiser adoption represents a meaningful maturation of the platform
and reinforces its strategic role within the digital advertising value chain.

The most important operating metric within The Trade Desk’s business model is not customer count, but
rather the volume of advertising spend transacted through the platform. Gross advertising spend, or
“platform spend,” functions as the closest equivalent to unit volume within the company’s economic
model. Over time, ad spend flowing through the platform has grown consistently at double-digit rates,
supported by increasing advertiser adoption, expansion into new channels, and rising programmatic
penetration across the industry. Importantly, platform spend has historically grown faster than reported
revenue in certain periods due to shifts in channel mix, pricing dynamics, and take rate normalization. As
aresult, platform spend growth often provides a more useful indicator of underlying ecosystem expansion
and advertiser engagement than revenue growth alone.

Another major corporate milestone has been The Trade Desk’s transformation from a predominantly U.S.-
focused DSP into a globally scaled advertising infrastructure platform. While North America remains the
company’s largest market, the business has steadily expanded its international footprint across Europe,
Asia-Pacific, and select emerging markets. Programmatic adoption outside the United States continues to
increase as advertisers globally transition toward automated media buying and digital audience targeting.
International expansion broadens The Trade Desk’s total addressable market while also increasing
strategic relevance among multinational advertisers and agency holding companies seeking unified cross-
market campaign infrastructure.

The evolution of the product platform itself also represents a critical structural milestone. The Trade Desk
began primarily as a programmatic bidding platform focused on display advertising and media buying
optimisation. Over time, however, the company has evolved into a more comprehensive advertising
operating system encompassing Connected TV (CTV), identity resolution tools, measurement
infrastructure, retail media integrations, and increasingly sophisticated Al-driven campaign optimisation
capabilities. Platforms such as Kokai reflect this broader transition toward machine learning-enabled
automation and predictive bidding infrastructure. This evolution materially increases switching costs,
deepens integration within advertiser workflows, and positions the company as a higher-value strategic
platform rather than a transactional media-buying utility.
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Connected TV represents perhaps the most important secular milestone in the company’s development.
As advertising budgets continue migrating away from traditional linear television toward streaming
environments, The Trade Desk has emerged as one of the key independent infrastructure providers
enabling programmatic television advertising. This transition significantly expands the company’s
addressable market into premium video advertising budgets that were historically inaccessible to digital-
first platforms. The increasing importance of CTV also strengthens the company’s strategic positioning
within the broader open internet ecosystem by linking premium media inventory with data-driven
targeting and cross-channel measurement capabilities.

The Trade Desk has also steadily expanded its ecosystem integration footprint through partnerships with
publishers, streaming platforms, identity providers, measurement vendors, and supply-side advertising
platforms. These integrations strengthen the company’s role as a central orchestration layer within the
open internet advertising stack. As media fragmentation increases across channels and devices,
advertisers increasingly require interoperable infrastructure capable of unifying campaign management,
attribution, and audience targeting across multiple ecosystems. The Trade Desk’s expanding network of
integrations therefore represents both a scale advantage and an important competitive moat.

Importantly, The Trade Desk differs fundamentally from traditional software or consumer internet
businesses in that it lacks a single straightforward “unit” metric. The company does not report metrics
equivalent to software seats, e-commerce orders, monthly active users, or hardware units sold. Instead,
the business is driven by a combination of advertising spend volume, platform penetration, advertiser
retention, and monetization efficiency. Several of the company’s most important operating indicators —
including advertiser retention rates, spend per advertiser, Connected TV mix, and bidding efficiency —
are either disclosed only selectively or remain entirely internal. Consequently, investors often rely on
revenue growth trends, management commentary, and broader industry data as indirect proxies for
underlying platform health and ecosystem engagement.

Another defining characteristic of The Trade Desk’s milestone profile is that growth tends to be diffusion-
based rather than event-driven. Unlike consumer technology businesses that experience sharp inflections
tied to product launches or hardware cycles, The Trade Desk’s expansion is generally driven by gradual
budget reallocation, increasing programmatic adoption, and steady advertiser onboarding over time.
Milestones therefore emerge as structural inflection trends rather than discrete step-function events. This
creates a business model characterized more by compounding ecosystem penetration than by episodic
growth spikes.

Ultimately, the company’s most important long-term success metric is its expanding share of
programmatic advertising across the open internet ecosystem. Because Google, Meta, and Amazon
dominate closed advertising environments, The Trade Desk’s strategic opportunity lies primarily in
capturing incremental share within independent media channels outside the major walled gardens. As a
result, the business should be examined less like a traditional product company and more like a scaled
financial and data infrastructure platform whose growth is tied to increasing participation in global digital
advertising flows.

Overall, The Trade Desk’s key milestones reflect the gradual evolution of the company from a niche
programmatic bidding platform into a globally scaled advertising infrastructure provider. The most
important achievements include broadening advertiser adoption, expanding internationally, establishing
leadership in Connected TV advertising, deepening ecosystem integrations, and transitioning toward Al-
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driven advertising optimisation infrastructure. Across all of these milestones, the central operating
indicator remains the continued growth of advertising spend transacted through the platform rather than
traditional unit-based metrics.
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Other Quantitative Metrics

The Trade Desk exhibits a distinctive quantitative profile characterized by high sensitivity to advertising
budgets, structurally expanding market opportunities, and a competitive landscape shaped more by
ecosystem partitioning than direct market share substitution. While the company benefits from strong
secular tailwinds, its financial outcomes remain closely tied to fluctuations in global advertising demand
and allocation dynamics across the digital advertising ecosystem.

At the core of the model is a direct linkage between revenue and global advertising spend, which creates
an inherently high-beta exposure to macro-driven advertising cycles. Because advertiser budgets can
adjust quickly in response to changes in consumer demand, corporate earnings expectations, or broader
macro uncertainty, The Trade Desk’s revenue growth rate can exhibit meaningful volatility even within a
structurally expanding market. This dynamic introduces operating leverage risk: relatively modest changes
in advertiser spending can translate into disproportionate impacts on reported growth and profitability
due to the company’s largely fixed cost base in engineering, R&D, and sales infrastructure.

A second important quantitative consideration is indirect customer concentration. While The Trade Desk
serves a broad base of advertisers and agencies, a significant portion of spending is mediated through
large global agency holding companies such as Publicis, WPP, and Omnicom. This structure introduces
potential concentration risk at the intermediary level, where budget allocation decisions can shift across
platforms or DSPs based on negotiation dynamics, strategic relationships, or internal agency prioritization.
As a result, The Trade Desk’s revenue trajectory is not only dependent on advertiser demand, but also on
the allocation behaviour of a relatively concentrated set of agency intermediaries.

Monetization stability represents another key structural variable, particularly with respect to take-rate
dynamics, which are generally estimated in the ~15-20% range. The durability of this take rate is central
to long-term revenue growth, but it is subject to competitive and structural pressures from both walled
garden platforms and alternative demand-side solutions. Even relatively modest compression in take
rate—on the order of 50—100 basis points—can have a meaningful impact on revenue growth at scale,
given the large base of transacted advertising volume flowing through the platform. This makes pricing
discipline and value-added differentiation critical to sustaining long-term monetization.

Foreign exchange exposure also represents a non-trivial but often underappreciated quantitative factor.
As The Trade Desk expands its international revenue mix across Europe, Asia-Pacific, and other regions,
reported results become increasingly sensitive to currency fluctuations and macro divergence across
geographies. Differences in regional advertising growth rates, combined with FX volatility, can introduce
additional variability into reported revenue growth independent of underlying platform performance.

The company also operates with significant operating leverage due to its fixed-cost-heavy structure.
Investments in platform development, engineering talent, data infrastructure, and global sales capabilities
are largely committed in advance of revenue realization. While this structure supports high incremental
margins in periods of strong growth, it also creates downside sensitivity in slower advertising
environments, where revenue deceleration can lead to margin compression before cost structures fully
adjust.

From a competitive perspective, The Trade Desk operates in a structurally imbalanced market dominated
by large walled garden ecosystems, including Google, Meta, and Amazon, which collectively control a
substantial majority of global digital advertising spend. These platforms benefit from proprietary first-

Page 113 of 178



Investment Research Report for The Trade Desk

party data, closed-loop attribution systems, and vertically integrated inventory control, giving them
structural advantages within their respective ecosystems. In contrast, The Trade Desk primarily operates
within the open internet segment, where it competes for incremental and allocable advertising budgets
across fragmented publisher inventory.

This creates a fundamentally asymmetric competitive environment. Rather than competing for total
advertising spend, The Trade Desk is effectively competing for marginal share within the open internet
advertising pool. As a result, competitive gains tend to be incremental and compounding rather than
disruptive or step-change in nature. Market share expansion is therefore constrained by the size and
evolution of the addressable open internet segment, rather than by direct substitution against walled
garden platforms.

Despite these constraints, the broader digital advertising market continues to expand structurally. Digital
channels are steadily increasing their share of total global advertising expenditure, while Connected TV
represents the fastest-growing large-scale advertising category. Simultaneously, programmatic
advertising continues to gain penetration across display, video, audio, and retail media environments. This
creates a dual effect in which total addressable market expansion is driven both by overall digital
advertising growth and by ongoing structural reallocation of budgets across channels and formats.

However, the market structure is best understood as both cyclical and secular in nature. On one hand,
advertising budgets remain sensitive to macroeconomic conditions, consumer demand trends, and
corporate profitability, creating cyclical variability in near-term growth. On the other hand, persistent
structural migration toward programmatic advertising and Connected TV introduces a durable upward
bias in long-term demand. The resulting pattern is best described as “sticky upward growth with cyclical
drawdowns,” rather than linear expansion.

A critical quantitative driver underpinning the secular thesis is the ongoing migration of advertising
attention and budgets across media formats. Linear television continues to lose share to streaming
platforms, while manual media buying is steadily being replaced by automated programmatic auctions.
At the same time, measurement and attribution systems are shifting away from analog or survey-based
methodologies toward data-driven, identity-enabled frameworks. These simultaneous transitions are
continuously repricing advertising inventory efficiency and improving the transparency of return on
investment across channels.

Importantly, efficiency gains within the advertising ecosystem do not necessarily reduce total advertising
spend. Instead, improved targeting, attribution, and conversion measurement can increase return on
investment, which in turn raises the total willingness of advertisers to allocate budget toward
performance-driven channels. This creates a counterintuitive dynamic in which greater efficiency can
expand total addressable advertising spend rather than compress it.

Within this context, data and identity infrastructure becomes a key monetization multiplier. As privacy
constraints increase and third-party tracking becomes more restricted, first-party data, identity resolution
technologies, and probabilistic matching systems become increasingly valuable. These capabilities
enhance targeting precision and campaign performance, reinforcing the importance of scaled
programmatic platforms capable of managing fragmented identity environments.

Artificial intelligence further accelerates this dynamic by improving bidding efficiency, optimising
campaign delivery, and enhancing real-time decision-making across advertising auctions. Al-driven
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systems increase advertiser visibility into return on investment while simultaneously reducing wasted
impressions and improving conversion efficiency. The net effect is typically higher platform utilization
rather than disintermediation, as improved performance tends to attract incremental budget allocation
toward the most efficient channels.

Finally, the structure of the open internet advertising ecosystem exhibits partial winner-takes-most
dynamics at the infrastructure layer. While the broader advertising market is highly fragmented, demand-
side platforms benefit from scale-driven advantages in data aggregation, optimisation capability, and
cross-publisher integration. These effects are reinforcing in nature, meaning that platform scale tends to
compound over time rather than erode under competitive pressure.

In aggregate, The Trade Desk’s quantitative profile reflects a hybrid model combining high cyclical
sensitivity to advertising budgets with strong structural growth drivers tied to long-term shifts in media
consumption, advertising technology, and data infrastructure. The primary risks are concentrated in
advertising cyclicality, potential take-rate compression, customer concentration through agency
intermediaries, and operating leverage during downturns. However, these risks coexist with durable
secular tailwinds driven by ongoing market expansion, structural reallocation of advertising spend toward
programmatic channels, and increasing reliance on data- and Al-driven advertising infrastructure.
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Financial Research

Stock and Peer Financial Snapshot

The Trade Desk (TTD)

Ticker: TTD

Latest Price: $24.14

Shares Outstanding: 475,980,000

Market Capitalization: $11,490,157,200

Average Daily Trading Volume: 10,304,012 shares
Average Daily Dollar Volume: $248,738,850

Beta: 1.10

Dividend: N/A

Dividend Yield: N/A

Alphabet / Google (GOOG)

Ticker: GOOG

Latest Price: $393.72

Shares Outstanding: 12,116,000,000

Market Capitalization: $4,770,311,520,000
Average Daily Trading Volume: 20,082,866 shares
Average Daily Dollar Volume: $7,907,026,002
Beta: 1.27

Dividend: $0.88

Dividend Yield: 0.22%

Amazon (AMZN)

Ticker: AMZN

Latest Price: $276.84

Shares Outstanding: 10,760,000,000

Market Capitalization: $2,978,798,400,000
Average Daily Trading Volume: 550,289,213 shares
Average Daily Dollar Volume: $152,342,065,727
Beta: 1.47

Dividend: N/A

Dividend Yield: N/A

Meta Platforms (META)

Ticker: META

Latest Price: $613.95

Shares Outstanding: 2,530,000,000

Market Capitalization: $1,553,293,500,000
Average Daily Trading Volume: 15,355,970 shares
Average Daily Dollar Volume: $9,427,797,782
Beta: 1.24

Dividend: $2.10

Dividend Yield: 0.34%
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Adobe (ADBE)

Ticker: ADBE

Latest Price: $249.61

Shares Outstanding: 403,850,000

Market Capitalization: $100,804,998,500
Average Daily Trading Volume: 5,879,596 shares
Average Daily Dollar Volume: $1,467,605,958
Beta: 1.42

Dividend: N/A

Dividend Yield: N/A

Criteo (CRTO)

Ticker: CRTO

Latest Price: $15.71

Shares Outstanding: 50,106,560

Market Capitalization: $787,174,058

Average Daily Trading Volume: 415,151 shares
Average Daily Dollar Volume: $6,522,022
Beta: 0.34

Dividend: N/A

Dividend Yield: 0.00%

Roku (ROKU)

Ticker: ROKU

Latest Price: $128.12

Shares Outstanding: 148,000,000

Market Capitalization: $18,961,760,000
Average Daily Trading Volume: 3,363,251 shares
Average Daily Dollar Volume: $430,899,718
Beta: 2.04

Dividend: N/A

Dividend Yield: N/A

Microsoft (MSFT)

Ticker: MSFT

Latest Price: $414.08

Shares Outstanding: 7,420,000,000

Market Capitalization: $3,072,473,600,000
Average Daily Trading Volume: 34,643,405 shares
Average Daily Dollar Volume: $14,345,141,142
Beta: 1.09

Dividend: $3.64

Dividend Yield: 0.88%

Magnite (MGNI)
Ticker: MGNI
Latest Price: $13.21
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Shares Outstanding: 143,320,000

Market Capitalization: $1,893,257,200

Average Daily Trading Volume: 2,150,140 shares
Average Daily Dollar Volume: $28,403,349

Beta: 2.32

Dividend: N/A

Dividend Yield: 0.00%

Other notable peers are Yahoo / MediaMath, but these are not publicly listed.

The peer set used for The Trade Desk is highly heterogeneous and therefore offers limited like-for-like
comparability. It combines pure-play ad-tech companies (such as The Trade Desk, Criteo, and Magnite)
with large diversified digital platforms (Google, Amazon, Meta, Microsoft) that derive substantial value
from ecosystems extending well beyond advertising. These Big Tech firms integrate advertising within
broader operating businesses—such as search, social media, e-commerce, and cloud computing—which
structurally reduces earnings volatility and significantly inflates scale metrics relative to standalone ad-
tech intermediaries. As a result, differences in market capitalization, beta, and liquidity across the group
are driven as much by business model diversification as by underlying advertising performance.

Within the ad-tech subset, comparability remains imperfect but more analytically relevant. Companies
like Criteo and Magnite provide more direct exposure to programmatic advertising dynamics, but differ in
their positioning across the value chain, with Criteo focused on retargeting and commerce media, and
Magnite operating primarily as a supply-side platform rather than a demand-side aggregator. Roku adds
further complexity as a connected TV platform that blends hardware, content distribution, and advertising
monetization. Consequently, the peer set is best interpreted as a directional benchmarking universe
rather than a strict valuation or risk-comparable cohort. More precise analysis requires segmentation into
true DSP peers versus adjacent ecosystem participants and Big Tech platforms, as aggregate comparisons
obscure fundamentally different economic and competitive structures.
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Conservative Guidance Strategy (Or Lack Thereof)

The Trade Desk has historically exhibited a generally conservative guidance posture, although this
conservatism is not perfectly consistent across cycles. Management typically embeds cautious macro
assumptions into its outlook, particularly around digital advertising budgets, which remain sensitive to
broader economic conditions. In addition, guidance often appears to underweight the potential upside
from accelerating secular trends such as Connected TV (CTV) adoption and faster-than-expected shifts in
advertising spend away from walled garden platforms. This results in a framing that tends to prioritize
prudence around timing and pacing of demand shifts, especially in newer or rapidly evolving channels.

At the same time, periods of stronger advertising markets have shown that actual results can exceed
guided ranges, suggesting that platform adoption and budget reallocation dynamics may sometimes
outpace internal forecasting assumptions. However, this pattern does not necessarily imply systematic or
structural underguidance. Rather, it reflects a broadly cautious forecasting approach applied to a business
that combines cyclical advertising exposure with high secular growth optionality. Overall, The Trade Desk’s
guidance style is best characterized as modestly conservative, with variability driven by macro
assumptions and evolving visibility into fast-moving structural trends rather than persistent or deliberate
underestimation of business performance.
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Competition Revenue Growth
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Figure 3 Revenue Growth for TTD and Peers exc. private entities

In terms of publicly traded companies within the most relevant competitive set, The Trade Desk is most
directly comparable to Magnite (MGNI) and Criteo (CRTO). These firms operate within the broader
programmatic and digital advertising infrastructure ecosystem, making them the closest true ad-tech
peers in terms of business model exposure, even though they still differ meaningfully in value-chain
positioning (DSP versus SSP versus retargeting/commerce-focused models) and scale.

By contrast, large platform companies such as Google, Meta Platforms, Amazon, and Microsoft participate
meaningfully in digital advertising but are fundamentally diversified ecosystems with substantial revenue
contributions from cloud computing, e-commerce, social networking, and enterprise software. As a result,
they are better understood as structural competitive forces shaping advertising budget allocation rather
than direct like-for-like revenue growth comparables for The Trade Desk.
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Competition E.P.S. Growth
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Figure 4 E.P.S Growth for TTD and Peers

Compared with its broader peer group, The Trade Desk operates within a segment of the market where
EPS growth is structurally more uneven and cyclical than in diversified software or platform businesses.
Large-cap peers such as Google, Microsoft, Amazon, and Adobe generally exhibit more stable and
consistently positive double-digit EPS growth, supported by diversified revenue streams, stronger
operating leverage, and greater resilience across advertising and non-advertising cycles. This
diversification helps smooth earnings volatility and makes their EPS trajectories less sensitive to
fluctuations in any single end market.

By contrast, smaller ad-tech and streaming-adjacent companies display materially higher earnings
volatility, with EPS outcomes more directly tied to advertising demand cycles, platform transitions, and
margin sensitivity. For example, Roku has only recently returned to profitability after periods of losses,
while Magnite has demonstrated very high percentage EPS growth driven in part by low prior-year
earnings bases rather than steady-state earnings compounding (hence it is omitted from the figure as this
skewed the scale disproportionately). Criteo and other ad-tech names similarly reflect earnings variability
linked to macro-driven advertising spend and shifting channel mix.

As a result, EPS growth within this peer set should be interpreted with caution, as headline growth rates
can be distorted by cyclical trough effects, stock-based compensation dynamics, and differences in
profitability maturity. In this context, The Trade Desk is best assessed not solely on relative EPS growth,
but on the consistency and quality of earnings generation through advertising cycles, as well as its ability
to sustain profitability while navigating a structurally evolving but cyclical end market.
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Competition G.M. %
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Figure 5 Gross Margin% for TTD and Peers

Gross margins across The Trade Desk’s peer set are best interpreted through the lens of business model
positioning within the digital advertising value chain rather than as a direct measure of relative
operational quality. The Trade Desk operates as a demand-side platform (DSP), an asset-light, software-
like intermediary that does not own media inventory and instead earns fees on advertising spend routed
through its platform. This structure inherently supports elevated gross margins relative to media- or
content-heavy models, as incremental revenue requires minimal marginal cost, creating a scalable,
infrastructure-like economic profile.

Within the broader peer group, gross margins naturally cluster into distinct structural tiers. At the highest
end are primarily software-driven platforms such as Adobe and Meta Platforms, where margins are
supported by highly scalable digital products and, in Meta’s case, highly efficient advertising delivery
systems at massive scale. A second tier includes hybrid platform businesses such as Microsoft and Google,
as well as select ad-tech infrastructure players like Magnite and Criteo, where margins are strong but
reflect a blend of software economics, revenue-sharing arrangements, and infrastructure or traffic
acquisition costs. At the lower end are more media- or device-linked models such as Amazon’s advertising
business and Roku, where fulfilment costs, content economics, or hardware-related expenses dilute gross
margin profiles.
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For The Trade Desk specifically, the key analytical takeaway is that its margin structure should be
benchmarked against high-quality, asset-light software and ad infrastructure peers rather than vertically
integrated ecosystems or content-driven platforms. While Big Tech firms often exhibit high gross margins
in aggregate, these figures are influenced by diversified revenue streams and internal cost allocations that
are not directly comparable to a pure-play DSP model. As a result, The Trade Desk’s gross margin profile
is best understood as reflecting scalable software-like economics within advertising infrastructure, with
the more relevant financial comparison being consistency and leverage over time rather than absolute
margin level relative to diversified platform conglomerates.

Page 123 of 178



Investment Research Report for The Trade Desk

Competition O.M. %

Operating Margin

50.0% (Most Recent Completed Year)
40.0%
30.0%
20.0%
10.0% I I

0.0% I —

N (2 G\ © (2 (o) (] > g O 2

-10-0‘{0\@&&(, ooo‘% v&,&o ’bq\é‘o'\& vbéo & & S é\(“oe,o @z& $f$‘ ®e°§\'

N &

Figure 6 Operating Margin% for TTD and Peers

Operating margin dispersion across the peer set underscores a key structural reality in digital advertising:
while many companies can generate attractive gross margins, far fewer sustain high and stable operating
profitability. For The Trade Desk, operating margin is a particularly important metric because it reflects
the scalability of its programmatic platform after accounting for investments in engineering, data
infrastructure, sales, and ongoing platform development. It therefore serves as a more complete indicator
of long-term operating efficiency than gross margin alone.

Within the peer group, large-scale platform companies such as Microsoft, Meta Platforms, Google, and
Adobe consistently generate the strongest operating margins, supported by significant scale advantages,
mature monetization models, and ecosystem-level operating leverage. These businesses benefit from
highly efficient revenue conversion at scale, where incremental revenues require relatively limited
incremental operating expense. In contrast, smaller ad-tech firms such as Criteo and Magnite typically
exhibit materially lower operating margins, reflecting higher relative customer acquisition costs,
competitive pricing dynamics, and a greater need for ongoing investment in platform capabilities without
the benefit of hyperscale operating leverage.

Roku further illustrates the cyclicality and investment intensity of advertising- and platform-adjacent
models, where operating margins can fluctuate significantly depending on advertising market conditions
and the pace of strategic investment. Periods of aggressive platform expansion or softer advertising
demand can push operating profitability toward breakeven or even negative territory, highlighting the
sensitivity of smaller platforms to revenue volatility and fixed-cost absorption.
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More broadly, differences in operating margins across the peer set are heavily shaped by business model
architecture. Vertically integrated ecosystem owners tend to retain a larger share of the value chain
internally, while independent ad-tech intermediaries operate in a more competitive environment where
pricing pressure, infrastructure investment, and customer acquisition costs weigh more heavily on
operating profitability. Against this backdrop, The Trade Desk’s operating margin profile should be viewed
as a key indicator of its ability to translate gross profit into durable earnings power as the platform scales.

Overall, operating margin is a more analytically meaningful profitability metric than gross margin in this
sector, as it better captures differences in scalability, cost discipline, and the sustainability of platform
economics. The peer set ultimately highlights that durable operating leverage remains one of the most
important differentiators between dominant global platforms and smaller independent ad-tech players.
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Figure 7 Trailing P/E for TTD and Peers

The trailing P/E valuation dispersion across The Trade Desk’s peer set highlights the extent to which
investors apply fundamentally different frameworks depending on business model quality, earnings
stability, and competitive positioning. Because the dataset spans diversified platform companies,
software businesses, and more cyclical ad-tech intermediaries, direct valuation comparisons are
inherently imperfect and reflect structural differences in perceived risk and cash flow durability rather
than purely relative performance.

Large-scale platform and software companies such as Google, Microsoft, and Adobe typically trade at
premium P/E multiples, reflecting strong earnings visibility, high-margin recurring revenue streams, and
durable competitive moats supported by ecosystem scale. Amazon also commands elevated valuation
metrics despite lower near-term operating margins, as investors continue to price in long-duration
earnings power from its cloud and platform businesses alongside optionality in advertising and retail
expansion. These companies are generally viewed as higher-quality earnings compounds with lower
relative cyclicality.

In contrast, smaller ad-tech firms such as Criteo and Magnite trade at meaningfully lower earnings and
revenue multiples, reflecting higher perceived sensitivity to advertising cycles, more limited platform
scale, and weaker or less durable competitive positioning relative to large ecosystem owners. Roku
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illustrates a different dynamic, where valuation multiples can appear distorted due to periods of weak or
recently recovered earnings, resulting in inflated P/E ratios that are more reflective of cyclical earnings
troughs than sustainable profitability.

Overall, the valuation spread across the peer set underscores a clear market segmentation between
dominant ecosystem operators, scaled software/platform businesses, and smaller independent ad-tech
players. Investors consistently assign higher multiples to businesses with durable free cash flow
generation, integrated ecosystems, and lower earnings volatility, while discounting firms more exposed
to advertising cyclicality and competitive fragmentation. In this context, The Trade Desk’s valuation is best
interpreted within the framework of a high-growth advertising infrastructure platform rather than
benchmarked directly against diversified mega-cap technology conglomerates or lower-multiple cyclical
ad-tech peers.
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Historical Revenue

The Trade Desk operates within a highly fragmented digital advertising ecosystem that is, paradoxically,
structurally concentrated at the top end. The historical revenue landscape highlights a clear divide
between hyperscale platform ecosystems and independent ad-tech infrastructure providers, with The
Trade Desk positioned uniquely in between: materially smaller than Big Tech incumbents, but significantly
larger and more scaled than most standalone ad-tech peers.

A key feature of the competitive set is that the largest competitors—Google, Amazon, Meta Platforms,
and Microsoft—are not pure-play advertising intermediaries, but vertically integrated platform
ecosystems. Their advertising revenues are embedded within broader business models that include
search, social media, e-commerce, cloud computing, and enterprise software. This means that their
revenue scale is driven by owned-and-operated ecosystems rather than neutral demand-side advertising
infrastructure. As a result, direct revenue comparisons tend to overstate competitive overlap, since a
substantial portion of their advertising monetization comes from closed-loop “walled garden”
environments rather than open internet programmatic demand aggregation.

In contrast, the more directly comparable independent ad-tech peers are substantially smaller in scale:

e Criteo (CRTO): ~$1.9B revenue
e Roku (ROKU): ~S4.7B revenue
e Magnite (MGNI): ~$700M revenue

Against this backdrop, The Trade Desk stands out as the clear scaled leader in independent programmatic
demand-side infrastructure. It is meaningfully larger than most pure-play ad-tech peers and exhibits
stronger profitability characteristics, higher advertiser adoption, and greater global reach. This scale
advantage is particularly important in ad-tech, where network effects arise from data density, bid-stream
optimisation, identity resolution capabilities, and cross-publisher liquidity.

The competitive landscape itself spans multiple layers of the advertising technology stack rather than a
single unified peer group. Key segments include:

Walled garden platforms (Google, Meta, Amazon): integrated media + ad ecosystems with proprietary
inventory

e Retail media ecosystems (Amazon): commerce-driven closed-loop advertising

e Creative and marketing software (Adobe): adjacent marketing cloud infrastructure

e Supply-side platforms (Magnite): publisher inventory monetization

e CTV/platform owners (Roku): hybrid device + media + advertising models

e DSP infrastructure (The Trade Desk): independent demand-side orchestration layer

This structure implies that The Trade Desk is not competing head-on with a single cohort of similar firms,
but rather operating horizontally across multiple adjacent categories. Its strategic role is increasingly
defined as the independent orchestration layer across fragmented advertising channels, including
Connected TV, retail media, mobile, audio, display, and digital out-of-home. This positioning expands its
effective addressable market well beyond what its current revenue scale alone would suggest.
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Despite the dominance of hyperscale platforms in absolute revenue terms, the industry remains highly
concentrated at the top, with Google, Meta, and Amazon collectively controlling a substantial share of
global digital advertising spend. This concentration reflects structural advantages in proprietary data,
closed-loop attribution systems, and direct ownership of user engagement surfaces. However, it also
creates structural demand for neutral intermediaries like The Trade Desk, as advertisers increasingly seek
transparency, cross-platform measurement, and independence from walled garden constraints.

From a growth perspective, The Trade Desk’s historical revenue trajectory compares favourably against
much larger peers. Revenue has more than doubled over the past several years, rising from approximately
$1.2B in 2021 to roughly $2.9B in 2025. While hyperscale platforms continue to generate far greater
absolute revenue, their growth rates are typically lower due to scale maturity. In contrast, The Trade Desk
continues to benefit from structural tailwinds such as programmatic adoption, Connected TV expansion,
and ongoing reallocation of advertising budgets toward open internet infrastructure.

It is also notable that several smaller ad-tech peers have faced structural or competitive challenges over
time. Legacy platforms such as Yahoo have experienced long-term relevance erosion, while companies
like MediaMath have undergone financial distress and restructuring. Even within the ad-tech cohort,
competitive pressure from platform consolidation, privacy regulation, and shifting budget allocation has
led to uneven outcomes, reinforcing the importance of scale and differentiation.

Overall, the historical revenue profile underscores a bifurcated industry structure. On one side are
hyperscale walled gardens that dominate total advertising revenue through integrated ecosystems. On
the other is a fragmented but increasingly consolidating layer of independent ad-tech infrastructure,
where The Trade Desk has emerged as the leading scaled demand-side platform. While small relative to
Big Tech in absolute revenue terms, The Trade Desk occupies a structurally advantaged position within
the open internet advertising ecosystem, with continued potential for share gains driven by Connected
TV growth, programmatic expansion, and increasing advertiser demand for neutral, cross-platform
infrastructure.
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Historical Revenue Growth

The revenue growth comparison further reinforces several important competitive dynamics surrounding
The Trade Desk and the broader digital advertising ecosystem.

TTD remains one of the fastest-growing scaled advertising platforms.

TTD has delivered historical growth rates of 31.9%, 23.3%, 25.6%, and 18.5%, demonstrating sustained
high-teens to mid-20s growth even at multi-billion-dollar scale. This remains particularly notable given the
more challenging macro advertising environment across parts of 2022—2024, where industry-wide budget
pressure weighed on many ad-related businesses.

Relative to larger technology and advertising platforms, TTD continues to grow faster in most cases:

e Google: 15.1%

e Amazon: 12.4%
e Microsoft: 14.9%
e Adobe: 10.5%

This supports the view that TTD is still benefiting from market share gains within programmatic
advertising, as well as structural tailwinds such as Connected TV expansion and increased digital budget
allocation toward performance-driven, data-enabled channels.

Meta is the closest large-scale growth comparator.

Meta Platforms grew at 22.2%, making it one of the few scaled advertising businesses growing at a rate
broadly comparable to TTD. However, the drivers are structurally different: Meta’s growth is primarily
driven by its owned ecosystems (Facebook, Instagram, Reels) and improvements in Al-driven ad targeting
within closed platforms. In contrast, TTD’s growth is driven by open internet programmatic advertising
across a fragmented publisher ecosystem. This distinction is important, as TTD is more exposed to cross-
platform budget allocation trends, while Meta benefits from internal traffic monetization and ecosystem
control.

Independent ad-tech peers are growing materially slower.
The gap between TTD and other independent ad-tech companies is significant:

e (Criteo: 0.6%
e Magnite: 6.9%

This suggests ongoing competitive consolidation toward scaled platforms, with smaller ad-tech players
facing weaker growth profiles, increased pricing pressure, and more limited access to high-growth
inventory such as Connected TV and premium programmatic demand. It also reinforces TTD’s positioning
as the dominant scaled independent DSP within the open internet ecosystem.

Roku highlights strength in Connected TV tailwinds.

Roku grew at 15.2%, reflecting continued strength in Connected TV advertising demand and streaming
monetization. This is particularly relevant for TTD given its exposure to CTV as a key growth vector. The
data supports the view that streaming advertising remains in an expansion phase, with ongoing budget
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migration from linear television to programmatic streaming environments, which benefits TTD’s long-
term growth runway.

TTD’s decelerating growth remains relatively strong at scale.

TTD’s growth trajectory—31.9% - 23.3% - 25.6% - 18.5%—shows gradual normalization consistent
with scaling from roughly ~$1B to ~$3B in revenue. While some deceleration is expected at higher scale,
growth remains resilient, with no collapse into low-single-digit levels. Importantly, TTD continues to
outgrow most larger peers despite its increasing size, indicating sustained structural demand rather than
purely cyclical expansion.

The industry appears bifurcated between structural leaders and mature incumbents.
The growth data suggests a clear segmentation:

e High-growth structural leaders: TTD, Meta
e Moderate-growth hyperscalers: Google, Microsoft, Amazon, Roku
e Low-growth or structurally challenged ad-tech firms: Criteo, Magnite

This bifurcation reflects increasing importance of scale advantages, first-party data access, Al-driven
optimisation, identity infrastructure, and advertiser liquidity concentration. Smaller independent firms
appear less able to compete effectively in high-growth segments such as CTV and premium programmatic
advertising.

The competitor revenue growth profile highlights TTD’s differentiated positioning within the digital
advertising ecosystem. It continues to grow faster than most large platform peers, significantly
outperforms independent ad-tech companies, and remains well exposed to structural tailwinds such as
programmatic adoption and Connected TV expansion. At the same time, the data illustrates increasing
competitive polarization between hyperscale ecosystems and a small group of scaled independent
infrastructure providers, with TTD clearly emerging as the leading independent DSP in the open internet
advertising market.
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Historical Income Statement

The historical income statement of The Trade Desk reflects a clear transition from a high-growth ad-tech
challenger into a scaled and increasingly profitable digital advertising infrastructure platform. Across
2021-2025, the company demonstrates strong revenue compounding, improving operating leverage, and
sustained high-margin economics, even as growth naturally moderates with scale.

Revenue growth remains strong despite scale expansion

TTD increased revenue from approximately $1.20B in 2021 to ~$2.90B in 2025, representing roughly a
2.4x increase over four years. Growth rates have remained consistently strong, albeit gradually
moderating:

e 2022:31.9%
e 2023:23.3%
o 2024:25.6%
e 2025:18.5%

Despite this deceleration, TTD continues to outgrow most large advertising and software peers:

e Google: 15.1%

e Amazon: 12.4%
e  Microsoft: 14.9%
e Adobe: 10.5%

o C(Criteo: 0.6%

e Magnite: 6.9%

o Meta:22.2%

This positions TTD as one of the fastest-growing scaled advertising platforms, alongside Meta, despite
operating as an independent demand-side platform rather than a closed ecosystem. The relative
outperformance supports ongoing share gains in programmatic advertising, as well as structural tailwinds
from Connected TV and retail media expansion.

Gross margins remain structurally elevated
TTD maintains consistently high gross margins, generally in the ~78%—83% range:

e 2021:81.5%
2022:82.2%
2023:81.2%
2024:80.7%
2025: 78.6%

This level of gross margin is indicative of software-like, asset-light economics, particularly notable given
that TTD does not own media inventory. The slight decline in 2025 likely reflects incremental investments
in data infrastructure, Al capabilities, and expansion into newer advertising channels with different cost
structures.
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Relative to peers:

e Magnite and other SSPs operate with structurally lower margins due to revenue-sharing with
publishers

e Retail media and content-heavy platforms tend to have more variable gross economics

e Google and Meta may exhibit comparable or higher margins, but benefit from vertically
integrated ad inventory and broader ecosystem leverage

TTD’s ability to sustain ~80% gross margins as a neutral infrastructure layer remains a key structural
advantage.

Operating leverage has materially improved
Operating income demonstrates a clear acceleration in profitability:

e 2021:5125M
e 2022:5114M
e 2023: 5200M
o 2024:5427M
e 2025: 5589M

Operating margins expanded accordingly:

e 2021:10.4%
o 2022:7.2%

e 2023:10.3%
o 2024:17.5%
o 2025:20.3%

This inflection reflects improving operating leverage as revenue scales through a relatively fixed-cost
platform structure. Incremental revenue increasingly flows through at higher margins, suggesting
normalization of sales efficiency, more disciplined cost growth, and stronger platform scaling dynamics.

Importantly, this margin expansion has occurred alongside continued investment in Al, identity
infrastructure (UID2), Connected TV capabilities, and global expansion, indicating improving efficiency
rather than cost-cutting.

Expense discipline and operating structure have improved
SG&A leverage is one of the clearest indicators of maturation:

2021: 52.2% of revenue
2022:54.7%
2023:49.8%
2024: 44.3%
e 2025:40.1%
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This reflects increasing scale efficiency, improved sales productivity, and stronger platform-driven
customer retention.

R&D spending remains consistently elevated at approximately 18%—21% of revenue, indicating continued
investment in platform development, Al optimisation, and data infrastructure. Importantly, unlike weaker
ad-tech peers, TTD is able to maintain high R&D intensity while still expanding profitability, reinforcing
the durability of its model.

Earnings growth significantly outpaces revenue growth
Net income has grown sharply over the period:

e 2022:553M

e 2023:5179M

e 2024:5393M

e 2025:5443M

EPS has followed a similar trajectory:

e 2021:50.28
e 2022:50.11
e 2023:50.36
e 2024:50.78
e 2025:50.92

The acceleration in profitability from 2023 onward reflects improving operating leverage, stabilizing
expense growth, and increasing monetization efficiency across the platform. This is a key differentiator
versus many ad-tech peers, where revenue growth has historically not translated into consistent earnings
power.

Compared with peers:

e Magnite remains more cyclical and lower margin

e C(Criteo exhibits limited growth and constrained leverage

e Several historical ad-tech peers have struggled to sustain profitability through cycles
TTD, by contrast, appears to have transitioned into a self-funding, scalable earnings model.
Seasonality remains present but volatility is moderating

The business continues to exhibit typical advertising seasonality, with:

e Strongest performance in Q4
e Weakest periods in Q1
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However, over time, quarterly troughs have improved meaningfully. Earlier periods often saw weak or
near-breakeven margins in Q1, whereas by 2025, even seasonal lows reflect materially healthier
profitability levels (approaching ~9% operating margins).

This suggests increasing resilience in the underlying revenue base and improved fixed-cost absorption
across cycles.

Execution consistency remains a structural advantage

TTD has historically delivered consistent revenue, even light outperformance versus guidance, with recent
quarters showing:

e Q2 2025: +1.8% beat
e Q32025: +3.1% beat
e Q4 2025: +0.8% beat

This pattern reinforces management’s tendency toward conservative guidance and strong execution
visibility, particularly relative to more volatile ad-tech peers that have historically experienced larger
forecasting deviations tied to advertising cycle shifts.

Relative positioning versus peers continues to strengthen

Across the income statement, TTD increasingly differentiates itself from both mega-cap platforms and
independent ad-tech peers:

e Versus hyperscalers (Google, Amazon, Meta, Microsoft):

TTD grows faster in most periods but lacks their absolute scale and diversification benefits.

e Versus independent ad-tech peers (Criteo, Magnite):

TTD demonstrates materially stronger growth, higher margins, and significantly greater earnings
consistency.

This positions TTD as the leading scaled independent demand-side platform in the open internet
advertising ecosystem.

The historical income statement reflects a business transitioning into a high-quality, scaled infrastructure
platform with:

e Durable double-digit revenue growth

e ~80% gross margins

e Expanding operating leverage

e Strong and accelerating earnings growth
e Improving cost efficiency and scalability

Relative to peers, TTD increasingly exhibits the financial characteristics of a software-like infrastructure
platform rather than a cyclical advertising intermediary, while maintaining growth and profitability
advantages over most independent ad-tech competitors.
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Historical E.P.S. Growth

The EPS growth comparison provides additional insight into the maturity, profitability quality, and
operating leverage characteristics of The Trade Desk relative to competitors across the digital advertising
ecosystem.

A few themes emerge.
TTD’s earnings profile reflects a transition from investment phase to scalable profitability
TTD’s historical EPS trajectory has been highly nonlinear:

o 2022:-61.3%
e 2023:+235.2%
e 2024:+118.8%
e 2025:+17.2%

This pattern is broadly consistent with companies transitioning from aggressive reinvestment toward
scaled operating leverage. The sharp decline in 2022 coincided with macro advertising weakness, elevated
investment spending, and temporary operating margin pressure. However, the subsequent rebound
demonstrates how rapidly earnings power expanded once revenue growth stabilized and expense
leverage improved.

Importantly, TTD’s historical EPS volatility appears driven more by investment intensity than by structural
deterioration in the underlying business. This differentiates it from weaker ad-tech peers, where earnings
volatility has often reflected competitive pressure, commoditization, or weakening market position.

EPS growth increasingly outpaced revenue growth

One of the strongest characteristics in TTD’s financial model is the eventual decoupling of earnings growth
from revenue growth in a positive direction.

Examples include:

e 2024 revenue growth: 25.6%
e 2024 EPS growth: 118.8%

e 2025 revenue growth: 18.5%
e 2025 EPS growth: 17.2%

This reflects expanding operating leverage as fixed platform costs scaled more slowly than revenue, while
gross margins remained elevated and SG&A efficiency improved materially.

This is especially important within ad-tech, a sector historically associated with weak profitability
durability, cyclical advertising exposure, and compressed margins. TTD increasingly appears to be
overcoming many of those historical industry constraints through scale and platform efficiency.
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Relative EPS comparisons require context
Relative 2025 EPS growth rates were:

e Google:34.5%

e Amazon: 29.7%
e  Microsoft: 15.6%
e Adobe: 35.1%

e Meta:-1.6%

o C(Criteo: 38.9%

e Magnite: 493.8%

At face value, several peers posted stronger one-year EPS growth than TTD’s 17.2%. However, context
matters significantly.

For hyperscalers such as Google, Amazon, and Microsoft, EPS growth often benefits from scale-driven
operating leverage, share repurchases, cloud profitability, and lower relative investment intensity. TTD,
by contrast, continues investing heavily in global expansion, Al optimisation, UID2 identity infrastructure,
and emerging ad channels such as retail media and Connected TV.

As a result, TTD’s comparatively lower near-term EPS growth may actually reflect continued offensive
investment rather than margin saturation or slowing business quality. It is early to say, not to mention
current macro context regarding consumer spending is uncertain at the very least.

Magnite and smaller peers illustrate low-base volatility
Magnite’s reported 493.8% EPS growth appears dramatic but likely reflects recovery from depressed
earnings levels, accounting normalization, or unusually weak prior-year comparisons. Importantly,
Magnite’s revenue growth was only 6.9%, suggesting the EPS acceleration may not reflect durable
structural momentum.
Similarly, smaller ad-tech peers such as Criteo continue to exhibit modest revenue growth and more
uneven earnings profiles, reinforcing the distinction between cyclical recovery and sustained platform
scaling.
By comparison, TTD combines:

e strong top-line growth,

e expanding profitability, and

e improving operating leverage simultaneously.

This is generally viewed as a higher-quality earnings profile than isolated EPS rebounds driven primarily
by trough effects.

Meta comparison highlights TTD’s expense discipline

Meta Platforms generated 22.2% revenue growth, but -1.6% EPS growth.
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This divergence likely reflects elevated infrastructure and Al investment spending, as well as margin
pressure tied to ecosystem scaling costs.

In contrast, TTD continued generating positive EPS growth while simultaneously investing aggressively in
Al, data infrastructure, identity solutions, and international expansion. This comparison reinforces one of
TTD’s stronger financial characteristics: disciplined operating expense management alongside sustained
growth investment.

Share count discipline supported earnings quality

TTD’s diluted share count remained relatively stable:

e ~499M shares in 2021
e ~483M sharesin 2025

This suggests improving capital discipline and limited dilution over time. Importantly, EPS growth was
driven primarily by operating income expansion rather than financial engineering. This is particularly
notable as SBCs remain significant and underlines management’s commitment to avoid dilution for
shareholders.
By comparison, several mega-cap peers benefit more materially from:

e large-scale buybacks,

e tax optimisation, and

e capital structure management.
TTD’s earnings growth therefore appears more operationally driven and arguably higher quality.

TTD’s earnings profile increasingly resembles software infrastructure

Several aspects of TTD’s model increasingly resemble premium software and infrastructure businesses:

~80% gross margins

expanding operating margins

scalable operating expense structure

strong recurring advertiser relationships

e high incremental profitability on additional platform spend

As a result, investors may increasingly evaluate TTD more like a software infrastructure or Al-enabled
platform company rather than a traditional cyclical advertising intermediary. This distinction is important
because it can support longer-duration growth expectations and premium valuation positioning relative
to legacy ad-tech peers.

In short, the EPS trajectory and peer comparison suggest that The Trade Desk is entering a more mature
and financially powerful phase characterized by:
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sustained double-digit revenue growth,
expanding operating leverage,
improving earnings durability, and
increasingly efficient scaling.

While hyperscale platforms remain larger and may occasionally deliver stronger short-term EPS growth,
TTD continues to compare favourably against most independent ad-tech peers in terms of combined
growth, profitability quality, and earnings consistency. Overall, the company’s earnings profile
increasingly supports the view that TTD is evolving into the dominant independent advertising
infrastructure platform rather than remaining a niche cyclical ad-tech intermediary.
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Historical G.M. %

The gross margin comparison highlights one of the strongest aspects of The Trade Desk’s business model:
the company operates with software-like economics despite competing within the highly competitive
digital advertising ecosystem.

TTD maintained exceptionally strong gross margins throughout the period:

e 2021:81.5%
o 2022:82.2%
e 2023:81.2%
e 2024:80.7%
e 2025:78.6%

Sustaining ~80% gross margins while scaling revenue from approximately $1.2B to $2.9B is notably strong
and compares favourably against most direct and indirect competitors.

Relative gross margins across peers include:

e Google: 50.3%

e Amazon: 50.3%
e  Microsoft: 68.8%
e Roku: 43.8%

e Criteo: 54.0%

e Magnite: 62.6%

TTD’s superior margin profile suggests:

low incremental transaction costs,
efficient platform economics,
scalable infrastructure, and
meaningful pricing power.

Importantly, TTD’s margins compare especially favourably against independent ad-tech peers such as
Criteo, Magnite, and historically MediaMath. Compared with these firms, TTD combines substantially
higher gross margins with stronger revenue growth and expanding operating leverage. This likely reflects
superior advertiser liquidity, stronger optimisation algorithms, greater platform scale, and more
differentiated infrastructure.

Historically, many ad-tech firms struggled with commoditization pressures that compressed margins over
time. TTD’s ability to sustain premium margins suggests the company has developed a more durable
competitive position than much of the legacy ad-tech ecosystem.

Adobe remains one of the few peers with structurally higher gross margins at approximately 89.3%,
reflecting pure software subscription economics with minimal transaction exposure. However, the fact
that TTD approaches software-like margin levels while operating in advertising execution infrastructure is
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strategically significant. The company increasingly resembles a scalable infrastructure platform rather
than a transactional ad network.

Meta Platforms represents perhaps the closest large-scale advertising margin analogue, generating gross
margins around 82.0%. Unlike TTD, however, Meta benefits from owned inventory, first-party user data,
and vertically integrated ecosystem economics. TTD’s ability to generate comparable margin levels
despite remaining inventory-neutral highlights the strength of its intermediary software layer and
advertiser value proposition.

Lower-margin competitors such as Roku, Amazon, and Google operate broader or more asset-intensive
business models that include hardware, cloud infrastructure, commerce fulfilment, traffic acquisition
costs, or owned inventory economics. By contrast, TTD’s comparatively asset-light structure supports
stronger incremental margins, lower capital intensity, and potentially higher long-term free cash flow
conversion.

One area worth monitoring is the moderate gross margin compression that emerged in 2025, with margins
declining from peak levels above 82% to 78.6%. While still exceptionally strong, the decline may reflect:

e increased Al and data-processing costs,

e greater infrastructure investment,

e expansion into lower take-rate channels,

e scaling within connected TV and retail media, or
e evolving pricing dynamics.

Importantly, the margin pressure currently appears manageable because operating margins, earnings,
and overall profitability continued improving materially during the same period. This suggests
management may be intentionally accepting modest gross margin pressure in exchange for larger
platform scale, broader advertiser adoption, and deeper ecosystem integration.

Overall, the gross margin profile strongly supports the view that The Trade Desk possesses one of the
highest-quality economic models in the independent advertising technology sector. The company’s
combination of:

~80% gross margins,

sustained double-digit growth,
expanding operating leverage, and
scalable platform economics

increasingly resembles a premium software infrastructure business rather than a traditional cyclical
advertising intermediary.

Relative to competitors, the data suggests TTD is evolving into a dominant software-like infrastructure
layer for the open internet advertising ecosystem rather than simply another ad-tech vendor. It’s not clear
what kind of valuation it should have, but it’s clear the underlying business remains
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Historical O.M. %

The operating margin profile of The Trade Desk provides one of the clearest indicators of its competitive
positioning and business quality within digital advertising. The data suggests TTD has evolved beyond the
economics typically associated with legacy ad-tech firms and is increasingly operating more like a scaled
software infrastructure platform.

TTD reported operating margin of 20.3% in 2025, continuing a multi-year expansion trend:

e 2021:10.4%
o 2022:7.2%

e 2023:10.3%
e 2024:17.5%
e 2025:20.3%

This progression is one of the strongest indicators in the company’s financial profile. The business is
demonstrating expanding operating leverage, improving sales efficiency, and scalable cost absorption as
revenue continues to grow.

Importantly, margin expansion occurred while TTD continued investing aggressively in:

e Connected TV (CTV),

e retail media,

e Al optimisation,

e identity infrastructure (UID2), and
e international expansion.

As a result, the improvement in profitability does not appear driven by retrenchment or underinvestment.
Rather, the platform appears to be scaling efficiently while still operating in growth mode.

The broader digital advertising ecosystem increasingly appears divided between two categories: vertically
integrated ecosystem owners and independent advertising infrastructure providers.

Large platform companies such as Google, Meta Platforms, Microsoft, and Adobe generate exceptionally
high operating margins because they control proprietary ecosystems, first-party data, owned inventory,
operating systems, and massive advertiser demand aggregation. These structural advantages naturally
produce very high incremental profitability.

Relative operating margins include:

Meta Platforms: 41.4%
Microsoft: 45.6%
Adobe: 36.6%

Google: 32.0%

TTD does not possess comparable ecosystem ownership or vertically integrated inventory economics, yet
still generates operating margins above 20%, which is notable within the context of independent ad-tech.
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The more relevant comparison set for TTD likely includes firms such as:

e C(Criteo,

e Magnite,

e Roku, and

e historical DSP/SSP peers.

Against this peer group, TTD stands out clearly through:

e stronger operating margins,
e faster revenue growth, and
e a better balance between growth and profitability.

This distinction is strategically important because many independent ad-tech companies historically
struggled with commoditization, pricing pressure, cyclical advertising demand, and weak operating
leverage. TTD’s margin profile suggests stronger customer retention, meaningful platform differentiation,
and increasing scale advantages that smaller competitors may struggle to replicate.

The company’s economics increasingly resemble software infrastructure rather than transactional
advertising. Several characteristics support this interpretation:

e ~80% gross margins,

e rising operating margins,

e recurring advertiser usage, and

o relatively low incremental delivery costs.

Compared with traditional media or ad-network businesses, TTD’s model is significantly more asset-light
and less inventory-intensive, relying instead on software optimisation, Al-driven bidding infrastructure,
and data intelligence.

As a result, investors may increasingly evaluate TTD alongside infrastructure software or Al-enabled
platform companies rather than conventional advertising firms.

Despite this progress, TTD still trails the profitability levels of the largest platform monopolies. That gap
likely reflects structural realities rather than operational weakness. Companies such as Meta and Google
benefit from ecosystem ownership, vertically integrated monetization, proprietary distribution, and
enormous scale advantages that independent open-internet platforms cannot fully replicate.

However, TTD’s current profitability remains highly impressive given its neutral-platform positioning
within the open internet ecosystem.

There may also be meaningful long-term operating margin upside remaining. Current profitability likely
still reflects elevated investment spending across Al infrastructure, international expansion, retail media
integrations, and platform development. If revenue growth remains durable while expense growth
moderates further, TTD could potentially expand toward mid-to-high 20% operating margins over time.
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The peer comparison also highlights the importance of underlying business model quality. Amazon, for
example, reported operating margins around 11.5%, but consolidated profitability is diluted by logistics,
fulfilment, hardware, and retail operations. Roku’s margins remain pressured by hardware exposure,
content costs, and platform monetization investments. By contrast, TTD’s cleaner software-centric model
allows materially stronger profitability conversion.

Overall, the operating margin data strongly reinforces the view that The Trade Desk has emerged as the
highest-quality scaled independent company within advertising technology. The company now
simultaneously combines:

o ~20% operating margins,
e ~80% gross margins, and
e sustained double-digit revenue growth

While TTD does not yet match the profitability levels of closed ecosystem giants such as Google or Meta,
it also does not benefit from their structural advantages. The company’s financial profile increasingly
suggests it is evolving into a durable infrastructure layer for the open internet advertising ecosystem
rather than remaining a traditional cyclical ad-tech intermediary.
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Historical Valuation

Historically, The Trade Desk has traded as a premium secular growth and long-duration compounder
rather than a conventional advertising company. Valuation has been driven far more by expectations
surrounding revenue durability, Connected TV (CTV) adoption, programmatic advertising expansion, and
long-term platform positioning than by near-term earnings generation.

As a result, TTD has consistently traded at premium valuation multiples relative to both the broader
market and most independent ad-tech peers, with periods of significant expansion and compression
depending on macro conditions, growth expectations, and interest rate environments.

Historically, the company’s P/E multiple has been highly sensitive to long-term growth assumptions:

e Early growth phase: very high or not meaningful P/E ratios

e 2018-2021 expansion period: often above ~80x—150x earnings

e Peak 20202021 optimism: at times exceeded ~150x—200x+ depending on trailing versus forward
earnings

e Post-2022 normalization: compressed materially into roughly ~30x—70x ranges depending on
growth expectations and earnings base

This pattern reflects the market’s tendency to value TTD primarily as a long-duration growth asset.
Expansion periods generally coincided with accelerating CTV adoption, strengthening open-internet
advertising narratives, and revenue growth above ~25-30%. Compression periods were typically driven
by rising interest rates, slower advertising spending, macroeconomic uncertainty, and concerns
surrounding competition from large platform ecosystems such as Google, Amazon, and Meta.

The company’s historical PEG ratio further illustrates the sensitivity of valuation to growth expectations
rather than earnings stability alone.

Broad historical patterns include:

e High-growth periods: PEG ratios often around ~1.0-1.5
e Peak optimism phases (2020-2021): occasionally below ~1.0
e Slower growth periods (2022-2023): expanded above ~1.5-3.0+

In practice, the PEG ratio functioned largely as a sentiment indicator tied to confidence in long-term
growth durability. Lower PEG levels generally reflected periods where the market viewed growth
expectations as underappreciated, while elevated PEG ratios often corresponded with macro advertising
slowdowns or concerns about cyclical pressure.

Price-to-sales multiples historically served as a somewhat more stable valuation anchor because TTD’s
revenue growth has generally remained more predictable than earnings, particularly during periods of
elevated reinvestment.

Historical P/S trends broadly followed the following ranges:

e Early-stage high-growth period: ~10x—25x sales
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e 2020-2021 peak multiple period: ~20x—30x+ sales
e Post-rate normalization: approximately ~6x—15x sales
e More recent trading environment: generally mid-to-high single digits to low teens

Even so, TTD’s P/S multiple has still demonstrated meaningful cyclicality tied to:

macro advertising slowdown fears,

concerns around CTV monetization durability,

competitive pressure narratives involving walled gardens and retail media, and
changing discount rate environments.

Across valuation metrics, a consistent pattern emerges: TTD experiences multiple expansion when
investors gain confidence in the durability of secular growth drivers, including programmatic advertising
adoption, CTV penetration, retail media expansion, and open-internet market share gains. Conversely,
valuation compression tends to occur during periods of macroeconomic uncertainty, slower advertising
budgets, rising rates, or heightened competitive concerns.

Importantly, valuation volatility has historically reflected changing growth expectations more than
deterioration in the underlying business model. Even during periods of multiple compression, TTD
generally maintained strong revenue growth, premium margins, and healthy cash generation relative to
most ad-tech peers.

Compared with independent advertising technology companies, TTD has historically commanded a
substantial valuation premium due to:

e stronger growth consistency,

e higher gross margins,

e superior operating leverage,

e stronger advertiser retention, and

e perceived category leadership within independent DSP infrastructure.

At the same time, TTD’s valuation remains structurally more volatile than mature software or mega-cap
platform businesses because the company operates within a cyclical advertising ecosystem and remains
highly sensitive to changes in investor perception surrounding long-duration growth assets.

Overall, historical valuation patterns support the view that The Trade Desk has been consistently valued
as a high-quality secular compounder positioned at the intersection of digital advertising, software
infrastructure, and Al-driven media optimisation. The company’s premium valuation profile reflects
investor belief that TTD represents a strategically important infrastructure layer within the evolving open
internet advertising ecosystem rather than simply another cyclical advertising intermediary.
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Seasonality

The Trade Desk exhibits a highly consistent seasonal revenue pattern that is typical of scaled digital
advertising platforms, particularly those exposed to retail advertising, brand campaigns, connected TV
(CTV), and holiday-related ad spending. The clearest seasonal characteristic is the recurring Q4 surge,
which is consistently the company’s strongest quarter in both revenue and profitability.

Year Q4 QoQ Growth
2021 +31.4%
2022 +24.3%
2023  +22.8%
2024 +18.0%
2025 +14.5%

This recurring strength reflects holiday retail advertising, year-end brand campaigns, stronger streaming
and CTV engagement, and occasional political or event-driven advertising cycles. While Q4 remains the
dominant quarter, the magnitude of the seasonal spike has gradually moderated as the business has
scaled.

The company also demonstrates a consistent Q1 reset pattern following the holiday spending season.

Year Q1 QoQ Decline
2022 -20.3%
2023  -22.0%
2024 -18.9%
2025 -16.9%
2026e -18.7%

These declines are typical for the advertising industry and reflect post-holiday budget exhaustion, slower
retail activity, delayed enterprise marketing approvals, and softer campaign demand early in the year.
Importantly, the declines have become somewhat less severe over time, suggesting improving advertiser
diversification, stronger recurring spend behaviour, and a more mature platform mix.

Q2 generally serves as a rebound quarter as advertiser budgets normalize and campaigns reactivate.

Year Q2 QoQ Growth
2021 +27.4%
2022 +19.5%
2023  +21.3%
2024 +19.0%
2025 +12.7%

Q3 typically delivers steadier sequential growth and acts as a bridge into the larger Q4 spending cycle.
One of the most important long-term observations is that seasonality appears to be becoming less

extreme over time. Earlier in the company’s history, quarterly swings were significantly larger, particularly
the Q4 spikes and Q1 resets. More recently, the seasonal amplitude has compressed:
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e Q4 growth moderated from +31.4% in 2021 to +14.5% in 2025
e Q1 declines improved from roughly -22% to around -17%

This trend suggests the business is becoming larger, more diversified, and increasingly embedded in
advertiser workflows, reducing dependence on highly cyclical campaign-driven spending.

Profitability seasonality is even more pronounced than revenue seasonality, with margins expanding
materially during Q4 due to operating leverage and strong fixed-cost absorption.

Year Q1 EBITDA Margin Q4 EBITDA Margin

2023 -1.0% 27.2%
2024 10.3% 29.6%
2025 12.7% 34.1%

This demonstrates that incremental seasonal advertising spend carries very high profitability for the
platform. The company generates a disproportionate share of annual earnings during the fourth quarter.

Overall, the seasonality profile reflects a classic scaled digital advertising model characterized by strong
Q4 demand, predictable Q1 resets, mid-year normalization, and increasing operating leverage. At the
same time, the gradual reduction in seasonal volatility suggests The Trade Desk is evolving into a more
diversified and durable advertising infrastructure platform rather than remaining purely a cyclical
campaign-driven business.
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Revenue Forecast

Revenue Forecast
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Figure 8 Forecasted Revenue through 2030

Table 1 Revenue Forecast Summary

($ in millions) 2025A 2026E 2027E 2028E 2029E 2030E
Total Revenue $2,896 $3,192 $3,623 $4,130 $4,750 $5,344
YoY Growth 185% 10.2% 13.5% 14.0% 15.0% 12.5%

This forecast recognises a current and actual slowdown, mostly read as a consequence of macro
conditions (edge of recession, looming debt in the real economy despite healthy stock markets). There is
an assumption of recovery, and, relatively conservatively, considers slowing growth (no longer 20%+ of
previous years) following a (current) market consensus (as evidenced in recent valuation compression)
that TTD is no longer a hyper growth compounder.

Growth continues driven by:
e CTV, continued secular migration of ad budgets towards streaming and CTV
e Retail Media Expansion, networks and programmatic demand aggregation with its independence
being a bit of a moat for TTD (vs. Amazon Ads)
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e International Expansion, ongoing penetration of non-US advertising markets

e UID2 / Open Internet position strong advertiser preference for independent DSP amid signal loss
and privacy changes

e QOperating Scale and large customer relationships support durable spend retention and wallet
share expansion

The revenue forecast assumes The Trade Desk continues to benefit from secular growth in programmatic
advertising, particularly within connected TV, retail media, and the broader open internet ecosystem.
Revenue is projected to scale from approximately $2.9B in 2025A to over $5.3B by 2030E, implying a
forward revenue CAGR of approximately 13-14%.

While the model assumes a moderation from the company’s historical hyper-growth phase, growth
remains supported by increasing digital advertising penetration, continued share gains within premium
programmatic channels, and expanding adoption among large enterprise advertisers.

Forecast growth rates gradually normalize over the projection horizon as the business scales against a
larger revenue base, consistent with the maturation profile typically observed across leading advertising
technology platforms.
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Income Statement Forecast

Table 2 Consolidated Income Statement Forecast

(% in millions, except EPS) 2025A 2026E 2027E 2028E 2029E 2030E
Revenue $2,896 $3,192 $3,623 $4,130 $4,750 $5,344
YoY Growth 185% 10.2% 135% 14.0% 15.0% 12.5%
Gross Profit $2,277 $2513 $2,862 $3,304 $3,824 $4,328
Gross Margin 78.6% 78.7% 79.0% 80.0% 80.5% 81.0%
Research & Development $525  $580  $616  $661  $736  $802

% of Revenue 18.1% 182% 17.0% 16.0% 155% 15.0%
Sales & Marketing / G&A $1,163 $1,275 $1,341 $1,446 $1,591 $1,710
% of Revenue 40.1% 39.9% 37.0% 350% 335% 32.0%
Operating Income $589  $659  $761 $1,041 $1,325 $1,630
Operating Margin 203% 20.6% 21.0% 252% 27.9% 30.5%
EBITDA $705 $794 $906 $1,198 $1,496 $1,817
EBITDA Margin 24.3% 249% 25.0% 29.0% 31.5% 34.0%
Pre-Tax Income $659  $732 $826 $1,107 $1,396 $1,710
Net Income $443  $495 $570 $786 $964  $1,197
Net Margin 153% 155% 15.7% 19.0% 20.3% 22.4%
GAAP EPS $0.90 $1.04 $1.22 $1.68 $2.09 $2.59

Non-GAAP EPS $1.06 $1.23 $143 $1.91 $235 $2.87

The income statement forecast assumes continued scaling of The Trade Desk’s programmatic advertising
platform, supported by durable secular growth in connected TV, retail media, and open internet
advertising demand.

Revenue growth is projected to moderate from historical hyper-growth levels toward a more normalized
low-to-mid teens trajectory over the forecast horizon, reflecting increasing scale and market maturation.
Despite this normalization, the model assumes continued market share gains within premium
programmatic channels and expanding enterprise advertiser adoption.
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Margin expansion is driven primarily by operating leverage across sales and marketing expense, alongside
gradual improvement in gross margin as platform scale increases. Research and development investment
remains elevated throughout the forecast period to support ongoing innovation, identity infrastructure
development, and international platform expansion.

Operating margin is projected to expand from approximately 20% in 2025A to over 30% by 2030E,
reflecting the inherent scalability of software-oriented advertising infrastructure businesses. Similarly,
EBITDA margin is expected to increase into the mid-30% range over time as fixed platform costs are
leveraged across a significantly larger revenue base.

The forecast ultimately implies substantial earnings scalability, with Non-GAAP EPS increasing from
approximately $1.06 in 2025A to $2.87 by 2030E.

The model assumes continued opportunistic share repurchases over the forecast horizon, supporting
meaningful EPS accretion through ongoing share count reduction. This assumption appears reasonable
given The Trade Desk’s strong free cash flow profile, asset-light business model, and history of disciplined
capital allocation.

Importantly, the forecast assumes management continues to treat buybacks as a high-return deployment
of excess capital, particularly at current valuation levels, which remain materially below prior cycle highs.
As a result, EPS growth is expected to outpace revenue growth over time through a combination of
operating leverage, margin expansion, and declining diluted shares outstanding.

EPS Forecast
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Figure 9 Forecasted Earnings per Share through 2030
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On the presumption of a macro-driven slowdown in ad spend, with indicators of continued growth and
recovery in play.

Gross Margin Forecast
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Figure 10 Forecasted GM% through 2030
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Operating Margin Forecast
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Figure 11 Operating Margin Forecast through 2030
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Balance Sheet Forecast

Table 3 Consolidated Balance Sheet Forecast

(% in millions) 2025A
Cash & Short-Term Investments $1,303
Accounts Receivable $3,770
Other Current Assets $188
Total Current Assets $5,261
PP&E, Net $397
Other Long-Term Assets $495
Total Long-Term Assets $892
Total Assets $6,153
Accounts Payable $3,008
Other Current Liabilities $258
Total Current Liabilities $3,266
Long-Term Liabilities $403
Total Liabilities $3,669
Additional Paid-In Capital $3,075
Retained Earnings ($591)
Total Shareholders’ Equity $2,484
Total Liabilities & Equity $6,153

2026E
$1,387
$3,923
$136

$5,445

$468
$460
$928
$6,373

$3,155
$235
$3,390
$457
$3,895

$3,510
($270)
$2,479
$6,373

2027E
$1,611
$4,227
$145

$5,983

$562
$437
$999
$6,982

$3,470
$232
$3,702
$507
$4,209

$3,850
$300

$2,773
$6,982

Table 4 Balance Sheet Quality Summary

Metric

Cash & Investments
Debt / EBITDA
Capex as % Revenue
Equity Ratio

The balance sheet forecast assumes The Trade Desk maintains a highly liquid and conservatively
capitalized financial profile throughout the projection horizon. Cash and short-term investments are
expected to increase steadily as the business continues to generate substantial free cash flow while

2025A
$1.3B
Minimal
3.7%
40%

operating with relatively modest capital intensity requirements.

2030E
$2.8B

2028E
$1,792
$4,687
$160

$6,639

$663
$415
$1,078
$7,716

$3,783
$255
$4,038
$510
$4,548

$4,180
$1,086
$3,169
$7,716

Minimal

2.1%
43%

2029E
$2,145
$5,052
$175

$7,372

$762
$398
$1,160
$8,532

$4,089
$306
$4,395
$513
$4,908

$4,500
$2,050
$3,624
$8,532

2030E
$2,836
$5,442
$180

$8,458

$854
$382
$1,236
$9,694

$4,621
$379
$5,000
$516
$5,516

$4,800
$3,247
$4,178
$9,694

Page 155 of 178



Investment Research Report for The Trade Desk

Working capital remains primarily driven by accounts receivable and accounts payable dynamics,
reflecting the intermediary nature of the company’s programmatic advertising platform. Despite
continued revenue growth, the model assumes disciplined working capital management and sustained
operating efficiency.

Capital expenditures remain relatively low as a percentage of revenue, consistent with the company’s
asset-light software and advertising infrastructure model. As a result, the balance sheet continues to
strengthen over time, with shareholder equity expanding alongside retained earnings generation.

Importantly, the forecast assumes The Trade Desk maintains limited financial leverage, preserving
strategic flexibility while supporting ongoing investment, potential share repurchases, and continued
platform expansion initiatives.
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Cash and Use of Cash

One of the most important characteristics of The Trade Desk’s financial model is the company’s
structurally strong cash-generation profile. Despite operating within a cyclical advertising industry, the
business consistently produces positive operating cash flow supported by high gross margins, strong
EBITDA conversion, relatively low capital intensity, and favourable economics inherent to its software-
driven advertising marketplace model.

Importantly, the company’s cash position should not be viewed as a static reserve balance, but rather as
an actively managed liquidity pool that fluctuates meaningfully based on capital allocation decisions,
working-capital timing, and treasury management activity. Variability in reported cash balances is
therefore not necessarily indicative of underlying operational stress.

In particular, fluctuations in cash balances are primarily influenced by several recurring factors:

e opportunistic share repurchases,

e accounts receivable and accounts payable timing dynamics,

e movement between cash and short-term investment securities,
e and equity compensation-related capital flows.

As a result, cash behaves less like a passive accumulation vehicle and more like a continuously circulating
liquidity and capital allocation buffer.

The decline in cash balances observed during 2025 is particularly notable within this context. While
headline liquidity declined materially during the period, the reduction appears driven primarily by
aggressive share repurchase activity and temporary working-capital absorption associated with
receivables growth and settlement timing. Importantly, the decline does not appear indicative of financial
distress or liquidity impairment, but rather reflects a more aggressive capital deployment posture during
a period of substantial equity valuation compression.

The Trade Desk’s capital structure itself remains conservatively positioned. The company operates with
minimal meaningful long-term debt exposure and appears functionally unlevered relative to many mature
technology or media businesses. This provides several important strategic advantages, including limited
refinancing risk, negligible interest burden constraints, and substantial financial flexibility during cyclical
downturns.

Instead of relying heavily on debt financing, the company’s capital structure remains predominantly
equity-funded and internally financed through free cash flow generation. In practice, The Trade Desk
primarily utilizes three mechanisms to support growth and shareholder returns:

e internally generated operating cash flow,
e equity compensation,
e and ongoing share repurchases.

Share repurchases represent the single most important use of excess capital within the model.
Repurchase activity has increased meaningfully over time and serves two strategic purposes
simultaneously: offsetting dilution associated with stock-based compensation (“SBC”) while also
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supporting per-share earnings accretion and long-term shareholder returns. As a result, understanding
the interaction between SBC issuance and buyback activity is central to evaluating the company’s true
per-share value creation profile.

Beyond repurchases, the company also actively manages a sizable short-term investment portfolio. This
activity appears primarily related to liquidity optimization and treasury yield management rather than
large-scale strategic investment activity. Excess liquidity is therefore frequently rotated between cash and
marketable securities rather than simply accumulated on the balance sheet.

Capital expenditures remain relatively modest despite continued platform scaling and infrastructure
investment. Even as spending gradually increases alongside business growth, capex generally remains low
relative to revenue, reflecting the company’s asset-light operating model. Incremental spending appears
largely directed toward data infrastructure, compute capacity, and platform scalability rather than heavy
physical asset investment.

An additional — and often underappreciated — driver of cash-flow volatility is working capital absorption.
Given the nature of the programmatic advertising ecosystem, accounts receivable and accounts payable
timing can materially influence operating cash flow in any given period. Consequently, cash generation
may temporarily lag reported earnings during periods of rapid revenue expansion or delayed customer
collections, even when underlying operating performance remains strong.

Taken together, the broader capital structure story surrounding The Trade Desk is not fundamentally
about debt management or balance-sheet risk. Rather, the key analytical question is how efficiently the
company converts operating cash flow into long-term per-share shareholder value after accounting for
stock-based compensation and ongoing buyback activity.

Ultimately, the company’s financial profile remains characterized by:

strong recurring internal cash generation,

limited leverage and refinancing risk,

modest capital intensity,

significant working-capital influence,

e and active capital recycling through equity compensation and share repurchases.

This combination creates a business model that appears financially durable, though increasingly
dependent on disciplined capital allocation and sustained free cash flow conversion to support long-term
per-share compounding.
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Deferred Revenue

Deferred revenue and bookings are generally less important analytical metrics for The Trade Desk than
they are for traditional SaaS companies. Conceptually:

Revenue represents advertising activity recognized during the period.

Deferred revenue reflects prepayments or timing mismatches between commitments and recognized
revenue.

Bookings represent underlying advertiser demand entering the platform.

In subscription software businesses, deferred revenue is often a major leading indicator because
customers pay upfront for multi-year or annual contracts. However, The Trade Desk operates under a
fundamentally different economic structure.

Most advertising spend on TTD’s platform is consumed rapidly through real-time programmatic auctions,
meaning revenue recognition occurs relatively close to actual economic activity. As a result, deferred
revenue is not a dominant working capital driver within the business model. Instead, accounts receivable
and accounts payable dynamics are generally more important because the platform functions as an
intermediary between advertisers, agencies, publishers, and inventory suppliers.

This implies that bookings and revenue are typically much more closely aligned than in SaaS models. In
practice:

Bookings = Revenue + small deferred revenue timing effects

Accordingly, deferred revenue does not provide a major incremental signal regarding long-term demand
trends. Revenue itself already serves as a relatively strong proxy for realized platform demand.

From an analytical perspective, the more important underlying drivers for TTD are:

e Gross advertising spend flowing through the platform

e Platform take-rate stability and pricing power

e  Mix shift toward higher-value channels such as Connected TV (CTV)
e Advertiser budget pacing and agency spending behaviour

e Programmatic adoption across the open internet ecosystem

This distinction is important because many growth-oriented frameworks overemphasize deferred
revenue despite its relatively muted role in ad-tech marketplace economics.

Unlike SaaS businesses, TTD does not rely on large upfront subscription contracts or annual prepaid
customer cohorts. Instead, advertising dollars flow continuously through auction-based infrastructure,

making revenue recognition much closer to actual consumption.

As a result, deferred revenue should generally be viewed as a secondary accounting metric rather than a
primary indicator of business momentum. The more meaningful framework for evaluating TTD is likely:

Gross Advertising Spend x Platform Take Rate x Channel Mix
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rather than traditional SaaS-style bookings analysis.

Overall, the company’s economics are driven far more by advertising throughput, advertiser retention,
take-rate durability, and CTV expansion than by deferred revenue accumulation or contract backlog
dynamics.

That said, accounts receivable (AR) remains a significant balance sheet component and an important
operational metric for The Trade Desk.

While deferred revenue is relatively muted due to the real-time nature of programmatic advertising
transactions, AR is structurally meaningful because the company sits between advertisers/agencies and
publishers within the advertising payment cycle.

In practice:

e Advertisers and agencies often pay on delayed terms
e Publishers and supply partners may be paid on different schedules
e large campaign volumes create substantial working capital flows

As a result, TTD’s balance sheet dynamics are driven more by receivables and payables timing than by
prepaid contract liabilities.

This means AR can provide useful insight into:

e Advertising spend growth and platform throughput

e Enterprise customer concentration and payment behaviour
e  Working capital efficiency

e Macro advertising conditions and budget pacing

Rising AR is not necessarily negative for TTD if it is accompanied by strong revenue growth and stable
collection patterns, since larger advertiser spend naturally expands receivable balances. However,
unusually rapid AR growth relative to revenue could potentially indicate:

e slower customer collections,

e weaker advertiser liquidity,

o elongated agency payment cycles,

e orincreasing macroeconomic pressure within advertising markets.

Accordingly, for TTD, AR trends are generally more economically relevant than deferred revenue trends
when evaluating underlying platform activity and cash flow behaviour.

In many ways, accounts receivable functions as a more meaningful operational signal for TTD than
traditional SaaS-style bookings metrics because the business model is fundamentally transaction-flow
driven rather than subscription-contract driven.
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Cash Flow Statement Forecast

Table 5 Operating Cash Flow Forecast Summary

$ in 000s 2025 2026e Y7e Y8e Y9e Y10e
Net Income 443,304 495,087 569,994 785,930 963,574 1,196,987
CFO (Net Cash from Ops) 992,721 1,256,917 1,335,886 1,461,293 1,800,115 2,303,748

Table 6 Forecast Investing Cash Flow Summary

$ in 000s 2025 2026e Y7e Y8e Y%e Y10e

Capex + Capitalised Soft. Dev (209,763)  (65,598) (95,410) (103,217)  (108,161)  (111,392)
Investments (82,869)  (53,764)  (120,000) (150,000)  (175,000)  (200,000)
Net Investing Cash Flow (292,632)  (119,362) (215,410) (253,217) (283,161) (311,392)

Table 7 Forecasted Financing Cashflow Summary

$in 000s 2025 2026e Y7e Y8e Y9 Y10e
Buybacks / Equity (1,313,723)  (761,420) (850,000) (1,000,000)  (1,150,000)  (1,300,000)
Other financing — (65,649) (75,000) (85,000) (95,000) (105,000)
Net Financing Cash Flow (1,313,723)  (827,069) (928,243) (1,061,835) (1,194,037)  (1,331,614)

Table 8 Projected Free Cash Flow

$ in 000s 2025 2026e Y7e Y8e Y%e Y10e
Free Cash Flow 782,958 959,271 1,240,476 1,358,076 1,691,954 2,192,356
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Valuation: Price / Earnings
Table 9 PEG-Based Valuation Sensitivity

2026e 2027e 2028e 2029e 2030e

Forecast EPS $1.23 $1.43 $1.91 $2.35 $2.87
EPS Growth 16% 16% 34% 23% 22%
Smoothed EPS Growth Assumption 2% 24% 24% 24% 24%

Table 10 Implied Valuation Scenarios

Scenario PEG Assumption Implied P/E  2030e Price Target
Bear Case 1.0x 24X $69
Base Case 1.5x 36x $103
Bull Case 2.0x 48x $138

Table 11 Implied Market Capitalisation (2030e)

Scenario Implied Market Cap
Bear Case $82.6B
Base Case $123.9B
Bull Case $165.1B

Discounted 2030e Base-Case Value: $70/share

The valuation framework applies a PEG-based methodology to projected EPS growth, reflecting The Trade
Desk’s historical positioning as a premium secular growth compounder. The analysis assumes a
normalized long-term EPS growth profile of approximately 24%, with valuation outcomes varying based
on investor willingness to pay between 1.0x—2.0x PEG depending on growth durability, competitive
positioning, and macro conditions. The resulting framework produces a discounted present-value base-
case valuation of approximately $70/share.
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Valuation: Price / Revenue

Table 12 Revenue Multiple Valuation Sensitivity

2026e 2027e 2028e 2029 2030e
Forecast Revenue ($M) $3,192 $3,623 $4,130 $4,750 $5,344

Revenue Growth 10% 14%

14% 15% 13%

Smoothed Revenue CAGR Assumption  13.7% 13.7% 13.7% 13.7% 13.7%

Table 13 Implied Valuation Scenarios (2030e)

Scenario Revenue Multiple Implied Market Cap
Bear Case 5.0x Revenue $26.7B
Base Case 7.0x Revenue $37.4B
Bull Case 10.0x Revenue $53.4B

Discounted 2030e Base-Case Value: $55/share

Implied Price Target
$58
$81

$116

The valuation framework applies a forward revenue multiple methodology to projected long-term sales
growth, reflecting The Trade Desk’s positioning as a scaled independent demand-side advertising platform
with durable secular tailwinds in connected TV, retail media, and programmatic advertising. The analysis
assumes a normalized long-term revenue CAGR of approximately 13.7%, with valuation outcomes based
on terminal revenue multiples ranging from 5.0x—10.0x depending on growth durability, margin expansion
potential, and broader market sentiment toward high-quality advertising technology platforms. The
resulting discounted present-value base-case valuation implies an equity value of approximately

S55/share.
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Valuation: Discounted Cash Flow (DCF)

Recall FCF projection:

($ in millions) 2026e 2027e  2028e  2029e  2030e
Free Cash Flow $959  $1,240 $1,358 $1,692 $2,192

WACC is derived from blended cost of equity and after-tax cost of debt, weighted by capital structure
which we set at 95% equity, 5% debt given its asset-light, high growth historical profile.

Table 14 Cost of Equity

Component Assumption
Risk-Free Rate 4.7%

Beta 1.10

Equity Risk Premium 5.3%

Cost of Equity 10.5%

Table 15 Cost of Debt

Component Assumption
Pre-Tax Cost of Debt 5.0%
Tax Rate 30.8%

After-Tax Cost of Debt 3.5%

Weighted Average Cost of Capital: 10.18%

Table 16 Terminal Value Assumptions

Metric Value
Long-Term Growth Rate (g) 3.0%
Terminal Year FCF (2030e) $2,192
Terminal Value (undiscounted) $31.5B
Present Value of Terminal Value $21.3B

Table 17 DCF Valuation Summary

Component Value
Present Value of FCF (Stage 1-5) $5.4B
Present Value of Terminal Value  $21.3B
Enterprise Value $26.7B
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Note the Value Contribution Split:
e  Explicit FCF corresponds to ~20% of EV
e Terminal Value corresponds to ~80% of EV

Table 18 Equity Bridge

Metric Value
Less Net Debt $0.6B
Equity Value $26.1B
Shares Outstanding 47TM

Implied Value per Share $55

The discounted cash flow framework values The Trade Desk based on explicit free cash flow projections
transitioning into a terminal value-based steady state. Free cash flows are forecast to scale from
approximately $1.0B in 2026e to over $2.1B by 2030e, reflecting operating leverage and continued
monetization of programmatic advertising growth.

A blended WACC of 10.18% is applied, derived from a CAPM-based cost of equity of 10.5% and a low after-
tax cost of debt of 3.5%, reflecting the company’s minimal leverage profile. The terminal value assumes a

conservative 3% perpetual growth rate, broadly in line with long-term nominal GDP expectations.

The resulting enterprise value is driven predominantly by terminal value contribution, which is typical for
high-duration growth equities where value creation is weighted toward long-term cash flow maturity.

The implied equity value is approximately $55 per share.
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Target Prices (Triangulated)

Table 19 Base Case Valuation Summary

Methodology  Valuation Approach Target Price Upside vs. Current
P/E (PEG-based) Earnings Multiple Framework $70 +191%
Price / Revenue Revenue Multiple Framework $55 +128%
DCF Discounted Cash Flow $49 +103%

Table 20 Blended Target Price (Equal-Weighted Average)

Metric Value
Equal-Weighted Target Price  $58/share
Implied Upside +140%

The valuation triangulation combines three independent methodologies: a PEG-based earnings multiple
framework, a revenue multiple approach, and a discounted cash flow model to derive a blended intrinsic
value estimate.

Each methodology captures a different dimension of The Trade Desk’s valuation profile: the P/E
framework emphasizes long-term earnings scalability and growth persistence, the Price/Sales approach
reflects market willingness to value durable platform revenue streams at premium multiples, and the DCF
provides a cash-flow anchored intrinsic valuation grounded in discounted future free cash flows.

The resulting outputs converge within a relatively tight range of $49 to $70 per share, suggesting broad
directional consistency across valuation methodologies despite differing structural assumptions. The
equal-weighted average of $58 per share is therefore used as the base-case target price, representing a
balanced synthesis of earnings power (PEG), revenue scalability (P/R), and discounted cash flow
fundamentals (Cash Flow anchoring). The dispersion across valuation methods is primarily driven by
differences in terminal multiple assumptions rather than divergence in underlying growth expectations.

Page 166 of 178



Investment Research Report for The Trade Desk

Sensitivity Analysis

Pertaining to the DCF.

WACC
4.2% 7.2% 10.2% 13.2% 16.2%
£ 1% $136 $68 $44 $32
3 2% $195 $80 $48.96 $35 $26
G 3% $97 $55 $37 $28

Note how moving WACC from ~10% to 13% destroys more value than reducing terminal growth from 3
to 1%. This situation is discount-rate dominated not growth rate dominated.

The sensitivity table highlights the valuation’s strong dependence on discount rate assumptions, a
common characteristic of long-duration growth equities where a significant portion of intrinsic value is
derived from terminal cash flows rather than near-term free cash flow generation.

Across the base-case terminal growth range of 2—-3%, the implied valuation is relatively stable when WACC
is held constant, indicating that modest variations in long-term growth expectations do not materially
alter the valuation outcome in isolation. However, changes in WACC introduce a much more pronounced
impact, reflecting the high present value weighting assigned to distant cash flows in the model.

At the mid-case assumption of 3% terminal growth, the valuation ranges from approximately $97/share
at a 7.2% WACC to $37/share at a 13.2% WACC, underscoring the convexity of the valuation profile with
respect to discount rates. This demonstrates that the equity is most sensitive to shifts in macro-driven
variables such as risk-free rates, equity risk premia, and beta assumptions rather than incremental
changes in long-term growth expectations.

Importantly, the base-case cell ($55/share at 3% terminal growth and 10.2% WACC) should be interpreted
as a central tendency outcome rather than a precise point estimate, given the inherent uncertainty in
both terminal growth and appropriate discount rate selection for high-duration, platform-oriented
businesses.

Overall, the sensitivity profile reinforces that valuation outcomes are primarily driven by discount rate
assumptions, with terminal growth acting as a secondary but still meaningful driver of long-term equity
value. The model is therefore best interpreted as a “rate-sensitive duration asset” rather than a traditional
earnings-multiple-driven equity.
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Auditor and Red Flags

From an accounting-quality and forensic-risk perspective, The Trade Desk generally screens substantially
better than the average ad-tech company. The company has maintained a relatively clean financial profile
despite operating in a sector historically associated with aggressive accounting practices, volatile
profitability, and structurally weak business models.

The company’s financial statements are audited by PricewaterhouseCoopers LLP (PwC), which has served
as auditor for many years. There have been no material recent accounting controversies, major
restatements, or significant revenue-recognition changes. Founder and CEO Jeff Green remains deeply
involved in strategy and execution, particularly around Unified ID 2.0, Connected TV positioning, and the
Kokai platform rollout. Founder-led continuity is generally viewed positively by institutional investors
given the long-term nature of TTD’s strategic positioning.

Finance leadership stability has weakened somewhat over the past year and now warrants closer
monitoring. Long-time finance executive Laura Schenkein stepped down as CFO in 2025 after more than
a decade with the company, and her successor, Alex Kayyal, departed after only a few months in the role.
The company subsequently appointed Tahnil Davis, previously Chief Accounting Officer, as interim CFO
while conducting a search for a permanent replacement.

While the rapid CFO turnover introduces some governance and execution uncertainty, there have not
been major accounting irregularities, restatements, or signs of broader financial distress. TTD continues
to provide relatively strong disclosure around customer retention, platform adoption, adjusted EBITDA,
spend trends, and strategic initiatives such as Kokai and UID2. Overall financial reporting quality still
appears above average relative to much of the ad-tech sector, though the recent finance leadership
instability modestly increases governance and execution risk versus prior periods.

Unlike many historical ad-tech peers, TTD has not relied on aggressive acquisitions to support growth.
Revenue expansion has been overwhelmingly organic, which strengthens confidence in the underlying
operating model. This contrasts with portions of the broader ad-tech industry where serial M&A activity
has occasionally obscured slowing fundamentals or masked deteriorating economics.

Accounts receivable remains sizable relative to revenue, but this is largely consistent with the company’s
intermediary role between advertisers, agencies, and publishers. AR growth has generally tracked
revenue appropriately, and while days sales outstanding fluctuate seasonally due to strong Q4 advertising
spend, there is currently no obvious evidence of channel stuffing or unusually aggressive revenue
recognition behaviour. In ad-tech, elevated receivables are structurally common because large agency
relationships naturally create longer payment cycles.

Importantly, deferred revenue and traditional SaaS-style bookings metrics are less meaningful for TTD
because advertising spend is consumed rapidly through real-time auctions rather than prepaid
subscription contracts. As a result, revenue itself remains a relatively close proxy for actual platform
demand.

Several areas still deserve monitoring:

e Stock-based compensation (SBC) remains elevated versus traditional software companies and
should continue to be monitored for dilution impact.
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e Advertising markets remain cyclical and sensitive to macroeconomic conditions, which can create
abrupt changes in advertiser spend behaviour.

e Large agency relationships create some counterparty concentration risk.

e The company’s valuation historically embeds premium execution expectations, meaning even
modest operational disappointments can lead to significant multiple compression.

e Competitive pressure from retail media platforms, Amazon, Google, ApplLovin, and Al-driven
advertising automation remains an important long-term strategic consideration.

There are also broader structural questions surrounding the future of the open internet advertising
ecosystem, including whether additional large platforms may increasingly compete within independent
ad-tech infrastructure and whether TTD can continue preserving take rates and market share as the
industry evolves.

Overall, however, TTD appears financially cleaner, more disciplined, and operationally stronger than most
independent advertising technology peers. The company combines strong GAAP profitability, relatively
transparent reporting, stable leadership, disciplined capital allocation, and durable platform economics.

The overarching forensic/accounting risk assessment is low-to-moderate, which is favourable for a (still)
high-growth advertising technology company.
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Technical Analysis

In every discussion on Technical Analysis, it is important to remember not to assign it over-deserved
credence. That being said, it is not entirely meritless, just not as important or reliable in an analysis as
fundamentals or forecasting and valuation efforts.

Technical Positioning

The Trade Desk currently remains in a weak intermediate-term technical structure following the
significant post-guidance repricing observed throughout 2025-2026. The stock continues to trade below
both its 50-day and 200-day moving averages, with the 50DMA acting as dynamic resistance during recent
rally attempts and the 200DMA continuing to slope downward, consistent with an unresolved bearish
primary trend.

From a Weinstein-style trend framework perspective, the stock still resembles a “Stage 4” structure
characterized by declining moving averages, repeated lower highs, and prolonged underperformance
versus broader growth indices. While downside momentum has moderated materially relative to the
sharper declines observed earlier in the selloff, the burden of proof remains on the bulls until trend repair
becomes more visible.

Importantly, however, recent price action suggests that downside momentum may be stabilizing.
Volatility compression and repeated support holds near the $20.00-520.50 range indicate that selling
pressure may be exhausting after an extended de-rating cycle. The stock appears to be attempting to form
a potential basing structure or descending triangle consolidation near multi-year lows, though
confirmation remains absent at this stage.

Momentum & Volume Indicators

Momentum indicators remain relatively neutral rather than capitulatory. RSI currently sits near ~40,
indicating neither oversold nor overbought conditions. This suggests speculative excess has largely been
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removed from the name, but also reflects the absence of strong upside momentum or broad accumulation
behaviour.

Volume trends similarly remain inconclusive. While several elevated-volume sessions were observed
around earnings disclosures and attempted rally phases, the chart has yet to display the type of sustained
high-volume accumulation typically associated with durable institutional bottom formation. Recent
trading activity instead appears more consistent with stabilization and consolidation rather than
aggressive re-risking.

Short interest remains moderate at approximately 4.2 days-to-cover, with no evidence thus far of a
meaningful short squeeze dynamic or “dead-cat bounce” behaviour following the repricing event.

Support, Resistance & Risk Parameters

Technically, the most important near-term level remains support around $20/share, where repeated
buyer stabilization attempts have emerged in recent months. A decisive breakdown below this range
would likely invalidate the developing basing thesis and could expose the stock to another leg lower.

Conversely, initial technical improvement would likely require a sustained reclaim of the 50DMA in the
~$22.80-523.00 range, followed by evidence of higher lows, improving relative strength, and flattening
moving averages. Longer term, recovery toward the 200DMA would represent a more meaningful
confirmation of broader trend repair.

Given the stock’s elevated historical volatility profile (beta ~1.1), risk management remains important. A
stop-loss framework near ~$18-19 appears reasonable, representing roughly two times Average True
Range below current trading levels and below the key psychological/support region near $20.

Overall Technical Interpretation

Overall, the chart currently appears best characterized as a damaged secular growth equity undergoing a
potential stabilization and re-basing process rather than a confirmed bullish reversal. The stock no longer
appears euphoric, crowded, or momentum-driven following the substantial compression from its prior
~$91 52-week high to recent lows near ~$20.

Fundamentally, the market appears to have repriced The Trade Desk from a premium “hyper-
compounding” growth multiple toward a steadier, more mature scaling profile following reduced growth
expectations. While the underlying business fundamentals remain constructive, the technical setup still
requires meaningful confirmation before a sustained bullish trend can be established.

The most likely near-term scenarios are:
e Bullish Case: Base formation followed by reclaim of the 50DMA and gradual trend repair.

e Bearish Case: Failed consolidation and breakdown below the ~$20 support region, leading to
continuation of the broader downtrend.
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Additional Financial & Industry Commentary

The Trade Desk remains one of the highest-quality independent platforms within the global digital
advertising ecosystem, supported by strong free cash flow generation, a highly liquid balance sheet, and
structurally attractive exposure to long-term secular growth trends including connected TV (“CTV”),
programmatic advertising, and Al-driven ad optimisation. However, despite these favourable long-term
characteristics, investors should recognise that the company operates within a highly competitive,
economically sensitive, and rapidly evolving industry environment.

A key financial consideration is the inherent cyclicality of advertising spending. Advertising budgets are
among the first discretionary expenditures reduced during periods of macroeconomic weakness, slower
consumer spending, or elevated geopolitical uncertainty. As a result, revenue growth across the digital
advertising industry can decelerate materially during economic slowdowns, particularly within brand
advertising categories where spend tends to be more discretionary in nature.

This dynamic is particularly important given the significant valuation compression experienced by The
Trade Desk following its recent guidance disappointment. The market appears to be reassessing whether
the slowdown represents a temporary macro-driven advertising cycle reset or the beginning of a more
structural moderation in the company’s long-term growth profile. Put differently, investors are
increasingly debating whether The Trade Desk remains a premium long-duration compounding platform
or is instead transitioning toward a steadier, more mature scaling phase.

Working capital dynamics also remain important to monitor. The company’s balance sheet reflects large
and growing accounts receivable balances associated with agency and advertiser relationships across the
programmatic advertising ecosystem. While historically manageable, a weaker advertising environment
could pressure collection cycles, extend days-sales-outstanding (“DSO”), and temporarily reduce
operating cash flow conversion even if reported earnings remain relatively resilient. As The Trade Desk
continues expanding internationally, counterparty risk, regional collection complexity, and advertiser
credit exposure may gradually increase as well.

Another important consideration is the company’s continued reliance on the broader open internet
advertising ecosystem. The Trade Desk’s core positioning depends heavily on the long-term health of
independent digital advertising channels, including connected TV, open-web inventory, identity
interoperability, and programmatic ad infrastructure outside the dominant “walled gardens.” While this
independence remains a competitive advantage for many advertisers seeking transparency and cross-
platform reach, the digital advertising ecosystem itself remains heavily influenced by major platforms such
as Google, Amazon, and Meta.

Over time, increasing platform concentration could create pressure on independent demand-side
platforms through tighter inventory control, reduced data access, greater vertical integration, or take-rate
compression. This risk is particularly relevant in connected TV, where much of the long-term bullish
narrative surrounding The Trade Desk remains concentrated. Slower-than-expected CTV adoption,
streaming industry consolidation, or weaker economics within ad-supported streaming models could
materially reduce premium valuation assumptions currently embedded in long-term growth expectations.

At the same time, the industry itself is becoming increasingly Al-driven. Competitive differentiation is
shifting away from simple inventory access and toward optimisation quality, machine-learning
infrastructure, targeting efficiency, and measurable advertiser return-on-investment (“ROI”). This
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evolution benefits scaled advertising technology platforms with substantial data infrastructure and
algorithmic sophistication, but it also raises the competitive bar materially over time.

This broader industry transition partially explains why investors increasingly compare The Trade Desk with
companies such as AppLovin, despite the two businesses historically operating in different areas of digital
advertising. The Trade Desk has traditionally focused on enterprise-scale demand-side infrastructure,
omnichannel programmatic advertising, and connected TV, while AppLovin built its historical strength
within mobile app monetization, gaming, and performance advertising. Structurally, the companies
remain distinct today.

However, strategic overlap is gradually increasing as both companies evolve toward Al-enabled
advertising optimisation platforms. ApplLovin’s recent momentum has been driven heavily by machine-
learning-based performance optimisation and advertiser ROl automation, while The Trade Desk continues
investing aggressively in data-driven bidding infrastructure, audience targeting, and Al-enhanced
campaign optimisation through its Kokai platform.

Although AppLovin is not currently viewed as a direct core competitor within The Trade Desk’s enterprise
DSP category, the distinction between brand-oriented programmatic advertising and Al-driven
performance advertising may narrow over time. Increasing convergence across automated optimisation
workflows, omnichannel inventory, and measurable performance attribution could lead to greater
competition for advertiser budgets in the years ahead.

Regulatory and privacy risks also remain structurally important across the digital advertising ecosystem.
The industry continues transitioning away from unrestricted third-party tracking toward more privacy-
centric advertising infrastructure governed by increasingly complex regulatory frameworks including
GDPR, U.S. state-level privacy laws, consent requirements, and evolving Al/data governance standards.
These changes may reduce targeting precision, increase compliance costs, and pressure campaign
efficiency across portions of the industry.

In response, identity infrastructure is becoming strategically critical. The Trade Desk’s Unified ID 2.0
(“UID2”) initiative reflects the broader industry transition toward privacy-compliant identity and
measurement frameworks. Success in this area could strengthen the company’s long-term competitive
positioning, while failure to maintain effective identity interoperability could impair advertiser ROI
performance over time.

Another emerging industry trend is the growing importance of retail media networks and commerce-
linked advertising ecosystems. Advertisers increasingly prioritize platforms capable of directly linking
advertising spend to measurable purchasing behaviour and closed-loop attribution systems. While The
Trade Desk has expanded its retail-media capabilities and partnerships, competition within commerce-
oriented advertising infrastructure is intensifying rapidly, particularly from larger vertically integrated
platforms with direct consumer purchase data.

Operationally, the company continues benefiting from strong gross margins, high incremental
profitability, and an asset-light business model. However, investors should recognize that international
expansion, infrastructure scaling, Al investment requirements, and rising compliance complexity could
pressure margins over time. Sustaining current levels of operating leverage may become incrementally
more difficult as the business matures and competitive intensity increases.
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Importantly, despite the recent multiple compression and weaker technical setup, the underlying business
remains fundamentally attractive. The company continues to operate within a large and growing market
supported by long-term secular trends including streaming adoption, automation of advertising
workflows, growth in connected TV, and increasing demand for independent programmatic advertising
infrastructure.

Ultimately, long-term success will likely depend on The Trade Desk’s ability to maintain technological
differentiation, demonstrate superior advertiser ROI, preserve access to premium inventory, and
successfully compete against increasingly integrated advertising ecosystems. While the company remains
well-positioned strategically, investors should recognize that the market opportunity is evolving rapidly
and sustaining premium growth-platform status will require continued execution across both product
innovation and ecosystem positioning.

Strategic Debate Around the Open Internet Ecosystem

An important element of the investment debate surrounding The Trade Desk relates not simply to near-
term financial performance, but to the long-term structure and economics of the broader open internet
advertising ecosystem.

Several experienced ad-tech industry participants argue that The Trade Desk faces materially greater
ecosystem resistance today than during the earlier stages of its growth cycle. In particular, some market
participants believe relationships between The Trade Desk and portions of the agency and supply-side
ecosystem have become increasingly strained as the company expands its strategic influence across the
programmatic advertising supply chain.

One area of focus has been OpenPath, The Trade Desk’s initiative designed to establish more direct
publisher connectivity and reduce inefficiencies within the advertising supply chain. Critics argue that this
strategy potentially disintermediates certain supply-side platforms (“SSPs”) and consolidates greater
economics and control within The Trade Desk’s own infrastructure layer. As a result, some SSPs and
ecosystem participants may increasingly seek to diversify away from dependence on The Trade Desk
through alternative buying tools, proprietary demand solutions, or closer vertical integration with
agencies and publishers.

Additionally, some industry participants believe The Trade Desk’s competitive advantage within
connected TV (“CTV”) may be narrowing as premium inventory becomes increasingly accessible across a
broader range of programmatic platforms. Historically, The Trade Desk was viewed as a uniquely
advantaged independent gateway into the open internet CTV ecosystem. However, growing inventory
accessibility and increased competition across omnichannel demand-side platforms may gradually reduce
this differentiation over time.

This perspective partially explains why some investors believe the stock’s substantial multiple
compression reflects not merely temporary macroeconomic weakness, but a broader repricing of the
company’s long-term competitive positioning and growth durability.

At the same time, supporters of The Trade Desk argue that many of these strategic initiatives are not only
rational, but necessary for the long-term viability of the open internet advertising ecosystem itself.

Page 174 of 178



Investment Research Report for The Trade Desk

A central bullish argument is that the open internet remains structurally disadvantaged relative to the
large “walled gardens” — particularly Meta, Google, and Amazon — because of fragmentation across
identity systems, measurement frameworks, supply chains, and inventory standards. In contrast to
vertically integrated advertising ecosystems that simplify targeting, attribution, and optimisation, the
open internet remains operationally complex and often inefficient for advertisers.

From this perspective, initiatives such as OpenPath, Unified ID 2.0 (“UID2"), supply-chain optimisation,
and Kokai’s Al-driven decisioning infrastructure represent attempts to simplify and standardize the open
internet rather than merely extract additional economics from it. Proponents argue that improving
transparency, reducing intermediary inefficiencies, and enhancing advertiser ROl could ultimately expand
the overall competitiveness of the open internet relative to the dominant closed ecosystems.

Under this framework, The Trade Desk is increasingly attempting to position itself not simply as another
commodity DSP, but as a foundational infrastructure and decisioning layer across the independent
advertising ecosystem — effectively acting as a neutral orchestration platform for advertisers, publishers,
identity providers, and measurement systems.

Importantly, some industry participants also argue that portions of the agency ecosystem may have
incentives to limit The Trade Desk’s strategic influence irrespective of transparency concerns. Large
holding companies continue investing aggressively in proprietary data, identity, and advertising
infrastructure capabilities, including acquisitions and internal platform development. As a result, strategic
tensions between agencies and independent DSPs may increasingly reflect broader ecosystem control
dynamics rather than solely pricing or fee disputes.

The long-term investment implications of this debate are significant.

The bullish case assumes The Trade Desk successfully helps simplify, unify, and scale the open internet
ecosystem, strengthening its role as a critical independent advertising infrastructure platform while
continuing to benefit from secular tailwinds such as connected TV, programmatic advertising, and Al-
driven optimisation.

The base case assumes The Trade Desk continues growing at a healthy, though more moderate, pace
through international expansion and ongoing migration of advertising budgets from traditional linear
television toward streaming and programmatic channels.

The bearish case assumes the open internet gradually loses strategic relevance relative to increasingly
integrated advertising ecosystems, limiting The Trade Desk’s long-term growth potential and compressing
premium valuation assumptions further over time.

Ultimately, the investment debate increasingly centers on whether The Trade Desk can evolve from a
high-quality programmatic advertising platform into a foundational infrastructure layer for the broader
open internet economy. The answer to that question will likely determine whether the company can
sustain premium long-term growth characteristics in an increasingly competitive and consolidated digital
advertising landscape.

Key Strategic Monitoring Points
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Several additional strategic questions remain important for investors monitoring the long-term
investment case.

First, The Trade Desk will likely need to demonstrate that increasing competition from larger advertising
ecosystems, particularly Amazon DSP, is not materially impairing its long-term positioning within
programmatic advertising and connected TV. Amazon’s growing presence across retail media, streaming
inventory, and advertising infrastructure has increased investor focus on whether portions of open-
internet advertising spend may gradually consolidate toward larger vertically integrated platforms over
time.

Second, investor sentiment appears increasingly sensitive to The Trade Desk’s relationships with major
agency holding companies. Recent industry discussions surrounding platform pricing, fee transparency,
and ecosystem control have contributed to concerns that portions of the agency landscape may be
becoming less aligned with The Trade Desk’s strategic direction. While many of these dynamics likely
reflect broader competitive positioning within the advertising ecosystem, rebuilding strong agency
alignment and reinforcing perceptions of transparency may remain important for sustaining long-term
platform adoption and ecosystem goodwill.

At the same time, some investors view The Trade Desk’s increasingly infrastructure-oriented positioning
as strategically valuable in a future Al-driven advertising environment. More speculative upside scenarios
include the possibility of deeper integration with major Al platforms or large-scale data and decisioning
partnerships. In particular, investors have noted historical leadership connectivity between The Trade
Desk and OpenAl following the transition of The Trade Desk’s former Chief Strategy Officer to a senior
partnership role at OpenAl while remaining on The Trade Desk’s Board of Directors.

While there is currently no publicly announced strategic partnership of material significance, some
investors believe future collaboration opportunities involving Al-driven advertising optimisation, identity
infrastructure, or large-scale decisioning systems could emerge over the longer term. Such scenarios
remain speculative, but they highlight the growing importance of Al infrastructure and ecosystem
positioning within the broader digital advertising landscape.
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Report Sources
In no particular order

Qualitative Sources

https://investors.thetradedesk.com/overview/default.aspx
https://www.adexchanger.com/platforms/the-trade-desk-lays-off-staff-one-year-after-its-last-major-
reorg/
https://www.exchange4media.com/digital-news/open-internet-gets-50-of-eyeballs-yet-just-15-of-ad-
spend-tejinder-gill-trade-desk-150313.html
https://www.wsj.com/articles/trade-desks-ipo-plan-values-ad-tech-player-at-573m-1473208384
https://lovelymobile.news/the-trade-desk-partners-with-spotify-and-more-for-audio-programmatic/
https://www.adweek.com/programmatic/the-trade-desk-rolls-out-its-unified-id-to-take-on-the-walled-
gardens/

https://archive.org/details/gov.uscourts.cand.447659/gov.uscourts.cand.447659.1.0.pdf
https://archive.org/details/gov.uscourts.cacd.878758
https://archive.org/details/gov.uscourts.cand.447266
https://www.slideshare.net/slideshow/the-trade-desk/54439933#4
https://www.nasdag.com/market-activity/stocks/ttd/sec-filings
https://climate.uchicago.edu/news/whats-really-happening-to-the-trade-desk-stock/
https://seekingalpha.com/article/4889605-the-trade-desk-is-now-a-deep-value-stock
https://trademarks.justia.com/owners/the-trade-desk-inc-2819024/
https://patents.justia.com/assignee/the-trade-desk-inc

https://scholar.google.com/scholar case?case=11593493105708000233&q=The+Trade+Desk&hl=en&a
s sdt=2006&as ylo=2026

https://scholar.google.com/scholar case?case=2793890973732885720&qg=The+Trade+Desk&hl=en&as
sdt=2006&as_ylo=2026

Quantitative Sources

https://investors.thetradedesk.com/overview/default.aspx
https://sergeycyw.substack.com/p/the-trade-desk-leading-the-1-trillion
https://www.dentsu.com/cn/en/reports/dentsu_global ad spend forecasts 2026
https://www.statista.com/outlook/amo/advertising/worldwide?currency=USD
https://www.gartner.com/en/newsroom/press-releases/2026-05-11-gartner-2026-cmo-spend-survey-
finds-cmos-allocate-15-point-3-percent-of-marketing-budgets-to-ai-but-only-30-percent-are-ready-to-
scale-ai-capabilities

https://ca.finance.yahoo.com/quote/TTD/
https://www.glassdoor.ca/Reviews/The-Trade-Desk-Reviews-E779832.htm

Financial Input Sources
Insert all sources used here from tab 41.

https://finance.yahoo.com/
https://www.marketwatch.com/investing/stock/ttd?mod=search _symbol
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https://www.adexchanger.com/platforms/the-trade-desk-lays-off-staff-one-year-after-its-last-major-reorg/
https://www.exchange4media.com/digital-news/open-internet-gets-50-of-eyeballs-yet-just-15-of-ad-spend-tejinder-gill-trade-desk-150313.html
https://www.exchange4media.com/digital-news/open-internet-gets-50-of-eyeballs-yet-just-15-of-ad-spend-tejinder-gill-trade-desk-150313.html
https://www.wsj.com/articles/trade-desks-ipo-plan-values-ad-tech-player-at-573m-1473208384
https://lovelymobile.news/the-trade-desk-partners-with-spotify-and-more-for-audio-programmatic/
https://www.adweek.com/programmatic/the-trade-desk-rolls-out-its-unified-id-to-take-on-the-walled-gardens/
https://www.adweek.com/programmatic/the-trade-desk-rolls-out-its-unified-id-to-take-on-the-walled-gardens/
https://archive.org/details/gov.uscourts.cand.447659/gov.uscourts.cand.447659.1.0.pdf
https://archive.org/details/gov.uscourts.cacd.878758
https://archive.org/details/gov.uscourts.cand.447266
https://www.slideshare.net/slideshow/the-trade-desk/54439933#4
https://www.nasdaq.com/market-activity/stocks/ttd/sec-filings
https://climate.uchicago.edu/news/whats-really-happening-to-the-trade-desk-stock/
https://seekingalpha.com/article/4889605-the-trade-desk-is-now-a-deep-value-stock
https://trademarks.justia.com/owners/the-trade-desk-inc-2819024/
https://patents.justia.com/assignee/the-trade-desk-inc
https://scholar.google.com/scholar_case?case=11593493105708000233&q=The+Trade+Desk&hl=en&as_sdt=2006&as_ylo=2026
https://scholar.google.com/scholar_case?case=11593493105708000233&q=The+Trade+Desk&hl=en&as_sdt=2006&as_ylo=2026
https://scholar.google.com/scholar_case?case=2793890973732885720&q=The+Trade+Desk&hl=en&as_sdt=2006&as_ylo=2026
https://scholar.google.com/scholar_case?case=2793890973732885720&q=The+Trade+Desk&hl=en&as_sdt=2006&as_ylo=2026
https://investors.thetradedesk.com/overview/default.aspx
https://sergeycyw.substack.com/p/the-trade-desk-leading-the-1-trillion
https://www.dentsu.com/cn/en/reports/dentsu_global_ad_spend_forecasts_2026
https://www.statista.com/outlook/amo/advertising/worldwide?currency=USD
https://www.gartner.com/en/newsroom/press-releases/2026-05-11-gartner-2026-cmo-spend-survey-finds-cmos-allocate-15-point-3-percent-of-marketing-budgets-to-ai-but-only-30-percent-are-ready-to-scale-ai-capabilities
https://www.gartner.com/en/newsroom/press-releases/2026-05-11-gartner-2026-cmo-spend-survey-finds-cmos-allocate-15-point-3-percent-of-marketing-budgets-to-ai-but-only-30-percent-are-ready-to-scale-ai-capabilities
https://www.gartner.com/en/newsroom/press-releases/2026-05-11-gartner-2026-cmo-spend-survey-finds-cmos-allocate-15-point-3-percent-of-marketing-budgets-to-ai-but-only-30-percent-are-ready-to-scale-ai-capabilities
https://ca.finance.yahoo.com/quote/TTD/
https://www.glassdoor.ca/Reviews/The-Trade-Desk-Reviews-E779832.htm
https://finance.yahoo.com/
https://www.marketwatch.com/investing/stock/ttd?mod=search_symbol

Investment Research Report for The Trade Desk

https://investors.thetradedesk.com/overview/default.aspx
https://www.sec.gov/edgar/browse/?CIK=1671933&owner=exclude
https://finance.yahoo.com/quote/TTD/chart/
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