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A New Kind of Company, Built for a New Era:

aivanta

To Our Partners, Clients, Allies and Friends:

Aivanta was founded squarely within the Al era — and because of it. Where
most organizations are adapting to Al, we were conceived within it.

The moment we are living through is unlike any in the history of modern
business. Artificial intelligence is no longer a feature or a department — it is
the foundational infrastructure of competitive enterprise. At Aivanta, we have
built our organization from the ground up with that truth at the center. Al is
the operating system through which we run every function, from human
resources and financial planning to sales strategy, client services, and
content development.

This distinction matters. Research from McKinsey points to a clear pattern
among leaders who thrive in this era: they blend human depth with digital
fluency, using Al to think with them rather than for them. We have embraced
that philosophy as a founding principle. At Aivanta, Al agents function as co-
workers and administrators alongside our human team — accelerating
decisions, surfacing intelligence, and unlocking capacity that allows our
people to focus on what only humans can do: set bold aspirations, exercise
sound judgment, and build meaningful relationships.

The result is an organization designed to move faster, think more clearly, and
serve our clients and partners more fully than legacy structures allow.

What We Do — and What We're Building

Aivanta is a media, intelligence, and events holding company focused on
connecting and amplifying business growth for senior marketing, agency, and
brand decision-makers. Our portfolio includes thought leadership publishing,
proprietary market research, and live events that bring the industry's most
consequential conversations into the room.

a series of research and insight products we will release in the weeks and
months ahead. This document marks the beginning of something larger: a
commitment to delivering the kind of rigorous, high-quality intelligence our
industry has long needed, powered by the most capable analytical tools
available today.

New events, new products, and new experiences are coming — each
designed to connect the right people, spark the right conversations, and drive
measurable outcomes for every attendee, sponsor, and partner in our
network. We will not sacrifice quality on the way there.

An Invitation

We are building Aivanta in public — and we are building it with you. Whether
you are a prospective partner, a potential sponsor, or someone who simply
believes that media and industry events can be done better, we would
welcome the conversation.

This first step is for the community that has already been part of this journey
— and an open invitation to the media, brand, and technology leaders who
are ready to help shape what comes next. The work ahead is collaborative by
design. We are glad you are here for it.

Warmly,

A

Donnovan Andrews
Donnovan@aivanta.io
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If you're not paying attention vertical
microdramas - you should be.

The discussion around vertical microdramas, serialized stories designed for smartphone
screens, built in episodes of 60 to 90 seconds, and designed to hold attention across dozens
of installments, has been unfolding for several years.

This year in the U.S. entertainment business, that discussion is getting serious. The emerging
format is becoming more popular, and for the institutions that define entertainment as
business, impossible to ignore.

Hollywood studios, blue-chip consumer brands, and leading talent agencies are packaging
vertical projects, launching streaming platforms, and institutionalizing vertical productions!*
2.3], Brands are participating as well, with several launching their own brand-integrated
microdramas in the last few months(4 58],

Audience interest in this format and the genre dominating it won't simply be a passing phase.

Vertical microdramas are becoming a professional infrastructure for serialized storytelling.

iscover

Source: DramaBox

FOr youl

Source: ReelShort

1 Variety, "Crocs Take Step Into Microdramas with CAA," February 2026. | 2 Deadline, "Former Miramax Boss Bill Block Launches Micro-Drama Streaming Platform GammaTime with $14M
in Funding,” October 2025. | 3 Deadline, "SAG-AFTRA Micro-Drama Verticals Agreement," October 2025.| 4 Variety, "Procter & Gamble's Newest Soap Opera Tells Story in 55 Short Episodes
Totaling 80 Minutes," February 2026.| 5 Marketing Dive, "P&G's Native to Debut 50-Part Microdrama Series as Genre Takes Off," December 2025.| 6 Hollywood Reporter, "The Microdrama

Production Gold Rush Is Here," November 2025.

THE MICRODRAMA REVOLUTION 5
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Why this matters for brands
and their stakeholders

Audience appeal

Gen Z watches significantly less television than older generations!”- 8], and
together with Millennials, they represent the majority of the U.S. population.
Smartphones have their attention. Microdramas are engineered to hold it.
Viewers regularly consume twenty or more episodes in a single session(®l.

Production costs

Vertical series budgets range from $150,000 to $300,0001. Production cycles,
on average, take eight to ten days!'® "', The current time-to-market for a
microdrama requires as little as two to four weeks of post-production(®.
Brands wary of content and entertainment because of timeline and budgets
now have access to a format in which those risks are dramatically diminished.

Monetization opportunity

The traditional pay-per-episode model that saw vertical microdramas take off
is showing signs of giving way to hybrid ad-supported and brand-funded
ecosystems('2 3], This opens a window for brand participation that didn't exist
eighteen months ago.

Vertical microdramas are
reorganizing how serialized
stories are

for smartphone generations.

Organizations that treat this
as a fad may miss what it
actually is: «

7 Nielsen, “The Gauge: Streaming Surpasses Traditional TV Among Younger Viewers,"” 2024.| 8 Activate Consulting, Technology & Media Outlook 2026: Generational Media Consumption
Shifts, 2025.| 9 ContentAsia, "The Nuts, Bolts & Dollars of Serialized Vertical Video," 2025.| 6 Hollywood Reporter, "The Microdrama Production Gold Rush Is Here," November THE MICRODRAMA REVOLUTION 6
2025.| 10 TheWrap, "Vertical Short Dramas Are an $8 Billion Business," 2025.|11 Kyiv Post, "Holywater Expands Microdrama Production,” 2025.| 12 Variety, “Short-Form Microdramas Win

Growing Advertiser Support at TelevisaUnivision," December 2025.| 13 Sensor Tower, State of Short Drama Apps 2025, 2025.
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Why now?

Rumblings about vertical microdramas emerged during the Covid-
19 pandemic as they began to find global audiences. Then things
began to change sometime between late 2024 and early 2025.

More than $8 billion in microdrama revenue was generated globally
in 2024141, with U.S. quarterly spending approaching $350
million[*3], But the most animating signal is that audiences are
validating microdramas with their dollars. The most popular
vertical microdrama platforms all hosted series with a uniquely
segmented pay structure; repeat, incremental payments made to
watch a series in its entirety is the norm, with viewers participating
heavily in the model. Fans can spend $5 to $10 a week watching
series on their favorite platforms, with some spending as much as
$25 to $100 per month on microdrama content!('Sl,

These figures, both large and small, speak to more than popularity.
They demonstrate the combination of audience enthusiasm for the
form with willingness to adopt this payment model. It's an
altogether different behavior than television watching or passive
social scrolling.

Where it wos — where it's going

® WHERE IT WAS

Scroll-competing,
low-cost digital content

High-volume, low-cost

Quantity over quality; disposable content model

++ Competing for scroll attention

Framed as socia edia noise, not entertainment

*s= Industry watched from a distance

Legacy players dismissed rather than engaged

From scroll bait to premium entertainment infrastructure.

® WHERE IT'S GOING

Professionalized,
premium-infrastructure entertainment

E& Professionalized & unionized
SAG, WGA, CAA — Hollywood's full stack now
involved

W Agency-packaged IP
Talent, brands, and distribution bundled by major
agencies

@ Premium TV infrastructure
Operating inside the same systems thal govern
prestige TV

14 TheWrap / Yahoo Entertainment, "Vertical Micro-Dramas Are an $8 Billion Business. Hollywood Is Finally Paying Attention," October 2025.] 13 Sensor Tower, State of Short Drama Apps
2025, 2025.| 15 Business Insider, "Meet the Fans Fueling a Billion-Dollar Boom in Escapist Micro Dramas Full of Werewolves and Mafia Bosses," January 2026.

THE MICRODRAMA REVOLUTION 7
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Flowing into the entertainment mainstream

1. China proves the thesis

An early US effort, Quibi, flopped in 2020. Chinese players began to pursue a different revenue model, finding viewers who would pay directly to watch a compelling
micro-series inside its own dedicated appl'®l. Daily active users numbering in the millions across major platformsl'”. 8] established and demonstrated this behavior.
The model proved audiences would not only pay to start watching a story, but continue to the end(l,

2. America picks up the playbook

The U.S. market is now executing on the blueprint China established, modified to suit the habits of Western audiences and tuned for the Western media
environment. Series budgets of $150,000 to $300,00008], and production cycles of eight to tendays!'% "] have mapped neatly into the American production system.
Platforms are on track to produce roughly one hundred original series per year('3l. The market has moved from testing the model to running it, and it resembles a
digital media comp anymore than a traditional studio.

3. The guilds take notice

Institutional signoff — support from two key Hollywood unions, SAG-AFTRA and the WGAI®l — legitimizes the status of vertical productions. Professional labor
governance distinguishes the work being produced in this style from other new media-models. Studio, agency, and broadcaster participation introduces
production and packaging expertise, inviting the kind of advertiser confidence that garners serious budget commitments. Establishment embrace of

vertical microdramas in turn increases their legitimacy further.

16 Wired, "China’s Short Video Dramas Go Global," 2024.| 17 QuestMobile, China Short-Drama Industry User Data Report, 2024.| 18 Media Partners Asia, China Short-Drama and Online

Video Market Analysis, 2025.| 9 ContentAsia, "The Nuts, Bolts & Dollars of Serialized Vertical Video," 2025.| 6 Hollywood Reporter, “The Microdrama Production Gold Rush Is Here," THE MICRODRAMA REVOLUTION 8
November 2025.| 10 TheWrap, "Vertical Short Dramas Are an $8 Billion Business," 2025.| 11 Kyiv Post, "Holywater Expands Microdrama Production," 2025.| 13 Sensor Tower, State of Short

Drama Apps 2025, 2025.| 3 Deadline, "SAG-AFTRA Micro-Drama Verticals Agreement,” October 2025.
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Five Shifts Driving the Opportunity

Each of these shifts reflects factors at the intersection of industry demand, technological opportunity, and evolving audience behavior.
Together, they signal why microdramas add up to a content opportunity for today's media and brand leaders.

a SHIFT 01 SHIFT D2 SHIFT 03

Hollywood Quality engagement Short episodes,
steps up for less bottomless appetite

SHIFT 04 =] SHIFT 05
Brands are The story is
funding the show the storefront

THE MICRODRAMA REVOLUTION 9
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Shift 1: Hollywood steps up

There's nothing like serious players taking you seriously. Major talent
agencies such as CAA are packaging vertical projects, applying the is real

same deal-making prowess they use for premium film and television!. ¢ .

Studio veterans and producers with traditional film and television 1 ' IS reql.
pedigrees are launching vertical-focused ventures as a primary strategic
commitmentl2],

And guilds like SAG-AFTRA and the WGA have established dedicated
vertical production agreements, formalizing labor standards within the

category and signaling that the work is governed by professional
WGA FEOX CAA

1 Variety, "Crocs Take Step Into Microdramas with CAA," February 2026. | 2 Deadline, "Former Miramax Boss Bill Block Launches Micro-Drama Streaming Platform GammaTime with $14M
in Funding," October 2025.] 3 Deadline, "SAG-AFTRA Micro-Drama Verticals Agreement," October 2025. THE MICRODRAMA REVOLUTION 10
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Who's building inside the format?

WHO WHAT HOW MUCH WHY IT MATTERS
Disfruta de muchos
) dramas verticales
Fox Entertainment Equity investment in Undisclosed equity; 40-title First major U.S. broadcast network to invest in a increibles
Holywater; distribution deal Dhar Mann slate microdrama platform
GammaTime (Bill Block] New microdrama streaming $14M seed; Kim Kardashian, Ex-Miramax CEO; Quihi veteran as CCO; Hallywood
platform Kris Jenner, Alexis Ohanian production quality
CAA Packaging brand-microdrama Brokered Crocs x ReelShort First major talent agency structuring brand-
deals deal entertainment microdrama deals
Dhar Mann Studios 40-title production deal with Undisclosed,; initial slate for Bridges creator economy (80B+ YouTube views) with
Fox/Holywater MyDrama app studio-grade vertical production
TelevisaUnivision In-house microdrama 30+ titles in 2025; scaling to First legacy Spanish-language media company to
production unit 100 in 2026 operationalize microdrama
Miramax [ Celebrity Kardashian/Jenner/Ohanian $14M into GammaTime Celebrity capital validates consumer thesis and
Capital funding generates PR momentum

Sources: Deadline [2], Hollywood Reporter [6, 42], Variety [1, 4]

THE MICRODRAMA REVOLUTION 11
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Shift 2: Quality engagement for less

The second shift has everything to do with the economics of vertical storytelling.
Traditional media has undeniable upside when it comes to creating audience lift,
but the financial risk is difficult to ignore.

Production cycles of eight to ten days allow entire narrative arcs to be shotin
weeks!'% 1], Time-to-market compresses to two to four weeks post-production(®l,
Some platforms are scaling toward one hundred titles per yearl'3l,

The result is a production model that looks more like digital media or mobile
gaming than traditional entertainment development, all while still driving the kind
of audience affinity generated by television. The economics allow for the
opportunity to launch several titles for a fraction of the cost of a single traditional
series, and then double down on the stronger performers. And while there's still
inherent risk in this model, it is considerably lessened by the price point
necessary for entry.

In vertical storytelling,

MICRODRAMA SERIES TRADITIONAL TV EPISODE
Per production Per episode in premium production

Sources: Hellywood Reporter [6], Variety [29].

10 TheWrap, "Vertical Short Dramas Are an $8 Billion Business," 2025.| 11 Kyiv Post, "Holywater Expands Microdrama Production,” 2025.| 9 ContentAsia, "The Nuts, Bolts & Dollars of

Serialized Vertical Video," 2025.| 13 Sensor Tower, State of Short Drama Apps 2025, 2025.

THE MICRODRAMA REVOLUTION
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Shift 3: Short episodes, bottomless appetite

The third shift deals with the ways verticals are designed to be consumed. While the use of
60-90 second episodes might imply that short episodes equate to an audience with a
short attention span, the data says otherwise. The average viewer may watch as many as
20 or more episodes in a single sessionl®), demonstrating a deep level of engagement with
content that has simply been restructured to fit the model they've grown used to.

Linear television, weekly releases, and monocultural entertainment moments have, for

many, been traded in for 'screen time' and scrolling. Verticals are popular because they
respect that preference.

Twenty watched
isnota

Source: TikTok

It is re-engineered

Source: ReelShort

9 ContentAsia, “The Nuts, Bolts & Dollars of Serialized Vertical Video,” 2025. THE MICRODRAMA REVOLUTION 13
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MEDIA CONSUMPTION

Daily TV viewing

by generation

Average daily hours watched & share of heavy viewers

(2+ hrs/day)

BOOMERS

5.0

HOURS |/ DAY

HEAVY VIEWERS

13%

watch 2+ hrsfday

@ Boomers B GenX @ Milennials

GEN X

4.1

HOURS | DAY

HEAVY VIEWERS

68%

watch 2+ hrs/day

Gen Z

3.2

HOURS | DAY

HEAVY VIEWERS

54%

watch 2+ hrsiday

1 8 1 1 8 0 0

2.1

HOURS | DAY

HEAVY VIEWERS

36%

watch 2+ hrs/day

231

Sources: Deloitte/adwave [21], MNTN Research [22], NuVoodoo [23]

Source: Shutterstock

THE MICRODRAMA REVOLUTION
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ReelShort

Average Microdrama Session Depth

CONVENTIONAL VS. ACCURATE

SESSION DEPTH e THE CONVENTIONAL READ e THE ACCURATE READ
35.7 min 59% A reach & targeting problem A mobile-native generation,
of a 60-min hour of hour already watching
Younger audiences watching less linear TV has
Sl S been treated primarily as a reach and targeting A mobile-native generation with deep serialized
prablem. viewing habits, inside a format built for the device
>

— they already live on.

Source: eMarketer, March 2026 [24]. Accessed via licensed eMarketer subscription. \- o e : 3
. Declining linear viewership

Fiamedasaudiehenioss, batroraasmismay . Mobile-native by default

Millennials and Gen Z together represent a majority of the Bultiorifie sereRn ey doEmustiut adaptethion

U.S. populationl® 20 Narrative architecture in microdramas @ S o e -

— cliffhangers, betrayal arcs, romance, identity reveals — is e 3";‘:’:;“;@’221"82{;?)‘15_nm e st

engineered to sustain retention across short episodes!®l.

Vertical storytelling mirrors the scrolling and tapping already

embedded in social media behavior, converting a familiar P e AR B chmiond:

interaction pattern into serialized narrative engagement. -
19 U.S. Census Bureau, Population Estimates by Generation in the United States, 2023.| 20 Pew Research Center, "Key Facts About Americans and Their Generations,” January 12, THE MICRODRAMA REVOLUTION 15

2023.|9 ContentAsia, "The Nuts, Bolts & Dollars of Serialized Vertical Video," 2025.
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Shift 4: Brands are funding the show

Early vertical microdramas relied on small fees from viewers. As with any
new app, high customer acquisition costs have proved challenging. Brand
sponsorship changes the equation.

This emerging model for verticals looks more than a little like the birth of
the soap opera. Procter & Gamble was one of the first to underwrite the
daytime serial in order to reach its target audience with a sustained brand
presence, ultimately giving soap operas their namel2®, Now, nearly a
century later, Procter & Gamble is just one of the brands introducing this
model for a whole new format that faces none of the regulatory or industry
barriers that limited artful brand integration.

the audience
» the brand.

doesn't justr

They |

Cast of Ivory Soap's 'Life Can Be
Beautiful', October 1940

CTHE -
GOLDEN
PEAR AFFAIR

Every scent hides a secret

/NATIVE

The Golden Pear Affair Poster, Source: Instagram

25 Allen, R. C., Speaking of Soap Operas, University of North Carolina Press, 1985.

THE MICRODRAMA REVOLUTION 16
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4 CASE STUDIES

Brands entering 1

BRAND FORMAT DISTRIBUTION MODEL STRATEGIC SIGNAL
Procter & Gamble 55-episode microsoap:; Owned site + TikTok, Hybrid The company that invented the soap opera
CPG 60 sec—2:45 per Instagram, YouTube 5 episodes free; full launches its first microdrama — 90 years later.
episode series $9.99
Crocs x CAA 5-episode scripted ReelShort exclusive Brand-funded First footwear brand to produce original
FOOTWEAR series; 1-2 min per o \ieiwer Gost microdrama IP; first CAA-packaged brand deal
episode in the category.
JCPenney x 5-episode Spanish- Univision TikTok & Brand-funded First shoppable microdrama targeting Hispanic
TelevisaUnivision I . . il | v b
anguage series; 90 Instagram; JCPenney Shoppable Millennials & Gen Z; bridges telenovela
RETAIL H . R iti i ile-fi It 4
sec per episode YouTube integration tradition with mobile-first commerce
Source: TikTok
Maybelline Holiday series; Gen Z ReelShort, social Brand-funded Beauty category entry signals broadening
BEAUTY beauty audience platforms beyond retail and CPG into lifestyle brands.
Sources: Variety [1, 4, 12], Marketing Dive [5]. Maybelline entry based on Aivanta direct market observation. 4 BRANDS TRACKED

THE MICRODRAMA REVOLUTION 17
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The Old Model vs. The Emerging Model

While original microdramas charged viewers to keep watching, brand-funded microdramas
shift the cost entirely: the brand pays to make the show, and the audience watches for less.

e THE OLD MODEL

Performance-driven,
transactional growth

Platforms compete on in-app purchase conversion,

funded by performance marketing acquisition

spend that must scale constantly to sustain growth.

< AP conversion as revenue engine

4 Ferformance marketing dependency

E] Must scale constantly to sustain

# THE EMERGING MODEL

Hybrid ecosystems,
sustained brand presence

Hybrid ad-supported and brand-funded ecosystems
where serialized narrative becomes an
environment for sustained brand presence.

& Hybrid ad + brand-funded revenue

mm Story as brand environment

¥ Sustained vs. interruptive presence

When a! pays

for the show, the
gets the

content for
and the advertising

12 Variety, "Short-Form Microdramas Win Growing Advertiser Support at TelevisaUnivision," December 2025. | 26 Media Partners Asia via Deadline, "Micro-Drama Revenue China to Exceed
Box Office,” September 2025.

THE MICRODRAMA REVOLUTION
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Shift 5: The story is the storefront

Commerce and storytelling have always existed in proximity to each other.
The microdrama format unifies them through integration and shoppability.

The fifth and final shift represents one of the most structurally significant
and least discussed developments within the microdrama ecosystem.

Microdramas are uniquely positioned to support shoppable video. And
while interactive on-screen shopping isn't new for streaming television[?7],
the conditions for shoppable integrations within microdramas have
several key elements that make them stand out.

Scrolling behavior and shopping already go hand in hand, with much of the
target audience for vertical microdramas being accustomed to seeing the
brands and products that they're interested in fed to them during the
course of their screen time. Add to that the emergence of brand
integration into vertical microdrama production, and you get ideal
conditions for native product placement and shoppable integrations.
Brands are already crossing this threshold, with shoppable micro-dramas
that give viewers the chance to tap directly from a scene and navigate to a
shopping cartl'?. The concept has been tested and proved in China as
well, with products featured in the series being tied directly to in-store
sales(?8],
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Source: Douyin

27 NBCUniversal/Walmart, "NBCUniversal and Walmart Launch Interactive Commerce Partnership,” November 6, 2023.| 12 Variety, "Short-Form Microdramas Win Growing Advertiser

Support at TelevisaUnivision," December 2025.| 28 ChemLinked, "Modern Mini-Dramas in China Succeed in Getting Audiences and Brands Hooked," 2024.
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The shifts don't wait for each other

The five shifts don't operate linearly or independently of one another.
Instead, they overlap each other, operating simultaneously, each one
strengthening the next. Hollywood's commitment to vertical micro-
dramas by the way of institutionalization mints micro-dramas as worthy of
brand investment. Significantly reduced financial barrier to entry makes
brand production all the more possible. A mobile-first audience that's
already watching 20 minutes of micro dramas on average makes
participation more valuable. A sponsor-driven integration model
necessitates brand involvement. And a format that collapses the gap in
path to purchase makes the commerce opportunity near-undeniable.

The infrastructure that makes all of this possible is being built right now.
Understanding the platform landscape, industry economics, audience
behavior, methods of integration, and risks involved is what will separate
organizations that shape the early conditions of a new entertainment
category from those that inherit whatever conditions early movers
establish.

The story is
the storefront

Brands are
funding the show

Hollywood
steps up

Quality
engagement
for less

S

STRUCTURAL SHIFTS

Short episodes,
bottomless appetite

THE MICRODRAMA REVOLUTION 20
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From experiment to enterprise

The global vertical microdrama market has grown dramatically since 2022. China leads the global market, having generated nearly $7 billion in 2024[2%]. However,
market interest in the U.S., Southeast Asia, and Europe signal an international expansion that's poised to grow rapidly!29l. With the total global market passing $8
billion in 2024, revenues are projected to reach $11 billion in 2026 and an estimated revenue of $26 billion by 2030129301,

Global Microdrama Revenue (in billions of US dollars)

2022 2023 ‘ 2024 2025E ‘ 2026E 2030E

$3.88 $5.38 $7.08 $0.4B+34% YOY  $11.0B+17%YoY  SooBCACR

Source: MPA via Deadline [26], MPA via Variety [30], Sensor Tower [13]. E = Estimated.

China's microdrama ecosystem is dominated by ByteDance (Red Fruit), Tencent (WeChat Video Accounts), and Kuaishou (Xi Fan), each of which has built
dedicated vertical drama apps integrated with social and payments infrastructure. Daily active users across major platforms number in the hundreds of
millions, with a significant share paying or transacting to continue narratives. The market is projected to exceed $9.4 billion in 2025(26.17, 18],

26 Media Partners Asia via Deadline, "Micro-Drama Revenue China to Exceed Box Office,” September 2025.| 29 Variety, "The Vertical Microdrama Boom," 2025.| 30 Media Partners Asia via
Variety, "Global Microdrama Market Forecast Toward $26B," 2025.| 17 QuestMobile, China Short-Drama Industry User Data Report, 2024. |18 Media Partners Asia, China Short-Drama and THE MICRODRAMA REVOLUTION 21
Online Video Market Analysis, 2025.
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The U.S. Adoption Curve

U.S. in-app revenue from short drama apps grew 20% quarter-on-quarter to nearly $350 million in Q1 2025['3l. The leading platforms — ReelShort, DramaBox, and
ShortTV — have built material scale using performance marketing, with budgets for a typical vertical series ranging from $150,000 to $300,000 over an 8- to 10-day
production cyclel®l. SAG-AFTRA and WGA have established dedicated vertical agreements to govern this emerging production category!®l.

U.S. in-app Microdrama Revenue

Q12024 ‘ Q2 2024 Q3 2024 Q4 2024 ‘ Q12025

~$180M ~$220M+22% QoQ ~$260M+18% QoQ ~$300M+15% QoQ ~$350M+20% QoQ

Source: Sensor Tower [13], TheWrap [10]. Figures approximate.

13 Sensor Tower, State of Short Drama Apps 2025, 2025.| 6 Hollywood Reporter, “The Microdrama Production Gold Rush Is Here," November 2025.| 3 Deadline, "SAG-AFTRA Micro-Drama
Verticals Agreement,” October 2025. THE MICRODRAMA REVOLUTION 22
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The competitive landscape

The microdrama platform landscape is rapidly evolving,
with China-based incumbents facing new competition
from Western-oriented entrants backed by Hollywood

Microl'dramal e [ . { er B PLATEFORMS

talent and institutional. Capital. PLATFORM 2024 REVENUE HQ MODEL KEY INVESTORS | BACKERS
ReelShort ~S400M us/cnN IAP + Ads COL Group (49%), Tencent
DramaBox $323M USICN Ereemium Media Partners Asia data
Holywater ~S50M+ Ukraine Ads + Sub Fox Entertainment equity
GammaTime Pre-Revenue us Subscription $14M seed (Kardashian, vgames)
Vigloo Growing Korea AP + Sub $86M from Krafton
PineDrama New Entrant US| CHN Free ByteDance / TikTok
FlareFlow Scaling US|/ CN IAP + Ads COL Group
Vurt Launch (Mar 2026) us AVOD; 50/50 rev Ted Lucas (Slip-N-Slide Records founder)
split
Source: MyDrama Source: ReelShort . Sowces, Variety (28], MPA [26], Dea heWrap [10], ShapiroESHAP [38], TechCrunchadim f43] 8 FLATFORMS TRACKED
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Monetization models

The distribution platforms have made varied
bets on how best to turn viewer attention into
revenue. Some platforms are built on a pay-
per-episode unlock, borrowed from mobile
gaming. Others are moving toward advertising,
brand partnerships, or shoppable integration.

The model a platform chooses determines its
acquisition economics, its content strategy,
and ultimately its durability.

MODEL

Pay-Per-Episode

Subscription

Ad-Supported

Brand-Funded

Shoppable

Sources: Varlety (12, 29], Business Insider [31, 36),

DESCRIPTION

Users buy virtual coins to unlock
episodes beyond free hook (8-10 eps

free)

Monthly/weekly all-access pass (up to
$19.99/week)

Free content with rewarded video and
overlay ads

Brands commission original
microdramas with integrated products

Viewers purchase featured products
during episodes

PROS

High ARPU ($20-$50 per series); direct
revenue correlation

Predictable recurring revenue; lower
churn

Low barrier; brand-safe; growing
advertiser demand

100% funded by advertiser; organic
integration; measurable

Direct attribution; closes the purchase
funnel

ESHAP [38], Televisalinivision [12], C21 [38), Hollywood Reparter [6], ChemLinked [28]. E = estimated.

5 MODELS

CONS

Extreme CAC dependence; ReelShort
spent $1.3B on acquisition in 2025

Requires deep library; hard to justify
without exclusives

Lower per-user revenue; requires
massive scale

Still nascent; limited playbook; creative
control tensions

Requires tech integration; may disrupt
viewing

5 MODELS TRACKED
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Platform Archetypes

While some monetization models are being run in isolation, others are being iterated on and combined. The current ecosystem is predominantly being supported
by three distinct approaches, each revealing something different about where the competitive advantage in this space is actually being built:

Archetype 3

~ (=)

Institutional or studio-
backed

Performance-marketing Hybrid ad-supported
driven

Blend of freemium, advertising, and brand

High-spend acquisition models where partnerships. Multiple revenue streams Hollywood infrastructure, union
paid UA funds growth. Revenue tied reduce dependence on paid acquisition. agreements, and agency packaging.
directly to in-app purchase conversion Quality and brand relationships as
rates. primary differentiators.
ReelShort DramaBox Holywater FlareFlow GammaTime Fox/Holywater
L > L - o L. >
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Performance-marketing driven

Performance-marketing driven platforms rely on paid social advertising to drive installs and in-app purchase (IAP) revenue. This model can facilitate explosive
growth at scale but can also be expensive in terms of acquisition economics{3l.

INSIGHT 01 - REELSHORT INSIGHT 02 - DRAMABOX INSIGHT 03 - CATEGORY

ReelShort has demonstrated the
model at its most aggressive:
approximately $400 million in 2024
revenue, but loss-making due to
sustained heavy marketing

investment.

SOURCES [13, 27]

DramaBox ran the same playbook
with more restrained acquisition
spend and reported $323 million in
revenue and $10 million in net
profit in 2024.

SOURCES [13, 27]

The platforms that have struggled to
sustain profitability are largely those
that scaled customer base growth
faster than they built retention
depth.

SOURCE [31]

13 Sensor Tower, State of Short Drama Apps 2025, 2025.| 27 NBCUniversal/ Walmart, “NBCUniversal and Walmart Launch Interactive Commerce Partnership,” November 6,
2023.| 31 Business Insider, "Micro-Dramas Face Reality Check After Buzzy US Arrival," January 2026.
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Hybrid ad-supported

Hybrid ad-supported platforms are diversifying away from relying solely on the pay-per-episode model by integrating advertising and brand partnership revenuel'2 3],

TelevisaUnivision has moved most deliberately in Brand integration is emerging as the most

this direction, building a microdrama slate of up to 100 structurally significant diversification lever

original titles for 2026 while simultaneously because it changes the economics of content
developing brand partnership and shoppable production entirely. When a brand funds the series,
integration revenue alongside its core content the platform simultaneously pays less for content

business. and gets advertiser value out of that same content.

12 Variety, "Short-Form Microdramas Win Growing Advertiser Support at TelevisaUnivision,” December 2025.| 13 Sensor Tower, State of Short Drama Apps 2025, 2025.| 26 Media Partners THE MICRODRAMA REVOLUTION o7
Asia via Deadline, "Micro-Drama Revenue China to Exceed Box Office," September 2025. | 32 Variety, "Who's Who in Microdramas: The Power Players Reshaping Short-Form Entertainment,”
November 2025.
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Institutional or studio-backed entrants

Institutional or studio-backed entrants bring production expertise, talent relationships, and advertiser credibility, representing the
format's growth in the direction of a more formally recognized entertainment industry structurel(32. 21,

Fox Entertainment Studios took an equity stake in Bill Block raised $14 million and launched
CAA is packaging vertical projects with the same

Iol - ~ o itte r i . r— - ' ' . ¥ s e
Holywater and:committed to producing more than GammaTime, bringing the institutional credibility of a

200 vertical video titles for its My wa platform

infrastructure it applies to premium film and

former Miramax CEO and the production discipline of

over two years — the most significant studio-level " . . : .

a traditional studio executive to a vertical-first television
production commitment made to the category to '
platform.
date.

32 Variety, "Who's Who in Microdramas: The Power Players Reshaping Short-Form Entertainment,” Novemnber 2025. | 2 Deadline, "Former Miramax Boss Bill Block Launches Micro-Drama
Streaming Platform GammaTime with $14M in Funding,"” October 6 Hollywood Reporter, "The Microdrama Production Gold Rush Is Here," Novemb2025.| 33 TheWrap / Yahoo THE MICRODRAMA REVOLUTION 28
Entertainment, "Vertical Micro-Dramas: An $8 Billion Business,” October 2025.| 6 Hollywood Reporter, "The Microdrama Production Gold Rush Is Here," November 2025.
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The profitability equation

The economic challenge at the core of the industry is customer acquisition cost. The pay-per-episode model, adapted from mobile gaming, is undeniably a high gross
revenue generator. But audiences stop paying as soon as a story ends, making retention difficult and replenishment expensive. Hybrid ad-supported platforms that
add a mix of subscription, advertising, and brand partnership revenue are proving more durable and posting real profits, while performance-marketing driven
platforms are becoming harder to sustain as the market matures.

. : I e eported $10 million in net profit on $323
ReelShort achieved approximately $400 million in 2024 s P :
: ) : million in 2024 revenue by blending subscriptions,
revenue but remains loss-making, driven by the cost of Sl =y A
episodic unlocks, and advertising — proving the model

paid marketing to acquire new viewers. can be profitable.

Hybrid models combining IAP, advertising, and brand Platforms that rely on pay-per-episode revenue need
partnerships are showing the most durahble financial viewers to keep coming back across multiple series to

results. make the economics work.

29 Variety, "The Vertical Microdrama Boom," 2025. | 12 Variety, "Short-Form Microdramas Win Growing Advertiser Support at TelevisaUnivision," December 2025. | 13 Sensor Tower, State of THE MICRODRAMA REVOLUTION 29
Short Drama Apps 2025, 2025.
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A more affordable
production model

Less financial exposure means more opportunity to enter
the marketplace. The cost of ideation, innovation, and
experimentation for organizations seeking to connect with
audiences by way of story is considerably more
manageable than it historically has been in premium
scripted development, making it more rational to attempt.

Producing just one episode of a traditional television
series can exceed $3 million in premium streaming[34. By
Aivanta's calculation, an entire microseries (50 to 100
episodes) can be produced for one-tenth that amount.
Fox Entertainment committed to producing more than
200 such titles for MyDrama over two years, achieving a
volume that would otherwise be economically
impossiblel33l,

Microdrama vs. 7r e
METRIC MICRODRAMA SERIES TRADITIONAL TV EPISODE

BUDGET PER PROJECT $150K-S300K TIM-S25M+

PRODUCTION CYCLE 8-10 days per series 10-20 days per episode

TOTAL RUNTIME 60-100 min (70-150 eps) 12-60 min per episode

EPISODE LENGTH 60-90 seconds 22-60 minutes

CREW SIZE Lean (15-30) Large (100-300+)

$35M+ documented; top performers higher
REVENUE PER MIT Licensed to platform

(E)

TIME TO MARKET 2-4 weeks post-production 6-18 months

ntentAsia [9], Kyiv Post [L1], TheWrag [10] - E = estimated 7 METRICS

34 Washington Post, "Vertical Mini-Dramas Are Taking Over Streaming," August 23, 2025. | 33 TheWrap / Yahoo Entertainment, "Vertical Micro-Dramas: An $8 Billion Business," October

2025.
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A more affordable production model

Because the time to market for a micro drama series compresses
to two to four weeks post-production, it empowers producers and
platforms to measure results and act on real audience responses
to inform future series rather than pre-production projectionst®l.

Thef
to testing a story

|dea drops from
) figures to

Selina Yurou Zhang on sef of Fake it Till We Make it: Courtesy of Turtle Media

9 ContentAsia, "The Nuts, Bolts & Dollars of Serialized Vertical Video," 2025. THE MICRODRAMA REVOLUTION 31
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Storvtelling has shlfted from
hlgh I'ISk bets to

aivanta




Product & Industry Economics

aivanta

A portfolio, not a pilot

The traditional pilot model concentrates investment
risk by producing a single full-cost episode that is then
shopped to buyers. The microdrama model derisks
that approach entirely. genres and concepts simultaneously.

Platforms increasingly release dozens of new

vertical series each year, testing multiple

By producing multiple series simultaneously, watching
audience data in real time, and then getting behind
what's working, every individual series, in effect,
functions as its own pilot.

Holywater uses an entire separate app,
MyMuse, to test Al-generated storylines before

committing to full live-action production on

MyDrama.

1ort adjusts storylines based on audience

data in real time.

ater's biggest hit, Spark Me Tenderly,
emerged from a production system built around
iteration and data and generated over $20

million in revenue.

12 Variety, "Short-Form Microdramas Win Growing Advertiser Support at TelevisaUnivision," December 2025. | 6 Hollywood Reporter, “The Microdrama Production Gold Rush s Here,"
November 2025, | 33 TheWrap / Yahoo Entertainment, "Vertical Micro-Dramas: An $8 Billion Business,” October 2025. | 29 Variety, "The Vertical Microdrama Boom,"” 2025.

THE MICRODRAMA REVOLUTION 33



Audience & Behavior aivanta

A broadening audience

6 CHARACTERISTICS

Who's watching — and

The microdrama audience skews heaVity toward AUDIENCE CHARACTERISTIC MICRODRAMA VIEWERS IMPLICATION FOR BRANDS
women aged 20 to 35, though the demographic is
broadening as production quality improves and . CORE DEMOGRAPHIC Women 20-35 High overlap with beauty, fashion, CPG, and retail buyers
brand involvement lends legitimacy to the format.
Thevconsumptlon patte”? 3 mot.Jl_le-natlve by . CONSUMPTION BEHAVIOR 20+ micro-episodes per session Deeply engaged ‘lean in' attentions vs. passive TV viewing.
design: Gen Z engages with traditional television
at a fraction of the rate of older generations, while - Y 1 N

. . . . . . 03 DISCOVERY ROUTE ikTok, Instagram Reels, YT Shorts Organic virality, | t UA th h social hooks.
social video consumption rises inversely with i TR VRS- lm-anet Mo NIova Banal haoke
age.

MONETIZATION TOLERANCE $20-$50/series; high ad tolerance Multiple models viable; shoppable formats add attribution.
The audience that has built this market is the
same audience that brands in beaUty, fashion, GENERATIONAL SHIFT 58% U.S. pop. is Millennial or younger Format is native to dominant consumer cohort's habits.
CPG, and retail have spent decades trying to
reach, and microdramas are reaching them at the :
. X < Brands embed products in emotionally charged,

moment of peak emotional engagementl's. 131, CONTEMT PREFERENCE Betrayal, romance, identity reveals high-retention narratives

Sources: Business Insider [15], Variety [12, 29], Pew Research [20], Speaking of Soap Operas [25] 6 CHARACTERISTICS

15 Business Insider, "Meet the Fans Fueling a Billion-Dollar Boom in Escapist Micro Dramas Full of Werewolves and Mafia Bosses," January 2026. | 13 Sensor Tower, State of Short Drama

Apps 2025, 2025, THE MICRODRAMA REVOLUTION 34
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DAILY SESSION DEPTH - PLATFORM COMPARISON EMARKETER - MAR 2026

ReelShort users spend more time daily than Netflix and Disney+

combined

Reeishort By “ff wwioar
=

24.8

23

Habitual daily engagement — not passive viewing

Source: eMarketer, March 2026 [24]. Accessed via licensed eMarketer subscription. ENGAGEMENT DATA
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Leveraging social discovery

Social media and microdramas map neatly onto one another when it comes to building an audience. Because both microdramas and social media predominantly
live on the same device, audience acquisition is seamless. The melodramatic nature of most popular microseries makes pulling out a great thirty second hook
relatively simple. The clip is then shared on popular social platforms like TikTok and Instagram, earning the interest of its desired audiencel'6l. Because clicking
through has become second nature while scrolling, that single step is all that's needed to prime the pipeline from trailer to series.

INSIGHT 01 ~ INSIGHT 02 | | INSIGHT 03 @
Short promotional clips of emotionally Once inside a platform, viewers The discovery-to-binge pipeline turns
heightened moments drive traffic from frequently watch dozens of episodes social algorithms into a marketing
social platforms to dedicated in a single session. engine for serialized storytelling — at
microdrama environments. minimal additional cost.

SOURCE [16]

16 Wired, "China’s Short Video Dramas Go Global,” 2024. THE MICRODRAMA REVOLUTION 36
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Serialized storytelling and brands

Sustained narrative engagement across dozens of episodes builds the Procter & Gamble: "7 3 CASE STUDY

kind of familiarity that is unmatched by interruptive, skippable pre-roll
ads, and at a fraction of the cost of any other entertainment buy. BRAND Broster & Gambié INVSE: PE) / Native personal care fine

r - THE " ECRMAT 55-episode microsoap totaling ~80 minutes; episodes 60 sec—2:45
Y TR TR
PEA

R AFFAIR LAUNCH DATE February 12, 2026

Every scent hides a secret

RISTRISUTION thegoldenpearaffair.com, TikTok, Instagram, Facebook, YouTube

ERCDUCTION DARTNERS P&G Studios, dentsu Entertainment, Pixie USA (Atlanta)
BN SIMADE L First 5 episodes free; full series $9.99; site-based unlock mechanics
FRODUCT INTEGRATION Native "Global Flavors" collection woven into plot; scents inspire key story moments

SEEATEGIC, CONLERT P&G pioneered soap operas in the 1930s; this is their first microdrama, positioning them

Source: TikTak

PsG | NATIVE

as category innovators for a new generation.

Sources {4, 5] P&G - BRAND MICRODRAMA

The Golden Pear Affair’ Poster, Source: Instagram

4 Variety, "Procter & Gamble's Newest Soap Opera Tells Story in 55 Short Episodes Totaling 80 Minutes," February 2026.| 5 Marketing Dive, "P&G's Native to Debut 50-Part Microdrama
Series as Genre Takes Off," December 2025. THE MICRODRAMA REVOLUTION 37
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Serialized storytelling and brands

Microdrama platforms trying to strengthen their position gain both Crocs and CAA: '"C CASE STUDY
funding and audience. A brand brings fans, additional distribution,
and budget. Brands get access to popular, established platforms
with ready-to-deploy infrastructure.

BRANE) Crocs, Inc. (NASDAQ: CROX)

FORMAT

5-episode scripted microdrama; episodes ~1-2 minutes

LAY RATE February 13, 2026
RISTRIBUEION ReelShort (exclusive); promoted via Cracs social channels
AGENCY PARTNER CAA Media & Entertainment Partnerships (Alanna Strauss, Head of Content)
Source: ReslShort CRNGEET; Romantic story inspired by a true Crocs employee love story; Jibbitz charms drive the
plot

mReeIShort

STRATEGIC CONTEXT . iy ;.
First footwear brand to produce original microdrama content; story-led vs. ad-buy

approach.

c. o cs Source [1] CROCS x CAA - BRAND MICRODRAMA

Source: ReelShort

1 Variety, "Crocs Take Step Into Microdramas with CAA,"” February 2026. THE MICRODRAMA REVOLUTION 38
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Serialized storytelling and brands

For traditional entertainment partners, brand-funded microdramas JCPenney x TelevisaUnivisio CASE STUDY
represent a way to offset production costs in a format where speed
and volume confer competitive advantage, and where a brand's —
budget can achieve more for less. The brand draws on the
experience and pedigree of an established media organization,
while the production/distribution partner lands a sponsor!?- 2 33],

T

Compra
los looks

de Omar, Lucia y Felipe

AiiL

Regalos que
cuentan mas
de lo que cuestan

JCPenney (Catalyst Brands)

FORMAY 5-episode scripted Spanish-language microdrama; 90 seconds per episode

DISTRIBUTION Univision TikTok & Instagram; JCPenney YouTube & Pinterest

ASENCYERRTNER Dentsu X; TelevisaUnivision in-house production

FEATURE Shoppable content — viewers can click to purchase featured products during episodes

TARGET-AURIENGE Hispanic Millennials and Gen Z; bilingual consumers

STRATEGIC CONTEXT Holiday-themed story emphasizing gift value; bridges telenovela tradition with mobile-

first format.

Source: TikTok Source [12] JCPENNEY = TELEVISAUNIVISION - BRAND MICRODRAMA

JCPenney

A Sies
JCPenney %

Source: TikTok

1 Variety, "Crocs Take Step Into Microdramas with CAA," February 2026. | 2 Deadline, "Former Miramax Boss Bill Block Launches Micro-Drama Streaming Platform GammaTime with $14M
in Funding,” October 2025. | 33 TheWrap / Yahoo Entertainment, "Vertical Micro-Dramas: An $8 Billion Business," October 2025. | 12 Variety, "Short-Form Microdramas Win Growing THE MICRODRAMA REVOLUTION 39
Advertiser Support at TelevisaUnivision," December 2025.
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Integration, not interruption

A brand woven into a serialized narrative stops being an advertisement and
becomes part of a world the audience chose to spend time in.

STARBUCKS - DOUYIN

Starbucks produced a six-episode branded series on Douyin in which a fictional

That's funda mentally different to a pre-roll they can Skip five seconds in, a employee time-travels to ancient China to open a coffee shop. Each featured drink drove

banner they've learned not to see, or a product placementin a film they watch
once and forget('?. The brand shows up across episodes, inside plotlines,
attached to characters the audience actually cares about— and because the
structure expands over time, so does familiarity.

over 100,000 yuan in sales. Starbucks simultaneously ran the same promotional offer in
real locations. The story and the store became the same thing.

SOURCE [28]

KANS - DOUYIN
Skincare brand KANS produced five branded microdrama series that generated 5 billion

combined views, sold 1.5 million product sets, and drove a 374% jump in gross
merchandise value on Douyin year-on-year.

By the end of a series,

SOURCE [35]

MCDONALD'S & KFC CHINA

McDonald's and KFC have each produced their own branded microdrama series in the

They know |t Thev weren't qsked o)
tolerate it.

Chinese market, embedding signature menu items into narrative storylines and
capturing social media attention at scale.

SOURCE [35]

12 Variety, "Short-Form Microdramas Win Growing Advertiser Support at TelevisaUnivision,” December 2025.| 28 ChemlLinked, "Modern Mini-Dramas in China Succeed in Getting Audiences THE MICRODRAMA REVOLUTION 40
and Brands Hooked," 2024.| 35 DAO Insights, "And Did the Star Buck in Ancient Time? Starbucks Debuts Microdrama," 2024.
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Affordable economics

The financial case for verticals is less about the direct savings compared to traditional television and more about new opportunities. The economics of vertical
microseries production empower more organizations to build their own storytelling channels. Incorporating Al into the process promises even lower costs.

BUDGET 01 - MICROCO BUDGET 02 - HOLYWATER (Al) BUDGET 03 -+ APPREEL (HYBRID)

$200K e senes $20K ;cx suow $25-30K

PER SHOW - 25 SHOWS

Companies like MicroCo budget full With Al, Holywater's production costs are
; ; ; : AppReel launch h hi
microdrama series of 50-100 episodes at dropping to as low as $20,000 per show O \UIeS 25 SIS AL VS
o oz : budget by hybridizing Al and live action
this industry average. — a 10x reduction. ety g
production.
SOURCE [29] SOURCE [33]
SOURCE [36]
i L .
29 Variety, "The Vertical Microdrama Boom," 2025. | 33 TheWrap / Yahoo Entertainment, "Vertical Micro-Dramas: An $8 Billion Business,” October 2025. | 36 Business Insider, "Micro- THE MICRODRAMA REVOLUTION 41

Dramas Are a $1.3B Business in the US," September 2025,



Risks & Constraints

aivanta

Risks, challenges & ¢

4 RISKS

RISK

Customer Acquisition Cost

Content Quality | Safety

Market Fragmentation

Market Hype vs. Sustainable
Growth

CHALLENGE

Leading platforms spend $1 on marketing for every $1
in revenue

Early microdramas featured low production values and
exploitative practices

22+ platforms competing; difficult for any single entrant
to scale

Investment velocity is outpacing market absorption;
platforms multiplying faster than audiences can

sustain

Sources: ESHAP [38], Variety (29, 32], Deadline [2, 40], Business Insider [31, 36], Sensor Tower [13], TheWrap [10, 33]

RESPONSE

Shift to organic/social-first distribution; brand-funded
content reduces CAC

Hollywood entry raises bar, SAG-AFTRAIWGA
agreements establish protections

Consolidation expected; brand relationships and quality
become differentiators

Early movers with proven unit economics and brand
relationships are best positioned to survive

consolidation

4 RISKS TRACKED
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Growth is expensive

For all the model's promise, platforms in China have run up high customer acquisition costs to gain and sustain popularity. This presents a challenge in the new
territories, where many potential fans have yet to even encounter the format.

/

N

RISK: Customer acquisition is expensive, retention is essential

Acquisition spend at some platforms has been reported to be approaching $1.3 billion, a figure that creates real structural pressure on
profitability!®8l. Early platforms that scaled acquisition faster than they held on to the audience have struggled to stay profitablel®'l.

OPPORTUNITY: Lean into other models

DramaBox reported $323 million in revenue and $10 million in net profit in 2024 by diversifying beyond IAP into advertising and subscriptions!3l.
Brands like P&G and Crocs bring their own audience infrastructure, reducing the need for customer acquisition spendingl* 1.,

/

38 Shapiro, E., "Microdrama-0-Rama," ESHAP Media, February 2026.| 31 Business Insider, "Micro-Dramas Face Reality Check After Buzzy US Arrival," January 2026.| 13 Sensor Tower, State
of Short Drama Apps 2025, 2025.| 4 Variety, "Procter & Gamble's Newest Soap Opera Tells Story in 55 Short Episodes Totaling 80 Minutes,” February 2026.] 1 Variety, "Crocs Take Step Into THE MIGRCBEMERNEVOLLITION i

Microdramas with CAA," February 2026.
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Craft is still catching up to format

The same production economics that make microdramas strategically attractive also make them easy to produce poorly. At one hundred titles a year, distribution of
quality has the capacity to be wide. And while the format has drawn genuine creative talent, it has also drawn operators who pursued the revenue opportunity
before understanding that the best entries in the format still require quality level craft.

4 )
RISK: Scaling volume without strong creative produces inconsistent output

Critics have described some series as overly formula-driven, with cliffhangers substituting for genuine narrative development(3¢l,
Writing, acting, and production quality varies significantly across the ecosystem due to prioritizing speed and volume over storytelling craft(®°],

OPPORTUNITY: Experienced entrants raise the quality floor

Bill Block's GammaTime has already released a series written by CSI creator Anthony Zuiker, bringing established Hollywood writing talent
directly into the vertical format(?. Fox Entertainment's commitment to 200+ titles through Holywater, combined with CAA's packaging
infrastructure and SAG-AFTRA's labor agreements, is building the professional scaffolding that separates durable entertainment categories from
short-lived content trends[33 -3,

N _ 7

36 Business Insider, "Micro-Dramas Are a $1.3B Business in the US," September 2025.| 38 C21 Media, "Microdrama Under the Microscope," 2025.| 2 Deadline, "Former Miramax Boss Bill THE MICRODRAMA REVOLUTION 44
Block Launches Micro-Drama Streaming Platform GammaTime with $14M in Funding," October 2025.| 33 TheWrap / Yahoo Entertainment, "Vertical Micro-Dramas: An $8 Billion Business,”
October 2025.| 1 Variety, "Crocs Take Step Into Microdramas with CAA," February 2026.| 3 Deadline, "SAG-AFTRA Micro-Drama Verticals Agreement,” October 2025.
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The (micro)streaming wars continue to play out

The vertical series platform landscape in the West looks a lot like streaming did a decade ago, with multiple players operating with divergent models and no clear
dominant force emerging.

/

N

RISK: No dominant platform means no clear place to build

ReelShort, DramaBox, and a growing field of competitors are operating different monetization models simultaneously. Pay-per-episode,
subscription, and ad-supported models are each in early stages('3l. Many traditional distributors are still on the sidelines, leaving the long-term
shape of the U.S. market uncertainf4°l,

OPPORTUNITY: Early relationships unlock strategic value that compounds after consolidation

Fox Entertainment took an equity stake in Holywater and committed to more than 200 titles over two years, securing both platform access and
content volume before the field narrowed!33l. That's the position late entrants won't be able to negotiate. Brands and studios that establish
platform relationships now, while the ecosystem is still fragmented and terms are still being set, will enter any post-consolidation landscape
from a position of incumbency rather than catch-up!'® 2,

N

v

13 Sensor Tower, State of Short Drama Apps 2025, 2025.| 40 Deadline, "Microdramas Go Global: Meet the New Wave of Vertical Video Creators," January 2026.| 33 TheWrap / Yahoo

Entertainment, "Vertical Micro-Dramas: An $8 Billion Business," October 2025.] 10 TheWrap, "Vertical Short Drarmas Are an $8 Billion Business,” 2025.| 2 Deadline, "Former Miramax Boss
Bill Block Launches Micro-Drama Streaming Platform GammaTime with $14M in Funding," October 2025.
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Market hype vs. sustainable growth

The verticals category is currently in a phase every major media format passes through before achieving maturity. When enthusiasm outpaces evidence and
platforms multiply faster than they can be sustained, it can be extremely difficult to predict which contenders will last and which will fall away.

4 ““
RISK: Investment velocity is outpacing market absorption
The entrance of major entertainment companies and investors has created a rush of new platforms and productions all competing for the same

audience at the same timel®’l. Analysts caution that a correction is likely as weaker platforms fail to sustain user growth and profitability — the
same cycle that played out in podcasting, streaming, and the creator economyf31l.,

OPPORTUNITY: Consolidation rewards early movers

DramaBox's $10 million net profit in 2024 demonstrates that sustainable unit economics are achievable — the platforms that get there first will
be the ones that survivel'3l. Brands and studios that enter now, before the field narrows, can help define the storytelling conventions, platform
relationships, and audience expectations that will govern the category after consolidation(2: 33l

N _ 7

37 Axios, "Holywater Raises $22M for Microdramas," January 15, 2026.| 31 Business Insider, "Micro-Dramas Face Reality Check After Buzzy US Arrival," January 2026. |13 Sensor Tower,
State of Short Drama Apps 2025, 2025.| 2 Deadline, "Former Miramax Boss Bill Block Launches Micro-Drama Streaming Platform GammaTime with $14M in Funding,” October 2025. | THE MIGROBERMERCVGLLTION e
33 TheWrap / Yahoo Entertainment, "Vertical Micro-Dramas: An $8 Billion Business," October 2025.




Listening to the Leaders aivanta

Publishers

The most revealing development in brand-funded
microdramas isn't coming from pure-play streaming
apps. It's coming from editorial brands that already
own the audience and have decided to build the show

themselves.

aivanta
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Publishers

“Eplsodlc storytelling is the f - an o
tin how brands connect W|th audlences Putting the faces behlnd

br ds Ilke PEOPLE InStyle and Byrdie front and center helps build a

ip with our audiences. These shows are

q ick to develop—we have nearlv a dozen in development, from a
reality competition show to spinoffs of The Fourth Wall—-and serve as
incubators for other initiatives such as podcasts and new tentpoles.”

— Leah Wyar, President of Entertainment, Beauty & Style Group at People Inc.
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People Inc.’s PEOPLE & InStyle Brands

aivanta

Across its Entertainment, Beauty & Style portfolio, People Inc. is approaching vertical storytelling the way a studio would approach a slate. PEOPLE's ‘The Fourth
Wall’ and InStyle's ‘The Intern’ and ‘The Boss’ are structurally distinct productions, but the logic connecting them is consistent: build episodic formats that
audiences choose to engage with and return to. We spoke with the team about how they’re building it.

How are you getting involved in the space?

We're investing in episodic, vertical video storytelling built specifically for
social platforms. Together, these projects reflect a broader strategy to
build repeatable, platform-native entertainment formats.

What will the subject matter or genre be?

The content is built to entertain first and foremost. InStyle's The Intern and
The Boss use a mockumentary sitcom format centered on workplace
chaos over polished perfection, while PEOPLE's The Fourth Wall is behind-
the-scenes editorial storytelling, giving audiences access to how major
celebrity and culture stories come together. The common thread across
all of itis personality-driven, episodic storytelling designed for social
viewing habits.

Who are you featuring?

We feature a mix of creators, editors, and celebrity talent depending on
the series. The Intern leans heavily on creators, The Boss features
celebrities and fashion tastemakers, and The Fourth Wall features PEOPLE
editors behind major stories. That mix allows each series to reach new
audiences through different talent ecosystems.

What are you excited by?

We're excited by the opportunity to build repeatable, social-first
entertainment franchises. Our shows are incubators for bigger initiatives
—we're already building spinoffs for The Fourth Wall, diving deeper into
topics our audience is most excited about. Audiences today are opening
their phones looking for entertainment in short windows of time, and
series like The Intern, The Boss, and The Fourth Wall meet them where
they already are.
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Building the Franchise, Not Just the Story
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AN_APP-EXCLUSIVE
REALTY SHOW

Epic m
Universe |

Opens

‘The Fourth Wall', Courtesy of People Inc.

<N

The Fourth Wall

PEOPLE's behind-the-
scenes editorial series gives

; audiences access to how

the brand's biggest celebrity
and culture stories come
together. With PEOPLE
editors as recurring on-
camera talent, it's
journalism as character-
driven storytelling. Debuts
exclusively on the People
App for 48 hours before
rolling out across social
platforms.

The Intern’, Courtesy of People Inc.

The Intern

A mockumentary sitcom
built for social, centered on
workplace chaos over
polished perfection. The
Intern leans heavily on
creator talent, connecting
the series to a broad range
of audience ecosystems
while keeping the format
feel native to the platforms
where it lives. Brand
partners have included
Fossil and e.L.f. Cosmetics.

'The Boss', Courtesy of People Inc.

INStyle

The Boss

InStyle's celebrity and
fashion-tastemaker-driven
companion to The Intern,
The Boss brings the same
mockumentary sensibility
to a higher-wattage cast.
Together, the two series
function as a franchise —
shared format logic,
distinct talent lanes, and a
growing slate of integrated
brand partners including
FX's The Beauty.

People Inc. has developed advertiser-friendly formats across its slate through integrated storytelling and native placements. Partners including Fossil, e.l.f. Cosmetics,
and FX's The Beauty have participated across seasons of The Intern and The Boss, in integrations that read as story rather than sponsorship by design.

FOSSIL -

BFAUTY
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Listening to the Leaders aivanta

Creators & Producers

The people building vertical series share a consistent
perspective. This isn't a delivery mechanism for shorter
content. It's a new structure for serialized storytelling,
and the craft logic that makes any great story work
applies here just as much as it does anywhere else.

aivanta
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Listening to the Leaders aivanta

Creators & Producers

"Viewers want f ) tent. Vertical is becoming
where these stories find their r

v M
s

— Scott Brown, Director and Vertical Storytelling Creator(41]

Brown's observation names something easy to miss in the format's data story: storytelling craft is migrating into mobile-native formats once dominated by
algorithmic content. The format isn't changing what audiences want from stories. It's changing where they find them.

41 Duanju News, "Scott Brown — Viewers Want Stories, Not Content," December 2025. THE MICRODRAMA REVOLUTION H2



Listening to the Leaders aivanta

Creators & Producers

“Vertical storytelling isn't n — it's creating a

de5|gned for the phone.”

— Bill Block, Founder, GammaTime; Former CEO, Miramax!2

Block didn't make a cautious bet. He raised $14 million and built a platform. When studio executives with his experience make that kind of move, the category has
already earned it.

2 Deadline, "Former Miramax Boss Bill Block Launches Micro-Drama Streaming Platform GammaTime with $14M in Funding," October 2025. THE MICRODRAMA REVOLUTION 53



Listening to the Leaders aivanta

Platforms & Brands

For the platforms and brands building strategy around
this format, the framing is consistent: microdramas
represent a structural evolution in the relationship
between storytelling, distribution, and monetization —
not an optimization of what already existed.

aivanta
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Listening to the Leaders aivanta

Platforms & Brands

Il unity here, and we really believe
that we're going to seize the moment.”

— Donna Speciale, President of U.S. Advertising Sales and Marketing, TelevisaUnivision!44]

The serialized narrative structure creates brand participation opportunities that are architecturally different from traditional advertising. The brand isn't buying
space next to a story. It's inside the story's world.

44 Hollywood Reporter, "TelevisaUnivision plans microdramas and YA Fest music event in upfront,” May 2025. THE MICRODRAMA REVOLUTION 55



Listening to the Leaders aivanta

Platforms & Brands

"This format gave us permission to lean into e N

about ﬁhat JCPennev h'as to offef."

— Marisa Thalberg, EVP and Chief Customer and Marketing Officer, Catalyst Brandsl'2]

These kinds of brand integrations demonstrate that the most effective efforts don't feel like advertising at all. Instead, they read to audiences as though the story
couldn't have happened without the product.

12 Variety, "Short-Form Microdramas Win Growing Advertiser Support at TelevisaUnivision,” December 2025. THE MICRODRAMA REVOLUTION 56



It’s Time to Pay Attention aivanta

Just a few years ago, vertical microdramas were a Chinese mobile curiosity. Today they are a global entertainment category with Fortune 500 brands, Hollywood
studio capital, and major talent agencies actively positioning inside the format.

For Brands & Agencies

The window for first-mover brand advantage in microdramas is closing. P&G, Crocs, JCPenney, and Maybelline have established early positioning (the latter based on
Aivanta's direct market observation). Brands with story-driven products (beauty, fashion, lifestyle, food & beverage) should evaluate microdrama partnerships as a
new content marketing channel. CAA's involvement signals agencies will increasingly package these deals. Key question: Is your brand narrative suited to 60-second
episodic storytelling with emotional hooks?

For Investors & Operators

Focus on platforms pursuing ad-supported and brand-funded models rather than pure pay-per-episode economics. DramaBox's profitability proves the model can
work with blended monetization. GammaTime's Hollywood pedigree and Holywater's Fox relationship represent differentiated bets. Production companies serving
brand clients (e.g., Pixie USA, dentsu Entertainment) may represent lower-risk category exposure.

For Media & Entertainment Companies

TelevisaUnivision's aggressive scaling (30 to 100 titles) provides a template for legacy media. The shift to vertical creates new inventory for upfront advertisers.
Companies with strong IP libraries (romance, drama, telenovela) should evaluate adaptation strategies. Production economics ($150K-$300K per series) make
experimentation low-risk relative to traditional development.
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It’s Time to Pay Attention aivanta

The economics enable real experimentation

The traditional pilot model concentrates investment risk by producing a single
full-cost episode that is then shopped to buyers. The microdrama model
derisks that approach entirely.

By producing multiple series simultaneously, watching audience data in real

time, and then getting behind what's working, every individual series, in
effect, functions as its own pilot.

The cost of being wrong

is no longer a reason not
to try.

A director monitors vertical screens on the set of a micro drama during a filming session at a
hospital in Zhengzhou, Henan province, China. Photo: Reuters
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It’s Time to Pay Attention
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Serialized storytelling builds a different
kind of brand engagement

A viewer who watches twenty episodes has spent more time inside a
brand's story world than they will spend watching that brand's entire
year of digital advertising, and they chose to be there. That combination
of duration, repetition, and voluntary engagement produces something
advertising can approximate but never fully replicate; genuine
familiarity. The audience doesn't just recognize the brand. They know it.

Image generated using Canva by Aivanta, 2026
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Serlallzed storytelllng builds

Serialized storytelling builds emotional familiarity with characters and story
worlds over multiple episodes, compounding rather than draining audience
interest. Brand presence becomes part of the narrative experience,
something audiences seek out rather than scroll past. As story worlds
extend across seasons, brand identity evolves from campaign-level
awareness to something more durable: a relationship with an audience that
has invested in the same characters and narrative arcs over time.
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It’s Time to Pay Attention
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The platform landscape is evolving quickly

The platform landscape won't look the same a year or two from now. The
fragmented ecosystem of competing apps and divergent monetization models is
an early-market condition, not a permanent state. Consolidation is coming. The
question is which archetypes survive it. The likely winners combine scaled
distribution, brand-partnership infrastructure, and storytelling quality. The likely
casualties will be those relying entirely on aggressive upfront acquisition without
developing the audience relationship depth that sustains retention.

Dedicated platforms like ReelShort and DramaBox have demonstrated strong
early revenue growth!'3l. Hybrid monetization approaches combining consumer
one-time payments, subscription, and brand partnerships are showing the most
resilient economics. Long-term success requires combining audience
acquisition efficiency, storytelling quality, and sustainable monetization.
Optimizing for any single dimension isn't enough. Distribution relationships built
now, before consolidation, carry strategic value that will be harder to negotiate
after the market settles.

Distribution, brand
partnerships, and storytelling

quality.

The platforms that
three are building the
category itself.

13 Sensor Tower, State of Short Drama Apps 2025, 2025.

THE MICRODRAMA REVOLUTION 60



It’s Time to Pay Attention
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The window is open now

First-mover positioning in an emerging entertainment category is fleeting. The
brands and studios that shaped the early podcast-era built audience
relationships and IP assets that later entrants had to pay significantly to acquire.
The same dynamic will apply to vertical microdramas, and the consolidation that
precedes it is already starting to take shape.

Major studios, creators, and brands are signaling growing institutional
confidence in the category's staying powerl2 371, The market is still fragmented
enough that early participants can help define storytelling conventions, platform
relationships, and audience expectations before they solidify. Early participation
creates assets — characters, story worlds, audience and relationships —that
appreciate in value as the category matures.

Microdramas are an opportunity to shape a new entertainment format. The rules
— the conventions, the economics, the audience expectations — are still being
written.

The window for early
positioning closes at

negotlated before
that moment is harder to
replicate after.

2 Deadline, "Former Miramax Boss Bill Block Launches Micro-Drama Streaming Platform GammaTime with $14M in Funding,” October 2025.| 37 Axios, "Holywater Raises $22M for THE MICRODRAMA REVOLUTION 61

Microdramas,” January 15, 2026.



Reasons to Believe aivanta

A new form of popu'ar entertqinment’ Vertical microdramas require new logic.
anew IOgiC fOf brands The format combines lean production economics, mobile-native

storytelling, and serialized narrative structures in ways that align precisely
with the emerging preferences of the audiences brands most want to reach.
It's built for the device they carry everywhere, optimized for the attention

This is ad . The organizations windows they have, and engineered to hold them across twenty episodes
e, e o when a compelling story is at stake.
that treat it like one will have a
al ' . over those that The scale is real. The institutional participation is real. The audience
on g® behavior is real. The $8 billion global market, the $350 million in U.S.
treat it llke anewc Clnnel. quarterly spending, the presence of CAA and SAG-AFTRA and Procter &

Gamble and veteran studio operators have collectively settled the question
of whether this format will growl'4 13.1.3]_ What remains is a more urgent
question: how quickly will the window for early positioning close, and will

Every medium that eventually becomes central to cultural life looks, for a the organizations best equipped to build inside this format recognize the
time, like it might not. The people who dismissed early television as radio moment before it passes?

with pictures, who saw podcasting as niche hobbyist audio, who treated

social video as a novelty before it became a trillion-dollar industry — they The brands that shape new media categories don't always do so because
weren't foolish. They were applying the pattern-recognition of the medium they were the most aggressive. They do so because they were the first to

they knew to a format that required new logic. understand what the format actually was.

14 TheWrap / Yahoo Entertainment, “Vertical Micro-Dramas Are an $8 Billion Business. Hollywood Is Finally Paying Attention," October 2025.| 13 Sensor Tower, State of Short Drama Apps THE MICRODRAMA REVOLUTION 62
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Methodology

aivanta

Research Framework

This report synthesizes industry reporting, market intelligence, and Al-
assisted research to analyze the emergence of the vertical microdrama
ecosystem and its implications for brands, creators, and media platforms.

Research Inputs

Industry reporting from Variety, Deadline, The Hollywood Reporter, Business
Insider, Axios, and TheWrap. Market intelligence and analytics from Sensor
Tower, Media Partners Asia, Omdia, InvestGame, and Business of Apps. Case
studies of brand-funded microdrama productions and platform launches.
Executive commentary from creators, producers, and industry analysts.

Analytical Approach

The analysis applies Aivanta's Five Structural Shifts Framework to interpret
emerging patterns across production economics, audience behavior,
platform monetization, and brand participation.

Al-Assisted Research

Artificial intelligence tools were used to assist with research aggregation,
trend synthesis, and early drafting. All strategic interpretation and editorial
judgment was conducted and validated by human researchers.

Research Period

Primary research and analysis conducted between September 2025 and
March 2026.
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Disclosure aivanta

People Incorporated

This Executive Intelligence Brief is sponsored by People Incorporated. As such, quotes, perspectives, and commentary from the organization are featured within
the presentation.

ReelShort

ReelShort has previously sponsored a Brand Storytelling event produced by AIVANTA. The research, analysis, and editorial perspectives in this report are
independent and were not influenced by that relationship.

Forward-Looking Statements

This report contains forward-looking statements and market projections, including estimates of future market size, revenue growth, and industry adoption. These
statements reflect the views of third-party analysts and research firms as cited throughout this report and are subject to significant uncertainties and risks that
could cause actual results to differ materially from those projected.

Aivanta makes no representation or warranty, express or implied, as to the accuracy, completeness, or reliability of any forward-looking statement or projection

contained herein. Readers should not place undue reliance on these statements. All projections are based on information available at the time of publication —
March 2026 — and Aivanta undertakes no obligation to update or revise any forward-looking statement to reflect subsequent events or circumstances.
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