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Investors should consider this report as only a single factor in making their investment decision.

Bright Mountain Media, Inc. Speculative Buy
John Nobile
BMTM $2.10 — (OTC) August 3, 2020
2018A 2019A 2020E 2021E
Revenues (million) $1.7 $7.0 $22.3 $34.0
Earnings (loss) per share $(0.10) $(0.04) $(0.14) $(0.10)
52-Week range $2.25 - $0.53 Fiscal year ends: December
Common shares out as of 6/29/20 107.8 million  Revenue per share (TTM) $0.10
Approximate float 65.0 million  Price/Sales (TTM) 21X
Market capitalization $226 million  Price/Sales (FY2021)E 6.8X
Tangible book value/share NMF  Price/Earnings (TTM) NMF
Price/tangible book value NMF  Price/Earnings (FY2021)E NMF

Headquartered in Boca Raton, Florida, Bright Mountain Media is an end-to-end digital media and advertising services company that
connects brands with targeted consumer demographics.

Key investment considerations:

We are initiating coverage of Bright Mountain Media, Inc. with a Speculative Buy rating and twelve-month price
target of $4.00 per share.

Bright Mountain operates in the fast growing digital advertising industry. While growth in the industry is
projected to be minimal in 2020 due to the adverse effects of the COVID-19 pandemic on ad spending, robust
growth is projected to return starting in 2021 (at a 21.1% rate) with average annual growth of almost 14%
projected to 2024 (source: eMarketer).

A significant competitive advantage for the company lies in its ability to eliminate the middlemen in the advertising
supply chain. With the company effectively replacing the middlemen in the advertising services process, the
company can achieve higher margins for both Bright Mountain and publishers by offering brands a more efficient
way to reach a target audience while maximizing revenue to publishers.

The company has experienced significant growth in its revenue over the past year driven by strong organic growth
and acquisitions. The June 2020 acquisition of Wild Sky Media should enable significant revenue growth to
continue throughout our forecast horizon.

We project 2020 revenue to more than triple to $22.3 million as increased political ad buying during this election
year and seven months of contribution firom the company’s acquisition of Wild Sky more than offset the adverse
effect on digital ad spending related to the COVID-19 pandemic. We project a net loss to common of $(0.14) per
share.

We project 2021 revenue to increase 52.7% to $34 million due to continued organic growth as the adverse
conditions from the COVID-19 pandemic ease and the company’s 2020 acquisition of Wild Sky contributes a full
year of revenue. We project the net loss to common narrowing to $(0.10) per share.

*Please view our disclosures on pages 16 - 18.
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Bright Mountain Media, Inc.
Recommendation and Valuation

We are initiating coverage of Bright Mountain Media, Inc. with a Speculative Buy rating and twelve-month
price target of $4.00 per share.

Bright Mountain operates in the fast growing digital advertising industry. While growth in the industry is
projected to be minimal in 2020 due to the adverse effect the COVID-19 pandemic is having on ad spending,
robust growth of 21.1% is projected to return starting in 2021 with average annual growth of almost 14%
projected to 2024 (source: eMarketer).

A significant competitive advantage for the company lies in its ability to eliminate the middlemen in the
advertising supply chain. With the company effectively replacing the middlemen in the advertising services
process, the company can achieve higher margins for both Bright Mountain and publishers by offering brands a
more efficient way to reach a target audience while maximizing revenue to publishers.

The company has experienced significant growth in its revenue over the past year driven by strong organic growth
and acquisitions. The June 2020 acquisition of Wild Sky Media should enable significant revenue growth to
continue throughout our forecast horizon.

Shares of BMTM are currently trading at a trailing-twelve-month P/S multiple of 21X. With the significant
increase in debt associated with the acquisition of Wild Sky, we believe investors are likely to accord a multiple
of 15X sales. Applying a multiple of 15X to our 2021 sales projection of $0.31 per share, discounted to account
for execution risks, we arrive at a 12-month price target of approximately $4.00 per share.

Organizational History

The organizational history and timeline of acquisitions of the company can be seen in the chart below:
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Source: Company Presentation

The company was organized as a Florida corporation in 2010 under the name Speyer Investment Advisors, Inc.
In 2012, the company changed its name to Speyer Investment Research, Inc. In 2014, as the company began
building its brand, it changed its name to Bright Mountain Holdings, Inc. In 2015 it changed its name to Bright
Mountain Acquisition Corporation and then to Bright Mountain Media, Inc. as it began implementing its strategy
to transform into a digital media company.
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Bright Mountain Media, Inc.

Historically, the company generated revenue from two segments, advertising and product sales. Revenue from
product sales included revenue from two websites that operated as e-commerce platforms, including Bright
Watches and Black Helmet, as well as Bright Watches’ retail location. In 2018, the company de-emphasized its
product sales and placed more emphasis on its advertising segment. Bright Mountain discontinued the operations
of Black Helmet and Bright Watches effective December 31, 2018. The decision to exit all components of the
product segment resulted in it being accounted for as discontinued operations.

Business

Headquartered in Boca Raton, Florida, Bright Mountain Media is an end-to-end digital media and advertising
services company that connects brands with targeted consumer demographics. The company’s assets include the
Bright Mountain Media ad network, MediaHouse (f/k/a NDN), Oceanside (f/k/a S&W Media), Wild Sky Media,
and 25 owned and/or managed Websites which are customized to provide the company’s users, including active,
reserve and retired military, law enforcement, first responders and other public safety employees with products,
information and news that may be of interest to them. The company also owns an ad network which was acquired
in September 2017.

Bright Mountain Media Ad Network Business

While the company is currently accessing third party real time bidding (RTB) platforms, it is also working on
developing its own proprietary RTB platform, display and video ad serving software, and header bidding
technology, as it moves to vertically integrate higher margin software products into its ad network business
model. Real-time bidding is a means by which advertising inventory is bought and sold on a per-impression basis
where advertising buyers bid on an impression and, if the bid is won, the buyer's ad is instantly displayed on the
publisher's site. Header bidding is RTB advertising technology that helps publishers receive bids from a
multitude of advertisers at the same time instead of presenting inventory in turns. The platform, which is the pre-
Alpha stage, is being developed for the company by AdsRemedy, a third party consulting firm that provides
support services.

The new platform’s capabilities will include server integration with several ad exchanges, making for extremely
quick ad deployments; leading targeting technology, allowing advertisers to pinpoint their marketing efforts to
reach various demographics across mobile, tablet, and desktop; being capable of handling any ad format,
including video, display, and native ads; ad serving and self-service features; and offer the ability for advertisers
and publishers to conduct private deals.

Wild Sky Media
In June 2020, the company acquired Wild Sky Media, an interactive media company that offers engaging content

and access to niche, multicultural audiences. Wild Sky Media is the home to parenting and lifestyle brands
CafeMom, Mom.com, LittleThings, Revelist, Babynamewizard, and MamasLatinas, reaching over 360 million
unique and diverse users annually. In 2019, Wild Sky generated total gross revenue of approximately $22.6
million with gross margins of over 50%.

MediaHouse Video Content Business

In November 2019, the company acquired News Distribution Network (NDN), a data-driven technology solution
for the syndication and monetization of contextually relevant, personalized premium video content. Following
the acquisition, NDN changed its name to MediaHouse. MediaHouse creates hundreds of millions of new video
streams and impression opportunities across online publishing destinations in the US. MediaHouse’s code has
been embedded in 4,700 premium newspaper, news media, magazine, television and radio sites allowing for the
unique insight into how a user is consuming and engaging in a page, video content, and advertising.
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Oceanside (f/k/a S&W Media) Programmatic Business

In August 2019, the company acquired Oceanside, a data-driven marketing company which utilizes programmatic
solutions for over the top (OTT), video and mobile advertising. Programmatic ad buying typically refers to the
use of software to purchase digital advertising, as opposed to the traditional process that involves human
negotiations and manual insertion orders. OTT advertising is delivered directly to viewers over the Internet
through streaming video services or devices, such as smart or connected TVs (CTV).

Oceanside provides technology for content creators to deploy, distribute, and monetize their content. Oceanside’s
algorithms are based on data, buying trends, and forecasts. Its self-service platform enables ease of use for its
advertising partners and its large scale video—serving system downloads and indexes terabytes of video content
from multiple sources and redistributes them to client applications including Roku, Android, Fire, and Apple-TV.
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The company plans to leverage the services offered to existing customers of Bright Mountain Media’s legacy
business, Wild Sky Media, MediaHouse, and Oceanside, across its combined customer base.

The company generates advertising services revenue ‘E‘

from advertisements (ad impressions) placed on its
owned and managed sites (see chart at right), as well
as from advertisements it places on partner websites,
for which it earns a share of the revenue. Revenue is
earned when the website visitors view or click the
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Bright Mountain Media, Inc.
Industry Overview

Bright Mountain operates in the digital advertising industry. [IBISWorld reports that over the past five years, the
digital ad industry has benefited from the rapid shift from traditional print advertising to digital advertisements.
Strong demand for digital advertising services from the retail, financial services, automotive and
telecommunication sector have bolstered industry revenue. As more consumers generate website traffic through
the use of smartphones and tablets, many businesses have purchased digital advertising services to build brand
awareness across multiple screens and platforms.

IBISWorld projects that many digital advertising agencies will attempt to implement tools that measure how an
advertising campaign drives customer purchasing behavior across numerous digital platforms. The industry has
contended with limited tools available to examine consumer demographics for individuals who may have
switched from one device to another, potentially

causing them to view an advertisement twice. The How Has the Forecast for Digital Ad Spending in the US
industry will benefit more from clients allocating their ~ Changed? 2019-2024

advertising budgets to advertisements that integrate 2/ons, March 2020 vs. June 2020

with numerous technologies, including smartphones,
tablets and computers.

$228.65

IBISWorld projects the digital advertising industry will
continue to grow through 2024 as more effective
advertising tools are developed to measure consumer
demographics.

The June 2020 report issued by research firm eMarketer ~ $132.46  $134.66

projected digital ad spending in the US to grow 1.7% to

$134.7 billion in 2020. In March 2020, eMarketer

projected revenue of $154.6 billion. The decline in 2019 2020 2021 2022 2023 2024
projections over the three month period stems from the  m march 2020 forecast I June 2020 forecast

adverse effects the COVID-19 pandemic is expected 10 Note: includes advertising that appears on desktop and laptop computers as

have on ad spending. Robust grovvth of 21.1% is well as mobile phones, tablets and other internet-connected devices, and
includes all the various formats of advertising on those platforms; includes

projected to return Starting in 2021 W!th an average s such as Facebook's News Feed Ads and Twitter's Promoted Tweets
annual growth rate of almost 14% projected to 2024  Source: eMarketer, June 2020

(see chart at right). T11104 www.eMarketer.com

Competition/Competitive Advantage

The internet and industries that operate through it are intensely competitive. Bright Mountain competes with
other companies that have significantly greater financial, technical, marketing, and distribution resources.
Competitors include Verizon Media, AppNexus, The Maven, and Praetorian Digital.

There are no assurances that the company will be able to effectively compete in its marketplace. Bright
Mountain’s websites, ad technology, and monetization solutions may not effectively compete with other
technologies and may be displaced by newer technology. Competition may result in price reductions, reduced
gross margins and loss of market share.

A significant competitive advantage of the company lies in its ability to eliminate the middleman in the
advertising supply chain (see chart at top of next page). Following is a brief description of the services offered by
each of the middlemen in a brand’s advertising campaign. The ad agency is engaged by a brand to create a digital
ad. A trading desk offers services such as planning, buying, managing and optimizing programmatic advertising
campaigns. Demand side platforms (DSPs) typically buy impressions from supply-side platforms (SSPs)/ad
exchanges via real-time bidding either on the open market or by private marketplace deals. Ad servers manage
and run online ad campaigns and make decisions on what ads to show on a website, then serve them.
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With the company effectively replacing the middlemen in the advertising services process, the company can
achieve higher margins for both Bright Mountain and publishers by offering brands a more efficient way to reach
a target audience while maximizing revenue to publishers.

Solution to eliminate “middleman” in the supply chain:
1. Provides higher margins for both Bright Mountain & publishers
2. Offers brands a more efficient way to reach a target audience

Brand Ad Agency Trading Desk PUb"s!"er
(XYZ Corp) (Website)
: Bright Mountain Media collects margin between ,’
I brand and publisher. Other benefits include: I _
e ! ' Publisher collects a fee of
with $1.00 to I * Fraud Prevention * Measurement & Analytics ] 50%, or $0.50 of the
spen d on — * Data Integration * Campaign Planning & Execution t—  original $1.00 to advertise
AhERTETE ) * Optimization = Access to 3rd Party Demand ] on their platform
I * Verification = Inventory Forecasting & Pricing 1 (compared to 50.30 +
I * Data-Driven Targeting * Portfolio Level Management I collected previously)
I * Yield Management = Audience Extension ! _
i /
S e e e e e e e e e e e e e e e e e e e e = = = — !

Source: Company Presentation

Strategy

Bright Mountain’s business strategy is to organically grow its existing Ad Network and owned and operated
Websites, as well as acquiring complementary businesses.

To implement this strategy, the company intends to internally develop software products that will vertically
integrate its business model through its own ad serving, header bidding, and RTB platform which should increase
sales and gross margins. Bright Mountain also intends to leverage its acquisition agreement with Spartan Capital
to help locate and introduce companies that will complement its business.

The company continues to automate its processes and reduce overhead. The streamlining of operations should not
have an adverse impact on its customer base.

Economic Outlook

In June 2020, the International Monetary Fund (IMF) changed its global economic growth estimates to a decline
of 4.9% for 2020 and growth of 5.4% for 2021, down from its April 2020 estimates calling for a decline of 3% for
2020 and growth of 5.8% for 2021. The revisions primarily reflect a more negative impact of the COVID-19
pandemic in 1H20 than originally anticipated and a more gradual recovery than previously forecast.

The IMF changed its economic growth estimate for the US to a decline of 8% for 2020 and growth of 4.5% for
2021. In April 2020, the IMF projected a decline in US growth of 5.9% for 2020 and growth of 4.7% for 2021.

The advance estimate of US GDP growth (released on July 30, 2020) showed the US economy decreased at an
annual rate of 32.9% in 2Q20, greater than the 5% decline reported in 1Q19. The 2Q20 US GDP estimate
primarily reflects decreases in consumer spending, exports, inventory investment, business investment, and
housing investment, partially offset by an increase government spending.

Taglich Brothers, Inc.
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Bright Mountain Media, Inc.
Projections

2020 Forecast - We project revenue to more than triple to $22.3 million as an increase in political ad buying
during this election year and seven months of contribution from the company’s June 2020 acquisition of Wild Sky
should more than offset the adverse effect on digital ad spending related to the COVID-19 pandemic. We project
a net loss to common of $15 million or $(0.14) per share.

We project gross margins of 37.9% versus 15.1% in 2019 due to the contribution of higher margin revenue from
Wild Sky. SG&A expenses are projected to increase 180% to $22.5 million due primarily to the acquisition of
Wild Sky in June 2020. We project an operating loss of $14 million versus a loss of $6.9 million due to higher
operating expenses partially offset by sales growth and gross margin expansion.

Interest expense (non-cash) is projected to increase to $574,000 from $20,000 due to an increase in debt. We
project a tax benefit of $65,000.

In 2020, we project $1.8 million cash used in operations from a cash loss of $12 million and a $10.1 million
decrease in working capital. The decrease in working capital primarily reflects an increase in payables partially
offset by an increase in receivables. Cash provided by financing of $2.1 million ($1.7 million from the issuance
of stock and $465,000 from PPP loan) should offset cash used in operations, increasing cash by $271,000 to $1.2
million at the end of 2020.

2021 Forecast - We project revenue to increase 52.7% to $34 million due to continued organic growth as the
adverse conditions from the COVID-19 pandemic ease and the company’s 2020 acquisition of Wild Sky
contributes a full year of revenue. We project the net loss to common narrowing to $11.3 million or $(0.10) per
share compared to a loss of $15 million or $(0.14) per share forecasted for 2020.

We project gross margins expanding to 40% from our projection of 37.9% in 2020 due to a full year’s
contribution of higher margin revenue from Wild Sky. SG&A expenses are projected to increase 4.5% to $23.5
million due primarily to a full year’s inclusion of Wild Sky offset in part by company efforts to control costs. We
project the operating loss narrowing to $9.9 million from our projected loss of $14 million in 2020 due to higher
sales and improving gross margins partially offset by higher operating expenses.

Interest expense (non-cash) should increase to $984,000 from our projected $574,000 in 2020 due to a full year of
interest payments on a higher average debt level. We project the company paying no taxes due to its large amount
of net operating loss carry forwards ($4.2 million as of December 31, 2019).

In 2021, we project $106,000 cash used in operations from a cash loss of $8.1 million and an $8 million decrease
in working capital. The decrease in working capital primarily reflects an increase in payables partially offset by
an increase in receivables. We project a $202,000 decrease in cash to $1 million at the end of 2021.

1Q20 and FY19 Financial Results

1Q20 — Revenues more than doubled to $2.3 million from $1.1 million. Bright Mountain reported a net loss to
common of $3.6 million or $(0.03) per share versus a net loss to common of $784,000 or $(0.01) per share. The
net loss in 1Q20 included a $64,000 or $0.00 per share tax benefit as a result of deferred tax liabilities associated
with acquisitions during the year.

The increase in revenue was attributable to approximately $1.2 million from the acquisition of Oceanside Media
in August 2019 and $373,000 from the acquisition of MediaHouse in June 2019. BMTM’s legacy revenues
decreased approximately $200,000 due to reduced advertising in the industry caused by the COVID-19 virus mid-
quarter.
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Gross profit more than doubled to $447,000 from $200,000 and gross margins improved to 19.7% from 18.4%.
SG&A expenses were up more than fourfold due primarily to acquisitions that were completed in 2019. The loss
from continuing operations increased nearly fivefold to $3.5 million from $710,000.

FY 2019 — Revenues increased nearly fourfold to $7 million from $1.7 million. Bright Mountain reported a net
loss to common of $3.7 million or $(0.04) per share versus a net loss to common of $5.3 million or $(0.10) per
share. The net loss in 2019 included a $3.5 million or $0.05 per share tax benefit as a result of deferred tax
liabilities associated with acquisitions during the year.

The $5.3 million increase in revenue came from $1.8 million of organic growth with the remaining $2.8 million
from the acquisition of Oceanside Media and $642,000 from the acquisition of MediaHouse. The organic growth
was due to increased activity with existing customers and the acquisition of significant key customers during
4Q109.

Gross profit nearly tripled to $1.1 million from $357,000 and gross margins decreased to 15.1% from 20.6%. The
decrease in gross margins was primarily due to the company offering publishers favorable payouts in an effort to
attract more publishers to its ad network. SG&A expenses more than tripled to $8 million from $3.5 million due
primarily to acquisitions that were completed in 2019. The loss from continuing operations more than doubled to
$6.9 million from $3.1 million.

Liquidity — As of March 31, 2020, Bright Mountain had $1.3 million cash, a current ratio of 0.5X, $320,000 of
total debt ($291,000 short-term) and 87% of assets are covered by equity.

In the first three months of 2020, the company’s cash burn of $2.2 million and a $789,000 decrease in working
capital resulted in $1.4 million cash used in operations. Offsetting cash used in operations was $1.7 million of
cash provided by financing activities (primarily from equity financing). Cash increased by $313,000 to $1.3
million as of March 31, 2020.

The company’s short-term debt consists of $165,000 of notes payable with no stated interest rate and matured on
September 19, 2018. The notes were not paid off by the maturity date due to pending litigation. Short-term debt
also consists of $125,000 outstanding of a premium finance loan payable in 10 equal monthly installments of
approximately $18,000. Long-term debt consists of $29,000 of 10% convertible promissory notes payable to
related party.

Bright Mountain’s equity includes approximately $80,000 par value of 10% convertible preferred stock
outstanding as of March 31, 2020.

During the period from April 1, 2020 through June 29, 2020 Bright Mountain sold approximately 1 million units
of its securities to 19 accredited investors in a private placement resulting in gross proceeds of $513,000. Each
unit was sold at $0.50 and consisted of one share of common stock and one five-year warrant to purchase one
share of common stock at an exercise price of $0.75 per share.

On April 24, 2020, Bright Mountain received loan proceeds of approximately $465,000 under the Paycheck
Protection Program (PPP) from the Coronavirus Aid, Relief, and Economic Security Act (CARES Act). The PPP
Loan has a two-year term and bears interest at a rate of 1% per annum. Monthly principal and interest payments
are deferred for six months after the date of disbursement. Under the terms of the CARES Act, PPP Loan
recipients can apply for and be granted forgiveness for all or a portion of loans granted under the PPP.

On June 1, 2020, Bright Mountain entered into a membership interest purchase agreement with Centre Lane
Partners Master Credit Fund Il, L.P. to purchase 100% of the membership interests of CL Media Holdings, LLC
(Wild Sky Media). Bright Mountain issued 2.5 million shares of its restricted common stock to Centre Lane and
Centre Lane issued a first lien senior secured credit facility which consisted of $15 million of initial indebtedness,
repayment of Wild Sky Media’s Fast Pay existing credit facility of approximately $900,000 and $500,000 of
expenses for a total of $16.4 million. The loan bears interest at a 6% payment-in-kind rate which will be added to
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the outstanding principal balance. Loan payments begin 18 months from the time of the acquisition and will be
amortized at a 10% rate.

Management

W. Kip Speyer, Chief Executive Officer, Chairman - Speyer has been CEO, president and chairman of the board
since May 2010 and has been serving as principal financial and accounting officer on an interim basis. He served
as a director, president and chief executive officer of Speyer Door and Window, LLC. Speyer had been a private
investor and was president and chief executive officer of Intelligent Systems Software, Inc. Speyer served as
chief executive officer of ICAD, Inc. and Galileo Corporation. Speyer serves as president of Leisegang Medical
Group. Prior to joining Galileo Corporation, Speyer founded Leisegang Medical, Inc. and served as its president
and chief executive officer. Bachelor of Science Degree in Business Administration from Northeastern
University. He is the father of Todd F. Speyer, chief operating officer — Bright Mountain, LLC and a director.

Greg Peters, President and Chief Operating Officer - Peters is a founder, chairman and chief executive officer of
Inform, Inc. Upon the acquisition of NDN in November 2019 became president and chief operating officer of the
Bright Mountain Media, Inc. Previously served as the president, CEO, and board member of Internap Network
Services Corporation and was vice president of International Operations for Advanced Fibre Communications and
Adtran. Held increasingly senior positions at AT&T Network Systems, the last being managing director of the
Middle East and Africa. Peters holds multiple issued patents (No. 8,364,693, No. 8,849,814 and No. 8,849,815)
focused on methods of searching, sorting and displaying video clips and sound files by relevance. Since
November 2011, he led a partnership with the National Center of Missing and Exploited Children
(www.missingkids.com). Earned a Bachelor of Business Administration in Finance & Accounting from the
University of Georgia and an MBA from Thunderbird. Continued his educational efforts in executive programs at
Harvard, Stanford and Columbia Universities.

Alan B. Bergman, Chief Financial Officer - Bergman has served as chief financial officer since July 2019. Prior
to joining the company, he provided financial and accounting services as a consultant. Previously served as vice
president finance of Greenlane Holdings, Inc. and controller for Boston Proper LLC. Bergman served as
controller for Woodfield Distribution, LLC and as vice president of finance for Latitude Solutions, Inc.
transitioning into director of finance for Walking Tree Farms. He was an audit manager with Mallah Furman &
Co., a PCAOB-registered accounting firm which was acquired by EisnerAmper LLP in 2015, where he planned,
performed and supervised financial statement audits in accordance with GAAP, GAAS and the Sarbanes Oxley
Act of 2002. Was a senior auditor with Weinberg & Company, P.A., a PCAOB-registered accounting firm, where
he planned and performed financial statement audits in accordance with GAAP, GAAS and the Sarbanes Oxley
Act of 2002. Began his accounting career with Deloitte & Touche LLP. Since 2004, Bergman is a certified
public accountant and has served as an adjunct professor at Florida Atlantic University and Millennia Atlantic
University. Holds a B.S. in Finance from the University of Tampa and a Master of Accounting from the
University of Miami.

Risks
In our view, these are the principal risks underlying the stock.

History of losses, going concern —The company has a history of substantial and recurring losses from operations,
which losses have caused an accumulated deficit of $23.9 million at March 31, 2020. There are no assurances
that BMTM will be able to significantly increase its revenues and gross profit to a level which supports profitable
operations and provides sufficient funds to pay its operating expenses and other obligations as they become due.
These factors, among others, raise substantial doubt about the company’s ability to continue as a going concern.

Pandemic concerns — COVID-19 has caused a pause in marketing campaigns by a limited number of the
company’s clients. BMTM has closed a number of its offices in response to the virus and has issued a work from
home policy to protect its employees and their families from potential virus transmission among co- workers. The
company expects advertising revenue could vary dramatically depending on the industry.
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BMTM maintains long-standing relationships with Yahoo!, Google and others that provide access to hundreds of
thousands of advertisers from which most of its real time bidding and digital publishing revenue originates. Any
adverse impact on the operations of those companies would have a correspondingly adverse impact on BMTM’s
revenue.

Dependence on a limited number of customers - Revenue from one large customer accounted for approximately
13% of BMTM’s 2019 revenue. The loss of this customer could have a material adverse impact on the
company’s financial results. During 2019, the company acquired both S&W and MediaHouse, each with their
own customer base. Historically, the average customer life for S&W and MediaHouse are 2.5 and 4 years,
respectively.

Seasonality - Typically advertising technology companies report a material portion of their revenues during the
fourth calendar quarter as a result of holiday related ad spend. Because of seasonal fluctuations, there can be no
assurance that the results of any particular quarter will be indicative of results for the full year or for future years.

Acquisition risks - A significant element of the company’s growth strategy has been to acquire companies which
complement its business. The process to undertake a potential acquisition can be time-consuming and costly. If
the company is successful in acquiring additional companies, there are no assurances that the operations of these
businesses will be successfully integrated and enhance BMTM’s financial condition.

Technology obsolescence - If the company’s websites do not work as intended, or if BMTM is unable to upgrade
the functionality of its Websites as needed to keep up with the rapid evolution of technology for content delivery,
the Websites may not operate properly. Additionally, software product design, development and enhancement
involve creativity, expense and the use of new development tools and learning processes. Delays in software
development processes are common, as are project failures, and either factor could have an adverse impact on the
company’s business.

Third-party advertising risks - The company displays pay-per-click, banner, cost per acquisition, direct, and other
forms of advertisements to users that come from third-party ad networks where BMTM does not control the
content and functionality of such advertisements. The inability to monitor and control the types of advertisements
that get displayed to users could have a material adverse effect on its business.

Material weakness in internal controls over financial reporting — As of March 31, 2020, the company’s
disclosure controls and procedures over financial reporting were deemed not effective which resulted in the
company not being able to timely file its quarterly report. BMTM has implemented changes and will continue to
monitor its internal control over financial reporting on an ongoing basis and is committed to taking further action
and implementing additional enhancements or improvements, as necessary and as funds allow. The company
does not expect that the material weaknesses in its disclosure controls will be remediated until such time as it has
added to its accounting and administrative staff.

Potential dilution — The company has preferred stock, convertible notes, and options and warrants to purchase
approximately 43% of currently outstanding BMTM common stock which could have a dilutive effect on existing
shareholders.

Significant insider ownership - As of May 14, 2020, Mr. W. Kip Speyer, Chief Executive Officer and Chairman
of the Board, together with members of the board of directors and a principal shareholder, beneficially own
approximately 28.9% of BMTM’s total outstanding shares of common stock. As a result, Mr. Speyer and the
board may be able to control all matters requiring shareholder approval, including the election of directors and
approval of mergers and other significant corporate transactions.

Taglich Brothers, Inc.
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Bright Mountain Media, Inc.

Liquidity risk - Shares of Bright Mountain Media have risks common to those of the microcap segment of the
market. Often these risks cause microcap stocks to trade at discounts to their peers. The most common of these
risks is liquidity risk, which is typically caused by small trading floats and very low trading volume and can lead
to large spreads and high volatility in stock price. There are 65 million shares in the float and the average daily
volume is approximately 1,400 shares.

Miscellaneous risk - The company's financial results and equity values are subject to other risks and uncertainties
including competition, operations, financial markets, regulatory risk, and/or other events. These risks may cause
actual results to differ from expected results.

Taglich Brothers, Inc.
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Bright Mountain Media, Inc.

Consolidated Balance Sheets

(in thousands $)

2018A 2019A 3/20A 2020E 2021E
Cash and cash equivalents 1,042 957 1,270 1,228 1,026
Accounts receivable 562 3,997 3,208 6,495 9,917
Note receivable 19 64 38 38 38
Prepaid expenses and other current assets 611 753 485 485 485
Current assets - discontinued operations 240 2 - - -
Total current assets 2,474 5,773 5,001 8,247 11,465
Property and equipment 5 30 26 125 110
Website acquisition assets 114 49 35 35 35
Intangible assets 221 19,611 18,672 27,672 27,672
Goodwill 989 53,647 53,647 61,647 61,647
Prepaid services/consulting agreements 1,163 913 775 775 775
Right of use asset - 398 348 348 348
Other assets - 36 95 95 95
Other assets - discontinued operations 60 - - - -
Total assets 5,026 80,457 78,599 98,944 102,147
Accounts payable 655 8,358 8,152 20,351 31,733
Accrued expenses 465 3,228 894 2,227 3,400
Accrued interest to related party 1 6 9 9 9
Premium finance loan payable 93 180 125 125 125
Deferred revenues 4 7 19 19 19
Long-term debt - current portion 230 165 165 165 165
Operating lease liability - current portion - 212 215 215 215
Current liabilities - discontinued operations 144 1 - - -
Total current liabilities 1,592 12,157 9,579 23,111 35,666
Long-term debt to related parties 11 26 29 29 29
Long-term debt - - - 17,455 18,439
Deferred tax liability - 582 517 517 517
Operating lease liability - 198 131 131 131
Total liabilities 1,603 12,963 10,256 41,243 54,782
Convertible preferred stock 68 80 80 80 80
Total stockholders' equity 3,423 67,494 68,343 57,701 47,365
Total liabilities & stockholders' equity 5,026 80,457 78,599 98,944 102,147

* 2020 includes $4.2 million additional paid-in capital related to stock issued for services

Source: Company filings and Taglich Brothers' estimates

Taglich Brothers, Inc.
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Bright Mountain Media, Inc.

Income Statements for the Fiscal Years Ended
(in thousands $)

2018A 2019A 2020E 2021E

Revenue 1,735 6,999 22,270 34,000
Cost of revenue 1,378 5,942 13,823 20,400
Gross profit 357 1,057 8,447 13,600
SG&A 3,495 8,001 22,479 23,500
Operating income/(loss) (3,138) (6,944) (14,032 (9,900)
Interest income 3 47 40 40
Gain on settlement of liability - 124 - -
Other income (expense) (579) - - -
Interest (expense) (46) (20) (574) (984)
Interest expense-related party (371) (19) (8) (8)
Income/(loss) before taxes (continuing ops) (4,131) (6,812) (14,574) (10,852)
Income/(loss) before taxes (discontinued ops) (2,093) (137) - -
Net income/(loss) before taxes (5,224) (6,949) (14,574) (10,852)
Income (tax)/benefit - 3,547 65 -
Net income/(loss) (5,224) (3,402) (14,509) (10,852)
Preferred stock dividends 112 319 472 472
Net income/(loss) to common shareholders (5,336) (3,721) (14,981) (11,324)
EPS (continuing operations) (0.08) (0.04) (0.14) (0.10)
EPS (discontinued operations) (0.02) - - -

EPS (0.10) (0.04) (0.19) (0.10)
Shares Outstanding 51,560 69,402 109,250 110,300

Margin Analysis

Gross margin 20.6% 15.1% 37.9% 40.0%
SG&A 201.4% 114.3% 100.9% 69.1%
Operating margin (180.9)% (99.2)% (63.00%  (29.1)%
Tax rate 0.0% (51.0)% (0.4)% 0.0%

Year / Year Growth
Total Revenues 303.4% 218.2% 52.7%

Source: Company filings and Taglich Brothers' estimates

Taglich Brothers, Inc.
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Bright Mountain Media, Inc.

Quarterly Income Statements 2019A - 2021E
(in thousands $)

3/19A 6/19A 9/19A 12/19A 2019A 3/20A 6/20E 9/20E 12/20E 2020E 3/21E 6/21E 9/21E 12/21E 2021E
Revenue 1,085 716 2,113 3,085 6,999 2,270 3,000 7,500 9,500 22,270 5,500 7,200 10,000 11,300 34,000
Costof revenue 885 555 1,433 3,069 5,942 1,823 1,800 4,500 5,700 13,823 3,300 4,320 6,000 6,780 20,400
Gross profit 200 161 680 16 1,057 447 1,200 3,000 3,800 8,447 2,200 2,880 4,000 4520 13,600
SG&A 916 804 2,734 3,547 8,001 3,979 5,000 7,000 6,500 22,479 6,250 6,000 5,750 5500 23,500
Operating income/(loss) (716) (643) (2,054) (3,531) (6,944) (3,532) (3,800) (4,000) (2,700) (14,032) (4,050) (3,120) (1,750) (980)  (9,900)
Interestincome 6 15 16 10 47 10 10 10 10 40 10 10 10 10 40
Gain on settlement of liability 122 - - 2 124 - - - - - - - - - -
Other income (expense) - 2 - ) - - - - - - - - - - -
Interest (expense) @ - ) (12) (20) - (82) (246) (246) (574) (246) (246) (246) (246) (984)
Interest expense-related party (6) (6) (5) (2) (19) (2) (2) (2) (2) (8) (2) (2) (2) (2) (8)
Income/(loss) before taxes (continuing ops) (595) (632) (2,050) (3,535) (6,812) (3,524) (3,874) (4,238) (2,938) (14,574) (4,288) (3,358) (1,988) (1,218) (10,852)
Income/(loss) before taxes (discontinued ops) (115) (72) 14 36 (137) - - - - - - - - - -
Netincome/(loss) before taxes (710) (704) (2,036) (3,499) (6,949) (3,524) (3,874) (4,238) (2,938) (14,574) (4,288) (3,358) (1,988) (1,218) (10,852)
Income (tax)/benefit - - - 3,547 3,547 65 - - - 65 - - - - -
Netincome/(loss) (710) (704) (2,036) 48 (3,402) (3459) (3,874) (4,238) (2,938) (14,509) (4,288) (3,358) (1,988) (1,218) (10,852)
Preferred stock dividends 74 1 53 191 319 118 118 118 118 472 118 118 118 118 472
Netincome/(loss) to common shareholders (784) (705) (2,089) (143) (3,721) (3,577) (3,992) (4,356) (3,056) (14,981) (4,406) (3,476) (2,106) (1,336) (11,324)
EPS (continuing operations) (0.01) (0.01) (0.03) (0.00) (0.04) (0.03) (0.04) (0.04) (0.03) (0.14) (0.04) (0.03) (0.02) (0.01) (0.10)
EPS (discontinued operations) (0.00) (0.00) (0.00) 0.04 - - - - - - - - - - -
EPS (0.01) (0.01) (0.03) (0.00) (0.04) (0.03) (0.04) (0.04) (0.03) (0.14) (0.04) (0.03) (0.02) (0.01) (0.10)
Shares Outstanding 62,901 64,369 64,267 86,070 69,402 106,099 110,300 110,300 110,300 109,250 110,300 110,300 110,300 110,300 110,300
Margin Analysis
Gross margin 18.4% 225% 32.2% 0.5% 15.1% 19.7% 40.0% 40.0% 40.0% 37.9% 40.0% 40.0% 40.0% 40.0% 40.0%
SG&A 84.4% 112.3% 129.4% 115.0% 1143% 1753% 166.7% 93.3% 68.4% 100.9% 113.6% 83.3% 57.5% 48.7% 69.1%
Operating margin (66.0)% (89.8)% (97.2)% (1145)% (99.2)% (155.6)% (126.7)% (53.3)% (28.4)% (63.0)% (73.6)% (43.3)% (17.5)% -8.7% (29.1)%
Taxrate 0.0% 0.0% 0.0% (101.4)% (51.0)% (1.8)% 0.0% 0.0% 0.0% (0.4)% 0.0% 0.0% 0.0% 0.0% 0.0%
Year / Year Growth
Total Revenues 303.4% 109.2% 319.0% 2549% 207.9% 2182% 1423% 140.0% 33.3% 18.9% 52.7%

Source: Company filings and Taglich Brothers' estimates

Taglich Brothers, Inc.
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Bright Mountain Media, Inc.

Statement of Cash Flows for the Periods Ended

(in thousands $)

Net income/(loss)

Loss attributable to discontinued operations
Depreciation

Amortization of debt discount

Amortization

Loss on extinguishment of convertible debt
Impairment on tradename

Gain on settlement of liability

Stock option compensation expense
Common stock and warrants issued for services
Gain on sale of fixed assets

Non-cash interest expense

Non-cash acquisition fee

Change in deferred taxes

Provision for bad debt

Cash earnings (loss)

Changes in assets and liabilities
Accounts receivable

Prepaid expenses and other current assets
Prepaid services/consulting agreements
Other assets

ROU asset and lease liability

Accounts payable

Accrued expenses

Accrued interest-related party

Deferred revenues

(Increase) decrease in working capital
Cash provided by (used in) continuing operations
Cash provided by (used in) discontinued operations

Net cash provided by (used in) operations

Proceeds from sale of property and equipment
Cash paid for property and equipment

Cash paid for website acquisitions

Cash proceeds from acquisitions of subsidiaries

Net cash provided by (used in) investing

Proceeds from issuance of common stock
Proceeds from issuance of preferred stock
Increase in insurance premium notes payable
Dividend payments

Principal payment on notes payable

Note receivable funded

Proceeds from repayment of note receivable
Proceeds from PPP loan

Proceeds from long-term debt-related parties

Net cash provided by (used in) financing

Net change in cash (continuing operations)
Net change in cash (discontinued operations)
Net change in cash

Cash - beginning of period

Cash - end of period

Source: Company filings and Taglich Brothers' estimates

2018A  2019A 3M20A _ 2020E _ 2021E
(5,224)  (3,402)  (3,459) (14,509) (10,852)
1,093 137 - - -
13 10 5 56 82
207 14 3 12 12
190 688 953 688 688
579 - - - -
- 32 - - -
- (124) - - -
24 46 37 148 148
8 141 92 368 368
&) - - - -
- - - 574 984
- - 275 275 -
- (3,547) (64) (64) -
322 505 - 500 500
(2,789)  (5,500)  (2,158) (11,952)  (8,070)
54 ) 790  (2,498)  (3,421)
(931) 295 314 268 -
- 110 93 138 -
24 - (59) (59) -
- (191) (15) 9) -
(232) 160 (206) 11,993 11,383
178 2,433 (142) 301 2
1 6 2 3 -
(6) 4) 12 12 -
(912) 2,807 789 10,148 7,964
(3,701)  (2,693)  (1,369)  (1,804) (106)
(269) 23 - - -
(3,970)  (2,670)  (1,369)  (1,804) (106)
15 - - - -
(1) (11) - - -
- (8) - - -
- 717 - - -
14 698 - - -
5,141 1,645 1,735 1,735 -
450 600 - - -
29 87 - - -
(112) (319) (24) (96) (96)
(594) (65) (54) (54) -
(75) (181) - - -
- 136 25 25 -

- - - 465
80 - - - -
4,919 1,903 1,682 2,075 (96)
963 (69) 313 271 (202)
(22) (16) - - -
941 (85) 313 271 (202)
101 1,042 957 957 1,228
1,042 957 1,270 1,228 1,026

Taglich Brothers, Inc.



Bright Mountain Media, Inc.

Price Chart
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Bright Mountain Media, Inc.

Important Disclosures

As of the date of this report, we, our affiliates, any officer, director or stockholder, or any member of
their families do not have a position in the stock of the company mentioned in this report. Taglich
Brothers, Inc. does not currently have an Investment Banking relationship with the company mentioned
in this report and was not a manager or co-manager of any offering for the company within the last three
years.

All research issued by Taglich Brothers, Inc. is based on public information. The company paid a
monetary fee of $4,500 (USD) in July 2020 for the creation and dissemination of research reports for the
first three months. After the first three months from initial publication, the company will pay a monthly
monetary fee of $1,500 (USD) to Taglich Brothers, Inc., for a minimum of twelve months for the
creation and dissemination of research reports.

General Disclosures

The information and statistical data contained herein have been obtained from sources, which we believe
to be reliable but in no way are warranted by us as to accuracy or completeness. We do not undertake to
advise you as to changes in figures or our views. This is not a solicitation of any order to buy or sell.
Taglich Brothers, Inc. is fully disclosed with its clearing firm, Pershing, LLC, is not a market maker and
does not sell to or buy from customers on a principal basis. The above statement is the opinion of
Taglich Brothers, Inc. and is not a guarantee that the target price for the stock will be met or that
predicted business results for the company will occur. There may be instances when fundamental,
technical and quantitative opinions contained in this report are not in concert. We, our affiliates, any
officer, director or stockholder or any member of their families may from time to time purchase or sell
any of the above-mentioned or related securities. Analysts and members of the Research Department are
prohibited from buying or selling securities issued by the companies that Taglich Brothers, Inc. has a
research relationship with, except if ownership of such securities was prior to the start of such
relationship, then an Analyst or member of the Research Department may sell such securities after
obtaining expressed written permission from Compliance.

Analyst Certification

I, John Nobile, the research analyst of this report, hereby certify that the views expressed in this report
accurately reflect my personal views about the subject securities and issuers; and that no part of my
compensation was, is, or will be, directly, or indirectly, related to the specific recommendations or views
contained in this report.

Public companies mentioned in this report:

Adtran Inc. (NASDAQ: ADTN)
Apple Inc. (NASDAQ: AAPL)

AT&T Inc. (NYSE: T)

Icad Inc. (NASDAQ: ICAD)

Roku Inc. (NASDAQ: ROKU)
Verizon Communications (NYSE: VZ)

Taglich Brothers, Inc.
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Bright Mountain Media, Inc.

Meaning of Ratings

Buy — The growth prospects, degree of investment risk, and valuation make the stock attractive relative to the
general market or comparable stocks.

Speculative Buy — Long term prospects of the company are promising but investment risk is significantly higher
than it is in our BUY-rated stocks. Risk-reward considerations justify purchase mainly by high risk-tolerant
accounts. In the short run, the stock may be subject to high volatility and could continue to trade at a discount to
its market.

Neutral — Based on our outlook the stock is adequately valued. If investment risks are within acceptable
parameters, this equity could remain a holding if already owned.

Sell — Based on our outlook the stock is significantly overvalued. A weak company or sector outlook and a high
degree of investment risk make it likely that the stock will underperform relative to the general market.

Discontinued — Research coverage discontinued due to the acquisition of the company, termination of research
services (includes non-payment for such services), diminished investor interest, or departure of the analyst.

Some notable Risks within the Microcap Market

Stocks in the Microcap segment of the market have many risks that are not as prevalent in Large-cap, Blue
Chips or even Small-cap stocks. Often it is these risks that cause Microcap stocks to trade at discounts to
their peers. The most common of these risks is liquidity risk, which is typically caused by small trading
floats and very low trading volume which can lead to large spreads and high volatility in stock price. In
addition, Microcaps tend to have significant company specific risks that contribute to lower valuations.
Investors need to be aware of the higher probability of financial default and higher degree of financial
distress inherent in the microcap segment of the market.

From time to time our analysts may choose to withhold or suspend a rating on a company. We continue to publish
informational reports on such companies; however, they have no ratings or price targets. In general, we will not
rate any company that has too much business or financial uncertainty for our analysts to form an investment
conclusion, or that is currently in the process of being acquired.

Taglich Brothers, Inc.
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