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Disclaimer

THE INFORMATION CONTAINED IN THIS PRESENTATION IS STRICTLY CONFIDENTIAL. ACCORDINGLY, THE INFORMATION INCLUDED HEREIN MAY NOT BE REFERRED TO, QUOTED OR OTHERWISE DISCLOSED BY YOU,
NEITHER DIRECTLY OR INDIRECTLY NOR WHOLLY OR PARTLY. BY REVIEWING THIS INFORMATION, YOU ARE ACKNOWLEDGING THE CONFIDENTIAL NATURE OF THIS INFORMATION AND ARE AGREEING TO ABIDE BY THE
TERMS OF THIS DISCLAIMER. THIS CONFIDENTIAL INFORMATION IS BEING MADE AVAILABLE TO EACH RECIPIENT SOLELY FOR ITS INFORMATION AND IS SUBJECT TO AMENDMENT.

This company presentation, which should be understood to include these slides, their contents or any part of them, any oral presentation, any question or answer session and any written or oral materials discussed or
distributed during a company presentation (the "Investor "), has been prepared by Verve Group SE ("Verve" or the "Company"), to be used solely for a company presentation. Verve does not accept any responsibility
whatsoever in relation to third parties. This Presentation may not, without the prior written consent of the Company be copied, passed on, reproduced or redistributed, directly or indirectly, in whole or in part, or disclosed by
any recipient, to any other person, and it may not be published anywhere, in whole or in part, for any purpose or under any circumstances. By attending a meeting where this Presentation is presented or by accessing
information contained in or obtained from the Presentation, including by reading this Presentation, you agree to be bound by the limitations and notifications contained herein.

This Investor Presentation does not constitute or form part of, and should not be construed as, any offer, invitation, solicitation or recommendation to purchase, sell or subscribe for any securities in any jurisdiction and the
Presentation does not constitute, and should not be considered as, a prospectus within the meaning of Regulation (EU) 2017/1129 of the European Parliament and of the Council of 14 June 2017 (the "Prospectus Regulation")
and does not constitute an offer to acquire securities in the Company. The Presentation is intended to present background information on the Company, its business and the industry in which it operates and is not intended
to provide complete disclosure. The information should be independently evaluated and any person considering the Company is advised to obtain independent advice as to the legal, tax, accounting, financial, credit and
other related advice prior to proceeding with any interest. Prospective investors should not treat the contents of the Presentation as a advice relating to any matters, including legal, taxation or investment. This Presentation
has not been approved or reviewed by any governmental authority or stock exchange in any jurisdiction. The shares in the Company have not been, and will not be, registered under the United States Securities Act of 1933,
as amended (the "Securities Act"), or under any of the relevant securities laws of any state or other jurisdiction of the United States of America.

Certain information contained herein has been obtained from published sources prepared by other parties that the Company has deemed to be relevant and trustworthy. No warranty, express or implied, is made by the
Company as to the accuracy, completeness or verification of any information contained in the Presentation. The Company has not made any independent review of information based on public statistics or information from
an independent third party regarding the market information that has been provided by such third party, the industry or general publications.

Statements in the Presentation, including those regarding the possible or assumed future or other performance of the Company or its industry or other trend projections, constitute forward-looking statements. By their
nature, forward-looking statements involve known and unknown risks, uncertainties, assumptions and other factors as they relate to events and depend on circumstances that will or may occur in the future, whether or not
outside the control of the Company. No assurance is given that such forward-looking statements will prove to be correct. No one should place undue reliance on forward-looking statements. They speak only as at the date
of this Presentation and the Company does not undertake any obligation to update these forward-looking statements. Past performance does not guarantee or predict future performance. Moreover, the Company does not
undertake any obligation to review, update or confirm expectations or estimates or to release any revisions to any forward-looking statements to reflect events that occur or circumstances that arise in relation to the
content of the Presentation.

This Presentation as well as any other information provided by or on behalf of the Company in connection herewith shall be governed by Swedish law. The courts of Sweden, with the District Court of Stockholm as the first
instance, shall have exclusive jurisdiction to settle any conflict or dispute arising out of or in connection with this Presentation or related matters.
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At Todays Capital Markets Day...

We inform you about what
we have achieved at Verve
since CMD 2023

Commercial Update
Financial Update

Jun Group becomes part of Verve

Experts will give you an
overview of what is
happening in the industry

State of the advertising market

Al, Gen-Al and Al-Cloud
development

Privacy and targeting

We explain what is behind
our mission “Let's make
media better.” and how we
plan to drive strong
ongoing organic growth

Better Outcomes for publishers
Better outcomes for advertisers
Responsible media

Emerging channels
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Part One
Verve Business Update
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Introduction &
Commercial Update

Remco Westermann, CEO Verve
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A strong Q2’24

We continued our strong growth
path, outperformed the market,
being in the top tier of the sector

26% 30%
Adj. EBITDA
Margin

37%

Organic Adj. EBITDA

Growth

2.8x +33% 9%
Leverage Software Adj. Net
Ratio Clients! Result Margin

Strong ongoing organic revenue growth and margin
expansion lead to strong increase of EBITDA

Let’s make media better.

\‘

Notes: (1) includes demand and supply partners > USD 100k gross revenues per year



Highlights in Q2

01| Rebranding to
Verve: one company,
one brand. Clarity
and efficiency gains

04 | More supply
and data + Al plat-
form optimizations
improved targeting,
driving revenues

~

02 | Strong new
customer growth as
well as scaling of
existing customer
base

- J

\_ J

05 | Strengthening
our demand side
and adding critical
mass by acquiring
Jun Group

03 | Profiting from
the market shift to
more privacy, due to
e.g. ATOM, SKAN
and Moments.Al

@ )

06 | Improving our
capital structure and
decreasing pro
forma leverage to
2,4x

- J
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Strong Growth Path:
Building a Leading Media & Advertising Company

400-420 €m

Revenue Guidance
2024

Il Revenue
I Adj. EBITDA

In € millions
125-135 €m
322 Adj. EBITDA
Guidance 2024
140
4 45 )
i e’ DS FER 18 29

2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 E2024

E— G:l] - \verve —
Roll-Up Gaming; Strategic decision to ) Completion of the
Started as pure- 25+ game establish a strong Media revenues transformation to a
games company acquisitions organic growth driver NI games media company.
in 2012 that offers synergies BYAAES lin 207 Strong position as ad-
with the gaming and are the main tech platform geared
segment: digital driver of organic for organic growth
advertising growth of 38% \‘



Board with Extensive Media / Tech Expertise and Experience

Holdings: Holdings: Holdings: : S .
- 1,209,228 shares and O N/A N/A » ; 457' 8947 <hares
500,000 ESOP 4 s

3 Experience: . Experience: and 500,000 ESOP

Experience: HUFFPOST. \ N Experience:
‘ ‘ mobilcomm CXITEO QE;;; - BNP PARIBAS

Tobias M. Weitzel Greg Coleman Peter Huijboom Elizabeth Para
(Independent) (Independent) (Independent) (Independent)

Chairman (2022) and Member Member of the Board (2024) Member of the Board (2024) Member of the Board (2020)
of the Board (2018)

4,900 | 4,625 45,520,587

Experience: Experience: _7/ Experience:
4 4 Q@ ‘ ‘3 TeliaSonera

GP.Bullhound tyssenioupp

nucera

Holdings: Holdings: & : Holdings:

Johan Roslund Franca Ruhwedel Remco Westermann
(Independent) (Independent) (Dependent)

Member of the Board (2022) Member of the Board (2022) Memk(aer o1; the Board (2012)
CEO (2012)




A Strong Team Driving our Mission Globally

Alex, CCO

EUROPE
13%

Revenue

NORTH
AMERICA

78%

Revenue

\‘

Notes: (1) Employee Data as of 31.12.2024 (including Jun Group). Revenue as of Q2 2024



Verve Covers the Full Value Chain

We automate the buying and selling of ads on all digital devices

ADVERTISER
$0,9
L=
$8,0
$07
Helsser. séttfg s $0,4

EMERGING
CHANNELS D

“Matching fully automated the right

brands to the right audience in

milliseconds”

Verve Demand
Side
(Advertiser
Connection)

Verve Data
Platform

Campaign Parameters T T

Verve Supply
Side
(Publisher
Connection)

PUBLISHER / END CONSUMER

Data Signals

»Sports®

»Champions League*

»England“

»Date“

»Location*

»Electronics*

U IR < JI(< J(<)

..manyfurther J $06
advertisers /

\‘



We Are a Leading
Digital Media
Company

That enables better outcomes
for publishers and advertisers

With responsible advertising
solutions

Our mission
Let‘s make media better.

\‘



il

Enabling better outcomes for advertisers and publishers

Better outcomes for advertisers Better outcomes for publishers

at scale

o0Oo Efficient user @ Best monetization

acquisition

Enabled through Enabled through

Bespoke Data SPO Global Demand
Zero, first- and third party data and
contextual

Sector Solutions Targeting Fill rates / CPM

Curation, segments, measuring, .. Al & Data optimized Ad-space optimization

Direct, transparent, efficient Direct brand as well as performance demand

Global Supply Scalable Publisher Solutions

Direct multi-channel supply Efficient, global platform SDK's, data-integrations, ...




With Responsible Advertising Solutions

A selection of the advertisers we work with

@oeosi I Cosrco GilleMe  verizon'

B g i M
mae NBC
WELLS gﬂal%sﬂﬂﬂ

Paga‘ VISA HB®

A selection of the agencies we work with

dentsu

A selection of the DSP’s we work with
O theTradeDesk B, AMOBEE

Display & -
P Voo  @xandr  criteo

The right solution for the right audience

- Strong contextual solutions for a changing privacy environment
(ATOM, Moments.Al ...)

- Sector solutions; eg shopper-cart, QSR, entertainment
- Curation; a wide variety of targeting segments

- Privacy and brand safety by design

- Carbon footprint; measuring and reducing

- Access to a wide range of external data and measurement
parties

\‘



And Focus on Emerging Channels

Mobile

o =

a-
I o

CTVv

DOOH

Retail Media &
Audio / Podcast

Very strong

Strong

Upcoming

Early stage

- Access to 2 billion mobile
phones

- 20,000 in-app SDK integrations

- Premium Supply

- Access to 300m CTV screens

- 60% household reach in the US

State of the art DOOH
enriched with datapoints
from our platform e.g.
time-based or live
weather

Bring the power of sound to in-app

Sweden and Norway have the largest
number of monthly listeners by
percentage of internet users

Retailers developing advertising as
an important income stream

o, o, 43 o/ 4
10%! 10,5%? 9% 9%
CAGR 2024 - 2027 CAGR 2024 - 2027 CAGR 2024 - 2027 CAGR 2022 - 2027
17 Source: 1) https://www.statista.com/outlook /amo/advertising/in-app-advertising/worldwide, 2) Statista: https://www.statista.com/outlook/amo/advertising/worldwide#ad-spending, https://www.statista.com/statistics /273713 /global-online-ctv-television-advertising-revenue/, 4) \
https://decenterads.com/blog-the-booming-audio-advertising-market-projections-for-2027/, 5) https://decenterads.com/blog-the-booming-audio-advertising-market-projections-for-2027/



https://www.statista.com/outlook/amo/advertising/worldwide#ad-spending
https://www.statista.com/outlook/amo/advertising/in-app-advertising/worldwide
https://www.statista.com/outlook/amo/advertising/worldwide#ad-spending
https://www.statista.com/statistics/273713/global-online-ctv-television-advertising-revenue/
https://decenterads.com/blog-the-booming-audio-advertising-market-projections-for-2027/
https://decenterads.com/blog-the-booming-audio-advertising-market-projections-for-2027/

Verve has Achieved a Strong
Position

Strong operating performance

. JOUNCE
Leading in terms of @

reach and quality of )
our supply ra pixalote

A dominant presence in
the emerging channels

@exchanger
Programmatic

High industry | pOWER PLAYERS

recognition for our
privacy solutions . TPA-LABs

Increased KPIs

Resulting in strong financial performance

r h
26%

Organic growth

(Q2 2024)
\

4 )
45%
Revenue CAGR!

\_ J

~

308%

Earnings per share
growth

\ (Q2 2024) )

18



Our Four Main Growth Drivers Will Propel Further Fast Growth

* Improved Al routines and data models continue to learn +
FON data from Jun Group
+ Platform synergies through direct connecting of Demand and
Supply
* Reduce OPEX through scale & Google Cloud

4 Platform synergies

\
/7 + ATOM 3.0, Moments.Al, Schema, ..
3 New products @ * New Ad-formats & growth in new channels
» Curated market places, segmented supply
« Sector specific solutions for advertisers
\
2 Customer expansion % Adding Demand + Supply + é‘] EIOmiIng, Sl
/U New Verticals & Geos of Wallet
\
Structural growth of emerging 12% market growth Mobile in-app (2024)
1 Market growth channels accelerated by consumer
g y
time spent on screen 14% market growth CTV (2024)
/




Thank You
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Financial Update

Paul Echt, CFO Verve

\‘



Table of Contents

Financial Highlights Q2 2024 )
What Drives the Organic Growth )
What is the Outlook of the Business )
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Second Quarter Financial Highlights

Strong Organic Growth

27% 26%

Revenue Growth Organic Revenue Growth
adjusted for FX
Il Net Revenues
Il Adj. EBITDA
99 97

29
21 23 22

Q2'23 Q323 Q4°23 Qr24 Q224
23

Highly Profitable and Cash Generating

Profit Growth %

37%

Adj. EBITDA growth

40%

Adj. EBIT growth

Strong Margin %

30%

Adj. EBITDA margin

23%

Adj. EBIT

High Cashflow

31€m

Operating Cash Flow
before change in WC

-9 €m

Investing Cash Flow

\‘



Further Acceleration of Organic Revenue Growth

Highly scalable and profitable business model

Continuation of Organic Growth?

356 - 38%
In €m’ H
2 322
303
252
: 18%
140 :
105 :
93 95 -
7 77 77 85 :
29 >° : 5%
- i 5 ]
[ :
2020 2021 2022 2023 Q2 2024 LTM - 2021A  2022A  2023A
mRevenue Adj. EBITDA m Adj. EBIT
P
24 Source: Group information

Notes: (1) EBITDA adjusted for one-time-, M&A and financing cost (2) normalized by €21m for FX effects and divestments, (3) FX-adjusted organic revenue growth from
Q1 2023 onwards

26%

21%

Q12024 Q22024 Q32024 :



Strong Volume Growth Driven by New and Existing Clients

Ad Impressions

Ad impressions delivered

(in bn)
G2a%> ]
224
181 186 208 L —
Q223 Q323 Q423 Q24 Q224

Retention Rate2

98%

Q223 Q3'23 Q4'23 Qra4 Q224

25

Net $ Expansion Rate!

110%
109%

93% 95%

SV

Q2’23 Q3’23 Q4’23 Qr24 Q2’24
>100k $ Software Clients

D .
851

764

642

Q2’23 Q3'23 Q4’23 Qra24 Q224

\‘



Expansion into New Industries Drives Customer Onboardings

Demand Side

] 2%
e 10% )
e 12%

15%

24%

1H23 1H24

Offline brands M Digital/Social Brands
Entertainment [l Retail/Food
Gaming

26

Notes: Based on available like-for-like programmatic exchange data excl. data not available for comparison

Supply Side

9 ~ 5%
5% 6% {{p WeatherBug'

®CBS
NEWS

19% 19%

1H23 1H24
Dating Other
News I Gaming

I Entertainment

\‘



Expanding Revenues in North America and Scaling New Ad-Formats

North America

EUROPE
> Y, S
@ NORTH [ )
— AMERICA .
63 %

78% %

Revenue €m

Q2’23 Q3’23 Q4°23 Qra4 Q224

.0
W ‘
oS VIDEO

Full-Screen & Video Ads

OPEN UP 6
A WORLD D S 4
OF FLAVOR B>
& - DISPLAY S 3
S |
RICH MEDIA Q2’23 Q3’23 Q4’23 Q124 Q2’24

. N



Privacy First Targeting Solutions on Apple iOS as Growth Driver

iOS Revenue Share

11%

Revenue m

by Device
Q2 2024

% of revenue

Il Mobile [ Desktop H1’23 H1’24
CTV DooH

. N



Verve Takes Market Share and Becomes More Relevant

Verve Q2’241

Global programmatic
Ad spend 20242

Ad tech Peers
Q2’241

29
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The Benefit of the Jun Acquisition

Revenue share DSP vs. SSP €30-40 Million Revenue Opportunities With Jun

Connecting direct demand

and direct supply

Connec|  |nternational expansion of 1]
directly ’ G el
Jun Group’s demand

Access Verve’'s d
evaluate scale a Connected
international go-|  T\/

Activate a competitive CTV offering
using Verve’s supply for Jun Group
brand clients, maximizing margin across
Q1’24 Q2’24 2Q’24 Verve.

Pro Forma incl.

I Demand M Supply Jun Group!

. N



Strong Free Cash Flow, Continuous Investments in Organic Growth

Operating cash flow development'-2 Capex development

In €m
In €m
=% Normalization working capital
Il Operating Cash Flow €10-15 million interest 206 - Maintenance Capex“
= h El fter Int tE cost savings once .
. c'ei(l:ats ‘:‘I’E" EIRET IMEEES S| STESEE existing debt is I Expansion Capex
ash Interest Expenses 134 refinanced at better
7 terms
/4 23
2o 97

\\\

Z

53
39
i
8

3
2020A 2021A 2022A 2023A Q2 2020A 2021A 2022A 2023A Q2 2024
2024 LTM
LTM

numbers may not add up due to rounding

31

Source: Group information

Notes: (1) Operating cash flow defined as in the annual IFRS financial statements. (2) Free cash flow defined as: operating cash flow -interest expenses - Maintenance capex, (3) Starting 2021A only includes Cash Interest Payments, (4) Maintenance
Capex not an IFRS definition, with maintenance capex the lifetime of assets is significantly extended



Strong Deleveraging in Place

3.5 1

3.0 A

2.5 -

2.0 ~

1.5 A

1.0~

0.5 A

0.0 -

32

X Il Net debt (€m) = ND/adj. EBITDA (X) €m
31 7 % Deferred Debt
' é 7 egoens . I
) N v % / _
FY23 LT™M FY24PF!
Jun-24

Notes: 1) FY24PF includes results from Jun acquired in FY24; 1) based on consensus from analyst reports updated post Jun acquistion: Edison, First Berlin, GGBC, Inderes, Pareto, Warburg, Nordea

400
350
300
250
200
150

100

50

\‘



Increased Guidance 2024
Based on a strong first half year 2024 with visibility into August

Updated
‘ Guidance 2024 ‘
(post Jun)

Third Guidance
2024

Initial Guidance
plorZi

g:‘g:)”e 322 350 - 370 380- 400 400-420

»g«:ié E?'TDA 95 100 - 110 115 - 125 125-135
447m
Taking Jun Group full year into account R?I"Se::‘es
Adj. EBITDA

33 \‘



Verve Already Achieves its Mid-Term Financial Targets

Revenue CAGR EBITDA margin EBIT margin Net leverage
25-30% 25-36% | 15-20% | 20-30x
30-35% 20-25% 1.5-2.5x
Further Acceleration Further Margin Expansion Below 2.0x
of Organic Growth in Q3 2024 by 2025

in Q3’24

’ N



Our Four Main Growth Drivers Enabling Continued Organic Growth

O
I

4 Platform synergies 0

3 New products

2 Customer expansion

1 Market growth

35



Verve is on an Attractive Journey

01| We are able to grow at very high rates based on our leading market position & ad-technology
02 | We are a much more diversified and stronger company now
‘ 03 | We improved our credit metrics and reduced the net leverage
04 | We improved our quality of earnings which enables a strong free cashflow generation
05 | We will deliver a successful integration of Jun Group and win further market share

06 | We will generate material shareholder value in the years to come

. N



Time for Questions
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Jun Group Becomes
Part of Verve

Mishel Alon, CEO Jun Group

\‘
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Intelligent
advertising that
inspires trust

Jun Group has built a world where
consumers are in control of their advertising,
and brands can reach them directly.

40

S$S81M

Revenue
(LTM Jun 2024)

270+

Clients
(LTM Jun 2024)

2.7B+

Publisher
Page Views
(LTM Jun 2024)

S39M

Adj. EBITDA
(LTM Jun 2024)

90%
Viewability
(2024€E)

90

Team Members
Globally
(Jun 2024)

\‘



Strong Demand-Side Position with the World’s Best-Known
Brands, Agencies and Media Companies

BRANDS @ MEDIA COMPANIES

Personalized, in-app mobile ads that deliver high
performance and ensure brand safety Deliver real
business outcomes using consent-based, zero-party
data with purpose-built Al.

The world’s largest media companies use Jun Group
to amplify editorial, video, and branded content. Zero-
party targeting drives high-quality, unique users to
leading media companies.

EXPERIENCE
PURE IMAGINATION

90%+ ‘ 1.4B+ 2.6B+ ‘ 99%

Viewability Delivered impressions! ETCAVIENY Human traffic?

41 \‘

1) LTM Jul. 2024  2) The Company has <1% non-human traffic
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Premier Media Companies, Brands & Agencies

LEADING BRANDS & AGENCIES

Walmart >j< @ Pfizer
BEST
BUYq 54’2@
CosTco (Y)
HONDA

A Y.

© Lol

dentsu

HAVAS

IPG

Omnicom
MediaGroup

GROUPE

BlB]C

World_ o Good
nglllr%lian
TIME

NBCUniversal

MEDIA COMPANIES

Conpic NAST

LE
BUST =

& healthgrades.

Ruellew
Us

REVOLT

«* INFATUATION

Entrepreneur

Fand®m

CNET

++++

++++

\‘
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Unique Tools Engineered for the Future
State of Digital Advertising

SDK @ SCHEMA VERA

Explore our proprietary Get a full picture of your Make your media work
software development kit customers with Schema smarter with Vera Al

Jun Group’s brand-first SDK provides Our machine learning tool, Schema, We reach ~90% of U.S. households
a direct line to consumers to drive leverages zero-party polling data and and deliver tangible results and
awareness and conversions. modeling to target audiences at scale. optimization in real time.

a

- Schema

Are you planning
to travel in the
next 3 months?




Build and Optimize Audiences with Schema & Vera

Jun Group’s targeting algorithm, Schema, combined with machine-learning tools
results in a unique and privacy-first targeting solution. Here’s how:

Polling & data collection Building lookalikes Execute & optimize
We collect ﬁrst—pgrtg datg, SUC,h G age’and gender, We’ll combine the data-set with other Our Schema is applied across inventory
througr:(olur SDP.(.lntegratlorlwI with Apps Iln our targeting touch-points, such as past channels. Vera, our machine learning
netwo(; oLl add't|'|9n’ 2 o) gct anq CUEITpAS A (e purchases and behavioral attributes, to platform, monitors and analyzes the
sl ek oy peilling Gl elielisnee e, build a rigorous targeting strategy. campaign in real time.

r a» )

Q-

Consent-based

=

Cookieless Male, 30 O
Potential buyer, Chicago Q

Electric-Driven
Innovation.

Do you plan
on buying a
new car?

n

SHOPPING

=MEVER'S

CLEAN DAY

‘F" r

Jad

Rooted in Goodness

Try our fall favorites

now available in a
limited edition 3-pack \‘

samsclub{>

% Do Do Do Do

LOOKALIKE

®

Privacy-safe

45




Are you planning on traveling

Proprietary Technology:

Vera Enables Tracking &
Optimization of Campaign
Performance

Jun Group's artificial intelligence engine, Vera, | I I I I I | | l |

automatically optimizes campaigns using POS
data, targeting information, and creative
performance, among other data points across Greative Tactios Performance
devices, to deliver sales in person and online. |

P i
@) ABCS Insights =|QVIA comscore

Point of Sale Data

Incremental Sales Lift

Creative Tactic Sales Lift

¥ Vera

by JunGroup

~—& SDK Polling

/ X
(\@), Ask consumers directly about their
interests, lifestyle, and occupations.

Point-of-Sale & Purchase Data

Access consumers’ shopping behaviors
and past purchase information.

Demographics & Location

Responsively target based on page
interactions with business and financial
web content.

@ Retail App Usage &

[j Retail Affinity
Extend the reach of your campaign
to any digital channel or format.

\‘




Lines of business

Overview

Brand Solutions

Media Companies

NN AN

47
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Brand Solutions: Deliver Campaigns with Peace-of-Mind

Personalize ads with zero-party data and deliver real business outcomes with purpose-built Al.
Craft unique consumer experiences that are dynamic, interactive, and contextualized.

Target consumers with precision

Uphold the highest standards of trust, privacy
and transparency. Inspire trust with Schema.

Grab attention with robust ad formats

Our in-house creative team builds custom ads that
are dynamic, interactive, and contextualized.

Cross-platform measurement

Tailor Vera to your use case and see results faster.
Track and optimize towards any goal.

16%

Avg. brand lift

CT

2%

+342%

Return onad spend /1

15%

Sales lift
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Full-screen

Dominate the attention economy with
full-screen opt-in and interstitial
display and video formats delivered in
brand-safe, premium mobile apps.

1 e @

VIDEO DISPLAY RICH MEDIA

OPEN UP

A WORLD
OF FLAVOR

(S‘nrt exploring

|
|
|
A
|

Fast, reliable internet for your
whole home

Check availability

\‘



Shoppable

Simplify the path to purchase with
direct-to-cart integrations across major
retailers, regional grocers, and e-commerce.

guaranteed return on ’—‘ stock
_\j cartings @ ad spend aware

O 0

% e 8

VIDEO DISPLAY RICH MEDIA

50
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In-app audio

Extend the reach of audio creative
with our first-to-market placement that
brings the power of sound to in-app.

g
VVolume detection

Delivered only when
sound is on.

51

N

4

Companion banner

Drive engagement with

accompanying banners.

THIS
m ULTIMATE CHALLENGE!
\

(e oy

\‘



Coverage for Every Channel

Reach consumers wherever they are.

Cross-Deviceweb [ ] Connected TV [ ]

Deliver on premium web publishers, Reach U.S. households on
powered by our industry-leading data. major streaming TV networks.

Digital out of home I;I

Capture attention across airports,
streets, shopping centers, and more.

52




CASE STUDY

Capturing Impressive Sales Lift for Reckitt Finish Ultimate

Business Line: Brand

Impressions: 37M+

Situation Overview

53

Reckitt wanted to drive unit sales
for their Finish Ultimate product at
Walmart, Target and Publix

Jun Group used zero-party polling,
as well as purchase and visitation
data, to reach Walmart, Target and
Publix category shoppers

reckit{@)

Outcomes

Jun Group’s high-impact
display and in-app audio
placements with embedded
add-to-cart functionality
streamlines the path to
purchase and drive sales.

9% ‘

69%

Add-to-cart rate

Sales lift

3% benchmark 1.2x higher than

benchmark

End of Hand
o b

finish

THIS GAME DAY, TAKE THE
| ULTIMATE CHALLENGE!

IF FINISH" ULTIMATE CAN'T
TACKLE BURNT-ON STAINS,
THE MEAL IS ON US!*
*URTO $30;

Walmart >;<

3:1
Return on

ad spend




Media Companies: Driving Qualified Visitors to Any Web page

Deliver millions of impressions among qualified audiences, powered by consent-based, zero-
party data that intelligently recommends content based on survey responses.

[MMANAGED:  campmicns  RepoaTs

Achieve monthly user and marketing goals

Our placements allow consumers to interact with
your website. Web pages appear full-screen and |:| I:I
provide your complete site experience.

Create your campaign.

Campaign Details

100M...

Campaign Name*

Delivery

start Date” End Date”

Amplify content with immense scale

Reach audiences at scale and boost content O O
performance to 100 million monthly unique @
users with cost-effective CPCs.

Time of Day (Eastern Time) Day of Week

o My um
2AM N am A Y]
URLs*

REPORTS

ity 8
uss 12,474,889 $0.9'I75 $217,g§9.44

100% brand safe 000

Protect your reputation with direct
inventory sourced from our SDK.

+$201K

Rev

’ N



CASE STUDY

Generating Significant ROI for Sharecare

» Business Line: Media Company

Situation Overview

55

Sharecare engaged Jun Group to direct
consumers to their website

Jun Group is leveraging proprietary
zero-party data and third-party medical
condition segments to ensure these are
relevant, interested consumers

@ sharecare

Outcomes

Jun Group’s zero-party
data allows for distribution
across rich media within the
preferred markets, driving
millions of page views

$3.3M 130M+

2023A spend Total page views




Podcast Promotion for Any Size Audio Creator

Reach targeted listeners across top mobile apps with 100% share of voice and a full-
screen player that immerses listeners with audio and artwork. Encourage continued
listening by opening episodes on Spotify, Apple Podcasts, and more, with just a tap.

Who

We help independent
producers, networks, and
brands inspire people to
tune into their show.

Number of Podcast
Growth YoY!

2023 - 2024 YTD,
Podcasts worldwide in millions

4.2

2023 2024

56

Why

Promote episodes to new listeners
and boost listenership and streams
with audio-visual content across
premium mobile apps.

Number of Podcast
Episodes YoY!

2023 - 2024 YTD,

Episodes worldwide in millions

178

2023

2024

How

listen and follow.

73%

of users choose mobile
devices to listen to podcasts?

1. Statista, 2024 2. Backlinko, 2024, 3. Jun Group 2024

Ads are embedded directly
in our in-app placements,
where people opt-in to

Recommended For You

2 Increase in YTD podcast
revenue compared to 20233

69%

Increase in podcast listeners
worldwide since 2019'

e Spotify



DIFFERENTIATORS

Industry Leading Expertise That Brands
and Media Companies Rely On

Unigue and diverse capabilities Powered by machine learning End-to-end campaign and
designed to perform and artificial intelligence client management

The best-known brands, agencies, We leverage proprietary machine Our industry expertise is built from

and media companies partner with learning and artificial intelligence tools years of work crafting uniqgue consumer

Jun Group to deliver smarter, more to dynamically optimize campaigns, experiences that are dynamic,

effective media. deliver industry-leading campaign interactive, and contextualized.

performance, and maximize ROI. We work diligently for every client to
11IM+ in-network reach foster meaningful relationships and
drive successful performance.

Proprietary zero-party data

Cookie-less, consent-based targeting

Diverse, full-screen units with
100% Share of Voice

Industry leading —[

performance ’




Verve + Jun Group Revenue Synergies

A partnership dedicated to making media better.

Connected Q Marketplace demand @ ' Brand
enablement Y app installs

TV

Activate a competitive CTV offering Enable Verve-sourced demand to run via Build processes with Verve DSP to elevate
using Verve’s supply for Jun Group the HyprMX SDK, expanding reach. app install opportunities for brand clients.
brand clients, maximizing margin

across Verve.

. 4 A1)

i ()
International e Bolster sales = Revenue & EBITDA al
expansion E— strategy synergies
Access Verve’s global sales resources, Enhance collaboration between Verve ~ €9 ~ €8
evaluate scale and cost, and develop and Jun Group sales teams and create a m m
international go-to-market strategy. unified story for brand clients in the U.S. Revenue EBITDA

\_ )
. \ Y




Verve + Jun Group COGS & OPEX Synergies

Create efficiency through technology, shared sales resources, and joint operations team.

Verve DSP\

Evaluate whether it’s possible to shift
Jun Group’s off-platform media buys
from TTD to Verve’s DSP.

59

|
Cloud Services

Utilize Verve’s 17.5% out-of-the-box
GCP discount.

l

~ €2m
OPEX Synergies

/

Third Party Vendors

Evaluate third party vendor terms and
agreements to unlock savings.

Celtra

Experian




Site List Integrations

Review Verve’s app and site
list and identify turnkey
integrations to expand Jun
Group’s scale & reach.

60

Verve’s Supply Opportunities

Utilize Verve’s marketplace relationships to grow Jun Group’s client base and revenue.

Media Companies

Pinpoint media companies
that are part of Verve’s
supply and add to Jun
Group’s book of media
clients.

\' verve

L
PR JunGroup

International Support

Expand globally by Identifying
which international apps can
support Jun Group on an
international scale.

\‘



Time for Questions
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Part Two — Expert Sessions:
Advertising, a Dynamic Market

\‘
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State of The Advertising Market

Opportunities in Media

Peter Huijboom
Board Member Verve and former CEO Media & Global Clients at Dentsu

Let’s make media better.



The Big Picture

Global

Ad Spend
2024

USS 1,082bn*

71%

Equivalent to Italian
government budget (9th
largest economy in the
world)

64

=

Americas
USS 485bn
45%

73%

- Share from digital

EMEA

USS 221bn

21%

62%

APAC
USS$ 368bn
34%

73%

\‘


https://www.statista.com/outlook/amo/advertising/worldwide#ad-spending

Consistent Growth in Digital Advertising Revenues

Ad spend - Global (US$, Bn)
SIlee $1,300
$1,200
$1,000
$800
5600 +7%p - Digital Maturity
$400

+17%p - Digital Transformation

$200

2019 2020 2021 2022 2023 2024 2025 2026 2027 2028

m Digital % Traditional % All - Total

. N

X


https://www.statista.com/outlook/amo/advertising/worldwide#ad-spending

High-Growth Geographies and Segments

The biggest pools of revenue growth lie in two principal areas: regions that are already big and growing relatively rapidly,
and those that are relatively small and growing extremely quickly, owing to significant headroom for digital ad spend.

$1,000
Adspend (24E) Digital share (24E)
® United States
gl s $421.30n

5 Large Ad spends /

c $100 . . )

% L4 Kingdom

b1 e Germany .
Q France ® [ndia

% ® [taly

[o0)

AN

@)

(Q\]

$10
® Indonesia India $14.70n

Medium spends/
Hyper growth Indonesia $6.6bn
S

0% 2% 4% 6% 8% 10% —
5YR CAGR (GDP; 23-28) \
link

66
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https://www.statista.com/outlook/amo/advertising/worldwide#ad-spending
https://www.statista.com/outlook/amo/advertising/worldwide#ad-spending

Growth Channels and Segments

Programmatic spend is maturing, but huge embedded growth opportunities remain - retail media and CTV are

set to grow 21% and 14% respectively and become a meaningful component of digital spend.

Digital Ad Spend (Programmatic) - Global (US$, Bn)

$1,200
$1,014

siloee Ad spend (Non-

programmatic)

$800
$600
$400
Ad spend
(Programmatic)

2019 2020 2021 2022 2023 2024 2025 2026 2027 2028

m Programmatic Non-Programmatic Total

67

=

Digital Ad spend Growth
(2024e¢) driven by:

Retail Media +21% YoY

Connected TV +14 YoY

DOOH + 9% YoY

\‘


https://www.statista.com/outlook/amo/advertising/worldwide#ad-spending

Mobile is Now the Dominant Device Type

Spend continues to migrate towards mobile, where Verve is more advantaged.

Digital Ad spend per device type - Global (US$, Bn)

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%
0

X

68

X

it

2019

2020

2021

2022

2023

2024

2025

2026

2027

2028

)

Ad spend
(Desktop)

_

Ad spend
(Mobile)
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https://www.statista.com/outlook/amo/advertising/worldwide#ad-spending

Open Internet vs. Walled Gardens

57% Share of time spent online with
the open internet vs. walled
gardens in the United States

from 2014 to 2023

Meta
<— Universe

43%

Published by Statista Research Department, Jun 3,
2024

2014 2017 2020 2023

Google
universe —
Apple m Walled Gardens  m Open internet
gy cadyties  CRITEO universe
. @l s
Masnlfe CA MediaAlpha
nexxsn ®Sutbrain
\d
Open \ verve - s Afétfm
i N 31%
internet \
Perion # 7 :Matic \ Roku
Deeladoes  F@Unity | VIANT. U.S. programmatic digital display
HH ' No data ad spending: Open Web vs
available . Walled Gardens (%)
Challenger Amazon 69%
gardens < universe

Source: eMarketer

2014 2017 2020 2023
\ Finding ways to bring advertising dollars to : = Walled Gardens M Open internet
\* where users spend their time by enabling L)
efficient targeting without identifiers and : \

69
third-party data on the open Internet


https://www.statista.com/aboutus/our-research-commitment

Underneath These Calm Seas of Growth, Lies a World of
Rising Complexity and Crowding Out Effects

Media industry landscape

Agencies ., _ Agency
Tra

e
WPP

A

_________

dentsu

T T T TN T |

MERK

MDCXPartners —H
data axle

AMIwVW—-rwCco

The Media Industry landscape is increasingly complex,
fragmented and duplicated.

70 link

Advertising spend per capita (2024E, USS)

1400
1200
1000
800
600
400
200

$1.245

Never have advertisers spent this much per capita, with
the U.S. getting close to the $1,250 per capita milestone.

- \\


https://insight.dentsu.com/ad-spend-dec-2023/
https://www.statista.com/outlook/amo/advertising/worldwide#ad-spending

n

The Media Industry Landscape:
Complication
Fragmentation

Duplication

Simplification
Consolidation

Integration

\‘



Consolidation, Simplification and Integration
in the Media Landscape

Campaign Data-led Execution Tech Stack Ad Media
Strategy Insights Delivery Owners

Integrated tech platforms (e.g. Facebook)

Agencies i
g Trading Desk Ad Networks

DSP SSP

Ad servers
Automation &
Optimization

Data Analytics Publishers & Apps

Adservers &
SDKs

Data Management Platform

HoldCo Agencies - downstream vertical integration

AdTech - upstream vertical integration & consolidatio

Brands - disintermediation of agencies

72
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The Need for further Consolidation

"Ad Tech is a Peter Pan industry. It
refuses to grow up. What we need
is rationalization of an industry like
every other inqustry over time, and
especially one at the scale that we
have here.

Luma Partners

Ad Tech M&A activity picking up

(Q2 2024)

YoY (+73%)

Q0Q (+27%)

\‘



AdTech M&A Activity Reflects these Trends

2022: 2023: 2024 (YTD):
56 deals 48 deals 34 deals
21
19
17
15 15
1 1 1
9 9

5 5

m >$100mm <$100mm  Total

74

VIZI0 Walmart

Walmart will acquire VIZIO for $11.50 per share in cash, valuing VIZIO at about
$2.3 billion. This acquisition aims to enhance Walmart’s U.S. media business,
Walmart Connect, by combining it with VIZIO's advertising solutions.

PO JunGroup \‘ verve

Verve Group will fully acquire Jun Group, a mobile advertising firm focused on
the demand side, from Advantage Solutions.

sharethrough EQUATIV

Global Ad Tech company Equativ has announced its merger with omni-channel
ad exchange Sharethrough. The merger aims to create one of the world's
largest ad marketplaces, helping advertisers, media owners, and tech partners
optimize programmatic value and scale.

© RDTHEORENT CADENT

Cadent, a leading CTV advertising solutions provider, will acquire AdTheorent, a
machine learning performance advertising company, for $3.21 per share in cash.
This merger will form one of the largest independent omnichannel audience
activation platforms for advertising buyers and sellers.

‘_



Increasing Need for Digital Expertise

Among Advertisers and Agencies

CMO survey

$1M - where would you invest it?

16.5% Hiring and talent development

75

1. Increasingly Complex Ecosystem

2. Shift towards Privacy and ldentity-based Models

3. Industry-wide Resource Constraints

\‘



Large Advertisers are Consolidating Budgets and
Strategies at the Global and Regional Level

As advertisers are adopting deeper organizational

) . . . ...we observe the rise of in-housing and
orchestration of their marketing strategies and budgets...

global and regional digital hubs.

Decentralized 0

v

Organizational Orchestration

76
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The Battle for Consumer Attention in a Saturated Media Landscape

The Media Landscape is becoming
increasingly saturated
Ad spend per capita - USA (USS, Bn)

$1,600
$1,400
$1,200
$1,000
$800
$600
$400
$200

S-

77

$1,245

$830

2

oY

K

m Ad Spend per Capita

2

link

$1,444

< () (] <
N X

R

Viewability # Attention
Ad recall versus dwell time (how long
someone looks at the ad)

Optimizing Media plans for
Attention for...

80%

L ]
70% ) )
OIS Channel mix
‘-“ Dol
60% IR -
“‘
50% o
] *
= X sy
g 40% :?‘ "AD ; Ad Formats
< 30%|f
20% Pl Dwell time
10% 5 optimum
0%

0 5 10 15 20 25 30
Dwell time (in seconds)
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Google Cookie Deprecation, or Not? It Doesn’t Matter, Internet

Addressability is Becoming More Complex Anyway!

Your Account Info

6rrent Addressability

Before Google activates “User Choice”

Chrome's Current Market Share 63%

X
Chrome Addressability 60%
due to privacy settings, Incognito mode, etc.
Open Web Addressability 37%

o

“Your App” would like
permission to track you

across apps and websites
owned by other companies.

Your data will be used to deliver

Future Addressability

Once users need to opt-in
Chrome's Current Market Share

Chrome Opt-Ins

Assumption based on comparable rates for GDPR-
compliant cookie consent notices

Open Web Addressability

78

o

personalized ads to you,

Ask App Not to Track

Allow Tracking

63%
X

17%

1%

J
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Major Trends in Advertising

CASE FOR CHANGE

PRIVACY/TARGETING

EMERGING GROWTH CHANNELS

IMPACT OF Al

79

Consolidation, integration, simplification
Carbon management, Attention Economy
Addressability opportunities in the open internet

Identifiers disappearing
Regulation increasing
Addressability becoming more difficult without 1P data

Consumer behavior continues to change
Mobile, CTV, DOOH, Digital Audio, Retail Media
The industry is adapting

Al is revolutionizing the AdTech industry
Hyper-personalization, privacy-compliant targeting, automated
campaign optimization, fraud detection and creative innovation
Leading to more efficient and effective advertising strategies

\‘




Thank You
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Lunch Break

Next presentation starts at 12:45 (CEST)

\‘



Gen Al, Al and Al Cloud
Development

Guillaume Leygues, Director of Customer Engineering Nordics at Google Cloud

Jonathan Seim, Customer Engineer, Smart Analytics Google Cloud

82
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Verve Group & Google Cloud
Capital Markets Day Presentation

August 2024




Proprietary + Confidential

Agenda . ‘

Gen Al, Al and Al cloud development

( >' The evolution of Al
. >\. Impact and opportunities for advertising companies

: N How Google Cloud supports the optimization of Al
\ >,‘ applications

{ >,‘ The partnership between Google Cloud and Verve

Googie ‘




The evolution of Al

Googie



We’re in an Al-driven revolution

This is a cat. [Go read this huge ]
Q

cat: ‘
. This is not a cat. pile of books.
type: animal
legs: 4
ears: 2 e
fur: yes
likes: yarn, catnip @\_ @
;— > k\_ f
Q
So, you've learned
) about cats and a ton
Is this a cat?
of other concepts.
Yes. What's a cat?
@ Acatis...

C X7

.

: 3

(e O PiN 7

2

)

Google



Why are large language models
different?

LLMs are characterized by emergent abilities, or

m the ability to perform tasks that were not

present in smaller models.

LLMs contextual understanding of human
language changes how we interact with data
and intelligent systems.

m LLMs can find patterns and connections in
massive, disparate data corpora.

Google




Al is evolving from analysis to creation based on
human language prompts.

Prediction Classification Understanding Generation

Google
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Scale
Research
Infrastructure

Responsibility

Google
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Scale

Research

Infrastructure

Responsibility

Google




Infrastructure

Google



Google

Responsibility

Data governance, security, and privacy to
protect your data

Indemnity for generative Al training data and
generated outputs

Data residency and ML processing for your
global regulatory needs

NS R

N N N

RAI tooling to make every model safe for your
use cases

__/




Google is a Leader in recent Forrester Wave evaluations

THE FORRESTER WAVE" THE FORRESTER WAVE™
Al Infrastructure Solutions Al Foundation Models For Language
Q12024 Q2 2024
Strong
o c Leaders =
Stronger Stronger
current current
offering offering
A A
Graphcore «
Cerebras Systems ()
Weaker Weaker
cument current
offering offering
Weaker sirategy B Stronger sirategy Weaker strategy B Stionger strategy
Market presence” Market presence”
com() olol0)
“A gray bubble or open dot indicates a nonparticipating vendor. *A gray bubble or open dot indicates a nonparticipating vendor.
‘Source: Forrester Research, Inc. citation, ar . Source: Forrester Resaarch, Inc. L citation. or
Google is a Leader in The Forrester Wave™: Al Infrastructure Solutions, Google is a Leader in The Forrester Wave™: Al Foundation Models for
Q1 2024 - receiving the highest scores of all vendors evaluated in the Language, Q2 2024 - receiving the highest scores of all vendors evaluated
Current Offering & Strategy categories in the Current Offering & Strategy categories

The Forrester Wave™ is copyrighted by Forrester Research, Inc. Forrester and Forrester Wave™ are trademarks of Forrester Research, Inc. The Forrester Wave™ is a graphical representation of Forrester’s call
Google Cloud on a market and is plotted using a detailed spreadsheet with exposed scores, weightings, and comments. Forrester does not endorse any vendor, product, or service depicted in the Forrester Wave™.

Information is based on best available resources. Opinions reflect judgment at the time and are subject to change.



Impact and opportunities for advertising
companies

Google
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More than

of daily searches have
never been searched
before
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m[ is only as good as the data you put into it

Proprietary + Confidential



Show my product to
18-25 year-old women with
an interest in pickleball
shoes




Sell my product profitably
to whoever’s interested in
it

roprietary + Confidential



First-party A I

relationships capabilities

Proprietary + Confidential



of marketers deem
creative quality key to
marketing effectiveness

Source: Marketing Week/Kantar, The Language of Effectiveness, 2023.



s

Accelerate ads
creation

Scale your creative vision
in just a few clicks




X Product Studio

Accelerate ads
content

Enhance and create product images
to drive relevance —including video

eeeeeeeeeeeeeeeeeee



-

Accelerate
campaigns

Eg. build and modify Search campaigns

.

@ o 2794067143 ol
PevyBeosmbeacty.com

Aopewance  Nelp  Mouficavons.

+ Gethelp creatingyourad = X

'Based on the information you shared, |
‘generated 11 keywords. You can review
them on the eft.

1found some images you might want to

e
4 L
>
Review images

x M\ Google Ads
& © Addrantinan Vi dran
@ more headines o ncrease M. D @ it popde kepeceds View s
12 you chmces o betar Excellent © Make headines unique View iess
(2] @ Make descriptions unigue View deas
Descriptions ¥4 @ ~
o Preview <> 0 QO veugad w@
o} Experience the magic of our all-
natural skincare line and reveal
your true beauty °
ww
PR :
Bam Beauty Care| Shop Our Skin & Hat
© s o4 Line | Based in Paim Springs, |
home with our innovative hair care
o range. Experience the magec of our -
e skncar ow s e
Ao 7% o e by Ao s
sy e st e w0t J
et hat cas .
Enjoy SPF protection with our
entire product range.
W Suncare
Hair care
‘Monthly specials
Membership
o 2 Laamore
o -~
Add images 10 your campaign
+ Add images

Sttalinks
Add 4 or more to maximize

Q
95.4%

~
A
group1
ks
san.
191
oas
Conr.
$388
sy
et

$7000
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How Google Cloud supports the
optimization of Al applications

Google
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Engineering an ML-enabled approach

Data requirements Deployed model

Application KPls

Curated data

Google



A unified platform from data to deployment

Google

* Gemini for Google Workspace

* Gemini for Google Cloud

* Al Agents

N\ . 4 )\ . N\
Databases Data analytics Al & ML Insights
[ Agent Builder ]
AlloyDB BigQuery Vertex Al [ Model Builder ] @ Looker
[ Model Garden ]
J \_ J \_ J \_ J
Governance Dataplex @ Cloud Ops MLOps in Vertex Al
Infrastructure Al Hypercomputer (GPUs and TPUs)




Flexibility and curation at every layer of the stack to avoid lock-in

4 )

-

\

Data

Single unified access layer for
all data: structured,
unstructured, streaming

Q BigQuery

GCS
=0

Omni for Multi-cloud
(AWS S3, Azure Storage)

N
Y4

.

Compute

Ultra performant Al
hypercomputers for any
workload

Google
Cloud

>

NVIDIA.

PUs

AN

AN

)

Google

An open & comprehensive Al
stack fueling the Gen Al
revolution

T

O PyTorch
TensorFlow

The best foundation models
from Google, Partners, and the
Open ecosystem in the Model

s ~N
N AN
4 N/
Models Agents

Comprehensive tools from
Google and partners to build
and deploy agents.

Garden
i Vertex Al
>emini  Imagen y, veriex
m . - il Llamalndex
kaggle 8 £ :
@ 99 S W4 LangChain
Hugging Face
- VAN

AN




Best platform TCO for all Al use cases

FORRESTER

The Total Economic 70%

Impact™ of Google Cloud  tesstime preparing data and
creating/training models

Vertex Al

397% ROI 60%

Over three years Faster model explainability

40%

Less time deploying models

60%

Less time monitoring models

o . Scaling ML while Improved compliance, Enhanced employee
Unquantlfled beneflts maintaining governance, and acquisition and
headcount security retention

Results are for a composite organization based on interviewed customers. A commissioned study conducted by Forrester Consulting on behalf of Google, 2023.

Google



If you remember nothing else

1. We’rein an Al driven revolution: Generative Al is an accelerator across every business, including ML

development.
2. Increased customer complexity: First party data and Al transforms marketing into a profit center.

3. Al presents an opportunity to improve the advertising process beyond bidding and allocation, providing

more efficient tools for marketers and publishers with creative and agentic workflows.

With Google Cloud Verve tap into a purpose built platform for Al and advertising technology, accelerating

time to market holding the lowest possible TCO.

Google
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The partnership between
Google Cloud and Verve




Joint Journey since 2020

9Game hosting on

GCP is starting

ER

Aug - Dec 2020

Verve gets access to PM Product Innovation

Google

Partnership refocus &
to give feedback on from Verve Feedback development of strategic
roadmap lands collaboration
Jan - September July - October October 2022 - June - September
2021 2022 May 2023 2023 EeESERSHan2e
GCP becomes Product deep Joint cost optimisation 4 year contract
central data hub dive EBCin of compute & BigQuery and strategic
)
®

o<

o=




An era of mutual investment begins

Since the signing of a four year term Cloud contract both sides have intensified their collaboration.
Google is supporting Verve with:

e Funding for various Partners and Professional Services

e Unique Executive-led partnership governance which contains various cadences with the
upper Google Cloud Management

® Access to Product Managers
® Access to Alphas & Betas
e Commercial funding for POCs and the Onboarding of new Workloads

® Bestin Class Al Technology and Infrastructure

Google
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Outlook

\" verve Google

Workstream 1 Workstream 2 Workstream 3 Workstream 4

Migration & Unification Data Architecture Al Roadmap & Privacy DV360-Integration
Sandbox

e Create an overview of the
footprint of all stack component:
of all Verve subsidiaries across
different providers

Set up a deep dive session to e Understand to what extent Identify potential and necessary
design a unified data Google plans to enrich its steps to integrate Verve stack
architecture incl. federation & advertising features by with Google stack to create

. . syndication leveraging Al strategic alignment beyond cloud
Conduct a migration assessment

with Google & Partner to
understand benefits, cost and
timeline of migration and
unification of all components

Zoom in on CDPs and evaluate Create even greater strategic Connect ADs and cloud through
potential to strategically enrich alignment with the privacy one partnership framework
offering with Generative Al sandbox leadership team to
capabilities from Google incorporate principles into

product development to improve

position in market

Business Case ] Transform current costs, future workloads and value drivers into a holistic business case

Program Mgmt. L] Set-up DD governance, cadence and communication channels and monitor progress to ensure success

Google
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@Other Topics and Q&A >




Google Cloud

Thank you
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Privacy and Targeting

Rowena Lam, Senior Director of Product at IAB Tech Lab

Let’s make media better.
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Balancing Privacy and Targeting in
Digital Advertising

Consumer sentiments towards privacy and digital advertising
Evolving regulatory landscape

Privacy-driven platform changes

Role of technical standards and the IAB Tech Lab
Opportunities

\‘



Consumers are increasingly
aware of and better
understand personal data
and its use in digital
advertising
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Consumers are Mostly Aware of What Personal Data
Means on the Internet

About three-in-four consumers understand that personal data can include their website/app

usage history, interests, and shopping behavior as well as identifiers including name, address,
and email.

DEFINITION OF “PERSONAL DATA” ON THE INTERNET (BY DEMO)

mA18-64 mBoomers Gen X Millennials GenZ
91%
o 82%
s 75%  72%

My interests and preferences

What I'm shopping for

How | use apps/websites My name, address, email

Source: IAB, The Free and Open Ad-Supported Internet. Available at: https://www.iab.com/wp-content/uploads/2024/01/IAB-Consumer-Privacy-Report-January-2024.pdf

\‘


https://www.iab.com/wp-content/uploads/2024/01/IAB-Consumer-Privacy-Report-January-2024.pdf

AGREEMENT WITH STATEMENTS ABOUT SHARING PERSONAL
DATA WITH WEBSITES/APPS CONSUMERS TRUST AND VALUE

Consumers Understand the RWhatiiionll 2
Benefits of Sharing Their
Personal Data parng ctaneps e ndroduts. | -

Roughly two out of three consumers will share personal

. . . . I'm willing to share my lifestyle/interests
data regarding their preferences, interests, and habits so data 50 websites/apps can send me _ 66%
they can receive more personalized content and services, EEENERS
get better deals, and see more relevant ads.

“I feel it's okay when websites/apps use my personal data when it’s geared towards
my online usage experience. If I'm looking for a certain interest like crafting, and then
ads for different crafting supplies or designs are targeted to me, it will elevate my
interest level and could even lead me down a whole different path of knowledge.”
-Millennial, Male

Source: IAB, The Free and Open Ad-Supported Internet. Available at: https://www.iab.com/wp-
content/uploads/2024/01/IAB-Consumer-Privacy-Report-January-2024.pdf \‘
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Reputation, Transparency
and Trustworthiness are Top
Considerations When
Deciding to Share Data

Consumers want to feel comfortable with the
websites/apps they share their personal data with.

125

IMPORTANCE WHEN AGREEING TO SHARE DATA WITH
WEBSITES/APPS

W Reputation / Trustworthiness = Transparency

Has a good reputation _ 87%

It tells you what data it shares 86%

You've used it before and trust it _ 86%

Allows you to see your data and delete it 36%
if you want to °

Gives you choices about the types and 859
levels of tracking you can allow °

Has a brand name you recognize _ 81%

agree that if they were assured that their

74% personal data is protected and secure,

they’d be more likely to share it.

Source: IAB, The Free and Open Ad-Supported Internet. Available at:
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https://www.iab.com/wp-content/uploads/2024/01/IAB-Consumer-Privacy-Report-January-2024.pdf

Consumers Want More Transparency From Website /
App Owners

Half of consumers (49%) think that websites/apps do not give enough information regarding how their
data is used and protected.

% AGREE THAT WEBSITES/APPS DO NOT GIVE ENOUGH INFO ON
HOW PERSONAL DATA IS USED (BY DEMO)

62%
53%
49%
I I 41% 42%

A18-64 Boomers Gen X Millennials GenZ

126 Source: IAB, The Free and Open Ad-Supported Internet. Available at: https://www.iab.com/wp-
content/uploads/2024/01/IAB-Consumer-Privacy-Report-January-2024.pdf
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https://www.iab.com/wp-content/uploads/2024/01/IAB-Consumer-Privacy-Report-January-2024.pdf

However, Consumers are
More Concerned About
Criminal Activity Than Ads

When asked what concerns are top of mind
regarding how websites/apps collect and use data,
criminal activity and selling/sharing data are the top
concerns while ad targeting is of little-to-no concern.

Source: IAB, The Free and Open Ad-Supported Internet. Available at: https://www.iab.com/wp-

content/uploads/2024/01/IAB-Consumer-Privacy-Report-January-2024.pdf

A\ Y
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AWARENESS OF CONSUMER PRIVACY LAWS* (BY DEMO)

mYes mNo

Although Laws Exist to Protect
Consumers Around Data
Sharing, Awareness is Low —

Millennials

Boomers 21%

Only about one-in-four consumers (26%) are aware of data
privacy laws in the U.S. and Europe.

* Privacy laws include Europe’s GDPR or any of the similar laws in the U.S.
in California, Connecticut, Colorado, Virginia, Utah, and others

Source: |IAB, The Free and Open Ad-Supported Internet. Available at: https://www.iab.com/wp-
content/uploads/2024/01/IAB-Consumer-Privacy-Report-January-2024.pdf

N
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The Regulatory Landscape
is Continuously Evolving
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GDPR + CCPA: A Turning Point

130

General Data Protection Regulation
(GDPR)

Effective
May 2018

Key Provisions

Set a global standard for data privacy,
emphasizing clear consent, transparency
in data practices, and enhanced consumer
rights, including access, correction, and
deletion of personal data

Fines

Up to €20 million or 4% of the company’s
annual global turnover for serious
violations

<

« CALIFORNIA RF/

California Consumer Privacy Act
(ccpPA)

Effective
January 2020

Key Provisions

Introduced key privacy rights for
Californians akin to GDPR, including data
access, deletion, and the option to opt
out of data sales, and was the first
significant state-level privacy regulation
in the U.S.

Fines
Up to $7,500 per intentional violation

\‘



Global Data Privacy Regulation Landscape

1 60 countries and self-governing

jurisdictions and territories have adopted
comprehensive data privacy laws

82%
O of the global population lives

in a jurisdiction with comprehensive data
protection law or regulation

Source: Banisar, David, National Comprehensive Data Protection/Privacy Laws and Bills 2024 (January 27, 2024). Available at

SSRN: https://ssrn.com/abstract=1951416

A\ Y
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Beyond Omnibus Laws

Regulations such as the DSA and Washington’s My Health My Data Act are crucial for the industry to
watch, as they impact digital advertising practices and also require compliance.

132

Digital Services Act (DSA)

Scope
Aims to regulate online platforms and
digital services within the EU.

Impact on Digital Advertising

Requires clear ad disclosures, user opt-
out options for personalized ads, and
content moderation to manage harmful
content and disinformation.

Scope
Focuses on health data privacy for
Washington state residents.

Impact on Digital Advertising

Limits the use and sharing of health
data and grants rights to access,
correct, and delete health information,
affecting targeted advertising practices.

\‘
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Privacy Concerns Around
Al and Automated
Decision Making

Regulatory focus on Al and automated
decision making:

o EUAIAct

o CPPA’s draft rulemaking for automated
decision-making technologies

Automated decision making is already widely
used in digital advertising for audience
creation, campaign optimization, and other
purposes

\‘



Challenges to Regulatory Compliance

134

Regulatory focus on data minimization
High bar for data to be considered anonymous or deidentified
(hashing is not enough)

Challenges in complying with data privacy regulations across
channels

In CTV, consumer transparency and choice mechanisms
may be difficult to implement

\‘



Identifiers are Experiencing
More Constraints From
Large Platforms
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Platform changes

s
Intelligent Tracking SKAdNetwork (SKAN) App Tracking App AdAttributionKit,
Prevention (ITP) launched Transparency (ATT), Web AdAttributionKit,
launched Private Relay, Hide My Private Browsing 2.0

Email, Private Click
Measurement (PCM)
launch

N
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Platform changes “Continued”

o~
<7 ° o o o

Chrome third party Public Privacy Same changes to Chrome is no longer
cookie deprecation Sandbox trials Android announced deprecating third party
announced launched cookies and instead

will elevate user choice

N
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“Industry Frameworks and
Technical Standards Help
Navigate the Complexities
of Safeguarding Consumer
Privacy”

138
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Member-driven,
member-developed

1000+ companies
23+ working groups
3000+ participants

44+ countries

TECH LAB

e

Establish open technical
standards across the
ad-supported
digital economy, enabling
people and businesses to
prosper from the
societal and economic
benefits of the internet

Vision

Mission
Develop global, open
interoperable
technology
standards supporting
the growth of a
secure and private
ad-supported digital
economy.




Global Board + Local IABs + Member Companies

* *x *
* 3y aiaadil
* *’***fk **
*
. 4 £ SRR R - 2
* & ol .
1,000+ companies
. . 23+ working groups
. 3,000+ people
b * Local/regional IABs
o supporting Tech Lab
* *
* * "
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ORTS

Board Index! - Integral /LiveRam X® Madhive  Maaqnite OQOMeta 2= Microsoft
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Transparency & Consent
/TTH Framework: Over 87% of web
inventory in Europe with a TCF
signal, 79% of apps with a TCF

signal

Ads.txt has been adopted by
millions of companies globally

< 2 SellerDefined Audiences

0
4 £ °3 o B
. a T 0
sellers.json& s \VA ST 54
< 5 ®)
Datalabel.org @ § =3
v § S
e = =< Privacy
- Enhancing
Open RTB 5\3 Podcast Measurement  Technologies

|-| 800+ companies have adopted ;r?t%;g:?o?\?(%%%z Irt::?r:’-US) - on
sellers.json globally. 3B+ devices ’
N
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IAB Tech Lab Pillars

Supply Chain Addressability & Privacy Measurement Advanced TV
Foundations PETs

N
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Role of technical standards

Privacy Addressability & Privacy Enhancing
Technologies (PETs)

Technical standards to aid in regulatory Technical standards for rethinking
compliance: addressability while prioritizing privacy:

Transparency & Consent Framework Data Clean Rooms Guidance

(TCF) Differential Privacy Guide

Global Privacy Platform (GPP) ID Solutions Guide

Digital Services Act (DSA) Transparency Open Private Join and Activation (OPJA)

Accountability Platform and Publisher Advertiser Identity

Data Deletion Request Framework Reconciliation (PAIR)

Seller Defined Audiences (SDA)

N
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Ensuring consumer privacy
is more than just a
requirement; it can also be
a strategic advantage

144



Opportunities

145

Adopt a privacy-by-design approach
and keep FIPPS in mind - many of the
data privacy regulations are rooted in
these principles

Fair Information Practice Principles (FIPPS)

A collection of widely accepted principles that agencies use when
evaluating information systems, processes, programs and activities that
affect individual privacy.

Q0 | :
O
Access & Amendment Accountability Authority

€9

XX44 oy
111
S

TT )

Minimization Quality & Integrity Individual Participation

0

®

Purpose Specification Security Transparency
& Use Limitation
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Opportunities “Continued”

146

Adopt a privacy-by-design approach
and keep FIPPS in mind - many of the
data privacy regulations are rooted in
these principles

Third-party cookies will still likely
become more limited - businesses who
diversify their approach will be better
positioned for success

Invest in privacy enhancing
technologies (PETs)

Privacy Enhancing Technologies

Secure multi-party computation (SMPC)

Trusted execution environments (TEE)

On-device learning

Differential privacy

K-anonymity

\‘



Opportunities “Continued”
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Adopt a privacy-by-design approach
and keep FIPPS in mind - many of the
data privacy regulations are rooted in
these principles

Third-party cookies will still likely
become more limited - businesses who
diversify their approach will be better
positioned for success

Invest in privacy enhancing
technologies (PETs)

Getting privacy right resonates with
consumers; this is important for
consumer-facing businesses as well as
non-consumer facing businesses:

Improved consumer trust
Improved partner trust

\‘



Thank you!
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Part Three

Verve Deep Dive into
“Let’s make media better.”

\‘



Better Outcomes
for Publishers

Sameer Sondhi, CRO Verve
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1. What Publishers want?
2. Verve’s position on the Supply side
3. QOur Solutions for the Supply Side

4. Verve's Roadmap for the Supply side

Agenda
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Make me feel Special
(Supply )

upply to be treated differentl

"Demand will follow the Supply, when supply is
treated and handled in a Special way and not just like
same supply via another SSP - that’s what we do at
“Verve” when we claim “Let’s Make Media Better”

\‘

Direct Supply

YOUR AD HERE

access to ad inventory




Our Premium Direct-Publisher Partnerships

Entertainment Gaming News Other 7
| our publishers feed our
@iscovery | platform with
Easybrain  aqvision AP ®CBS meIltu=E amazon :
wattpad (¥ Oyt DAY NEWS :
oM iy i 700 — 800bn
m - imgur i
M AN Azynga © EEU’@ FoX ad requests per day
KINGSOFT @ GasBuddy o i
yahoo! @ Do Narrott. |
® Opera '
\ USA TODAY i ’

E ?stm;+ A%U_NICO appsve R sHAREit : We serve our publishers

%2 NBC NEWS X ! 5
PLAYSIMPLE ); : 4 -5b
Score % myfitnesspal E b n
Eam s E impressions per day
) - FOX Walmart ;
e o I X |
¥ =9 WeatherBug’ \
PLUTO®

4
/7
1
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What Publishers want?
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Publishers Are Facing Several Challenges

Privacy related: Quality related: Market related:
* pressure from ever changing * Ad-quality issues, low quality * Walled gardens own optimization
privacy policies ads, IVT traffic leads to less traffic & rev-share
* cookie impact * Integration issues with SSP & * Openinternet/advertisers focus
* consent collection /optin for Demand sources, eg conflicts on top 100 publishers
device-ID for data usage for with App updates * Cost; traffic, personnel, etc
better targeting generate cost pressure
How to make revenue in a world How to ensure Publishers get How to ensure enough traffic and
with fewer or no identifiers. quality of service and still retain market-share of revenue
position

A\ Y
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What Publishers want from an SSP

Trust & service with SSP that they work
with.

Revenue generation good fill rates and

high CPM’'s, lead to better revenue

Quality Ads help to retain users. Ads
that annoy or lead users to other pages

are less liked.

[

®

Curation capabilities: make audiences & ads
also available for programmatic marketplace

(PMP’s), programmatic guaranteed (PG)

Payments: Ease of receiving

payments - reqgular & on time.

Tools and technology that ‘works’ is
reliable, free of issues, lightweight,

easy to integrate.

\‘
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What Publishers Also Would Like to Get

Know more about their Users with
respect to audience / behavior /

content consumption patterns.

Customer Acquisition/ Multichannel:
Acquire new users across Apps, CTV,
Web, DOOH and Audio

Cost benefits: more efficient
connection, cheaper cloud /

infra costs, tools

e

2
&2,

Transparency: Having more visibility

into the food chain

SPO: Supply path optimization

where in the chain?

Sustainability: less Carbon emission,
being a responsible publisher

working with responsible platforms

\‘



Verve’s Position on the
Supply Side
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Verve is Beyond being “just another” SSP

Verve focuses on Emerging channels

Mobile App has been our core strength from start. CTV & OTT is one of
the fastest growing channels that we are in as well.

Targeting with strong Al and data propositions is a key focus area,
where we generate audiences with and without ID’s & provide
sophisticated Al driven targeting capabilities.

A global scalable platform : Al & ML drive Yield optimization for in bound
supply and outbound request to DSP’s, focus is on efficiencuy.

Unique formats & experiences, self-generated demand from our internal
DSPs and brand demand sources

VTR

>
=
e é
iZZ
b o

A

“Unique SSP offerings with
solutions for emerging
channels, extending our
marketplace beyond InApp,
CTV, mobile web towards
audio and DOOH”




Mobile SDK

-

Verve has a leading global open
source SDK with footprint
across various verticals such as
eg. Gaming, utilities,
entertainment, news

Our SDK is integrated in
over 20.000 Apps

\_

J
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Key USP‘s Part |

CTV

>

UK E ror N
"WORLD / ((8

Verve has a leading CTV footprint

in the NA, having almost all larger

and many smaller CTV publishers
connected.

Over 680% household reach with
CTVin NA

\_ J

Verve has a leading position in
direct prime publisher
integrations for in-App and CTV

Leading U.S. direct in-app and
ctv supply position

- J
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Mobile In-App and CTV SSP Market Leader

The Jounce Media RTB Supply Path Benchmarking Report’
confirms our leading direct supply position

/ Premium Supply at scale’ \
90% | HIGH AN EVEN = i 2
PROPORTION OF PROPORTION OF SUb Premlum
80% |SUB-PREMIUM o PREMIUM AND
N SUAARY SUB'ngJ";:;JL"\j Leads to unnecessary hoops between marketers
g 70% . and publishers, chronically invisible ad placements
& 0% or user-hostile ad experiences
i
E 50% . .
s
£ 40% C °
? [ ] ' o
§ 30% . Premium supply:
2 Low . C _
2 20% . . : .
8 PERCENTAGE OF HIGH Maximally direct supply chains that result in
BOTH PREMIUM . q q
w5 || A . of PROPORTON O inventory that is proven to influence consumer
PREMIUM SUPPLY i isi
- o O . . o SUPPLY purchasing decisions
0% 20% 40% 60% 80% 100%
sales rights for premium mobile app supply >

o /
v

1 Jounce Media: RTB Supply Path Benchmarking, URL: https://jouncemedia.com/research-portal/monthly-spo-reports-blog/july-2023#read, 2) Premium vs. sub-premium supply as defined by Jounce Media



https://jouncemedia.com/research-portal/monthly-spo-reports-blog/july-2023#read

Contextual targeting

-

less traffic.

\_

Our early focus on privacy
changes made us invest in
contextual, ATOM, SKAN, etc.
enabling publishers to make
revenue from non-consent & ID-

Leading position in contextual
targeting with several solutions

available

~

J

162

Key USP‘s Part Il

Owned & Operated supply

Trust

U

JOUNCE

MEDIA

O

With our 0&0 gaming, giving us
unique ad-spaces, first-party
data, a testing environment for
our SDK and perspective into life
of a publisher.

A.o. a leading mobile racing game
with > 1bn downloads

\_ J

4 )

Verve has been Consecutively
Ranked
as Leaders in
Seller Trust Index

on Mobile & CTV

Good & trusted relations are key
to a successfull business

- J
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A Leading and Growing Emerging Channels Supply Position

Channels

Leading : Mobile

Strong : CTV

Upcoming : DOOH

Early : Retail /Audio /
Mobile web

Low focus : PC-web

163

Countries

Leading : North America

Strong : Scandinavia & Brazil

Upcoming : Netherlands, UK

Early : India and APAC

No focus : China & Russia

Further growth plans:
- Getting stronger where we are strong already.

- Solving for the weaker positions, hiring extra sellers for our weaker &

newer channels, as well as in missing geo’s. \‘



Qur Solutions for the
Supply Side
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Optimal Demand for Publishers

Making sure that every Ad-impression is sold in an efficient way

( Bring Premium Brand with global reach >

( As well as Performance buyers >

( Demand for supply with & without ID's )

( Demand for all formats )

(Demand via Open Auction & Waterfall setup)

( Demand via Curated Marketplace (PMP/PG) >

( Demand from our own DSP & 80+ plus DSP’s >
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Revenue growth
for Publishers
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Generating More Value Per Ad Impression

Making the publisher inventory more Valuable

e Scale Matters: Verve marketplaces reache 2 billion+ devices

Enrichment of signals via bidstream down to DSP‘s
Addressability: ATOM, ID‘s and ID-less graph solutions enable
addressability challange.

Best-in-class demand & supply shaping for optimizing of traffic.
Internally optimized and uniques Al and ML models and
solutions to optimize right ads to reach the right users to
maximize the KPIs of advertisers.

166




And Much More Behind It

Further optimizations & focus

e Easy, low touch integration and activation across all major platforms.

e Among our industry peer-set, we are the only large player with an
open-source SDK - publishers trust and work with us because of the
transparency.

e Our first class SDK Footprint and Creative rendering as well as ATOM
in the SDK brings Brand & Performance formats to maximize fill rate

e Because on our multichannel focus we can do reach extension onto
formats - video, display, native, audio, DOOH, CTV, app, mobile-web

e PMP capabilities: Provide the best-in-class PMP feature set for the
publishers for seamless PMP packaging / targeting and execution

e Preferred Publisher Partnership: being more accretive for a publisher

167




Verve's Roadmap for
the Supply side
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Product Development & Innovation

Mobile: invest and improve video, full screen, rewarded video
experience via our SDK. Continued enhancements for mobile brand &
performance specific Ad units.

CTV: Invest into CTV, audience packaging, targeting, SSAI
components and enrich creative experiences.

DOOH & Audio: improvements in ad offerings

Data: Improvements in ID and ID less Graph solutions in Verve
Audiences Store services, also focus on cross-platform

ATOM: further develop, scale & innovate ATOM for Android / CTV and
Web

Platform: further improve and invest into targeting; Al and ML
approach across the platform components, enriching bidstreams with
data.
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Improve Publisher Relations & Grow Revenues

- Sales and Internationalization: grow Verve's direct (global) publisher
base, increase sales teams and focus on global & local supply in the
emerging channels.

«  Farming: improve account management for publishers and DSP's,
increase Ad Ops teams.

+  PMP & PG: focus on curation and making inventories available

«  ATOM: roll out our solution for the privacy first, identifier-less App
economy, extended and bespoke Cohort creation for DSP partners.

. Publisher relations: we continue to invest and innovate in products
that will help improve and solve problems for the Publishers.

All investment are focused on growth drivers for advertisers - that
way we lock in more supply and serve them better.




Thank you
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Better Outcomes
for Advertisers

Alex Stil, CCO Verve
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Table of Contents

Developing Agency and Brands Business )

Enabling Outcomes with
Responsible Advertising solutions

Growth and expansion )




GREAT STARTING POINT

Developing
Agency and
Brand Business
on a Strong
Foundation

Verve is building further on the market
leading position in in-app and CTV supply.
Now bringing the value proposition directly
to agencies and brands.
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Top 5

Ranked among
the top globally
for CTV

#1

RTB supply path
coverage and
quality

+2bn

Connected devices

224bn+

Ad impressions
quarterly

300M+

CTVscreens
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What Makes Us Unique & Relevant For Agencies and Brands

PREMIUM SUPPLY BESPOKE DATA SOLUTIONS
Number one In-App Position Wide data sources; O&O,SDK. Delivering results in a responsible
Own SDK Contextual, Zero and 3rd Party way (brand safe, high quality and
Strong across CTV Unique data graphs & segments sustainable )
Substantial DOOH
.',_ _R’_e_a;:;mi_n_g_p_e_o;)I_e_e_v_e_r;;\;v;\;:r_e_v_vi_tﬁ_ -\‘. .',_ R ;;i\;a_(;g_f_ir_s; ;)r_|r;c_|r_)|_e ______ i ’
N impact / [V L L AN ANY A W SN '
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Extending Our Relationships With Top Brands & Agencies

-1
£33 K8 (0 G ) 23 (3 3 6 3
—1ol-1 1" -1 1
= 3 3 53 3 63 0 63 05 3 05
115 B3

Morga n

of the Fortune 100
brands

Product names, company logos, and ‘
app screenshots used on this slide are HA\/AS m Omnicom
property of their respective owners. PUBLICIS de ntsu MediaGroup
GROUPE




Delivering on Divers Objectives

Emerging channels

[
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Interactive formats

gaming experience we develop
engaging omnichannel experiences
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Providing Flexible Solutions Based on Client Needs

SOLUTIONS
MANAGED SERVICES

Custom solutions (created with our supply,
data , creative solutions and tech)
fully managed by us for you delivering on
your objective

Transactional sales

Mainly monthly —quarterly campaigns

U

CURATED AND
CUSTOM SUPPLY

Access to our supply and combining our
proprietary and partner data to create
bespoke curated deals that can be activated
in your DSP of choice

Transactional /Consultative sales

Monthly to always on campaigns

SELF SERVICE
TECHNOLOGY

Demand technology to access emerging
channels and extra value/efficiency when
leveraging rest of verve ecosystem

Consultative sales

All campaigns of brand / agency
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Verve Focus:
Let’s make media better.

We are the leading digital media company
that enables better outcomes

with responsible advertising solutions
in emerging channels




Enabling Outcomes With
Responsible Advertising Solutions

Privacy first, transparency, brand safe , future proof

PINPOINTING AUDIENCES

LEVERAGE BEST SUPPLY AND DATA

BEST IN CLASS CREATIVES

KPI FOCUSSED MEASUREMENT AND TARGETING

FUTURE PROOF TECHNOLOGY

CUSTOMIZED TO VERTICAL SPECIFICS

O\
O@C
DOC
OBC
()




Build and Optimize Audiences with Schema & Vera

With Verve’s targeting algorithm, Schema (JunGroup), combined with machine-learning tools
results in a unique and privacy-first targeting solution. Here’s how:

Polling & data collection Building lookalikes Execute & optimize

We collect first-party data, such as age We'll combine the data-set with other targeting Our Schema is applied across inventory channels.
and gender, through our SDK integration touch-points, such as past purchases and Vera, our machine learning platform, monitors and
with Apps in our network. In addition, we behavioral attributes, to build a rigorous targeting analyzes the campaign in real time.

collect and analyze zero-party data by strategy.

polling our audience in-App

Do you plan
on buying a
new car?

m Nationwide

CareMatters

Male,30 QO
Quote Comparison

Potential buyer, Chicago Q

Compare multiple quote
sC with a single
push of a button

Do Do Do Do

* Vera

LOOKALIKES

o @

Consent-based Cookieless Privacy-safe

\‘

Learn more
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Moments.Al For a Non-ldentifier World:

"Reach consumers with accuracy and speed

Visual content analysis, keywords,
semantics, meta tags, and more are
all analyzed and assigned a
confidence score within 10
milliseconds. With Verve’s
breakthrough data-processing
technology, reach consumers in
meaningful moments that align with
your brand’s values.

Choose from 700+ IAB interest
segments, 11 GARM brand safety
segments, and a library of other
contextual segments or mix and
match to create bespoke segments

Is Brion Bass playing
his best in the

semi-finals?

T

“Sports”
L
“Basketball”

“Pro Basketball”

“Sports Celebrity™

‘m “Electronics”

ATLANTA 1

Contextual

100% Confidence
95% Confidence
95% Confidence
92% Conflidence

10% Confidence a

73%

of URL’s are
published in
last 24h

GDPR

compliant

100%

privacy-safe
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ATOM on Device Targeting For a Non-Identifier World

- &
Non-addressable (anonymized), IDFA-less

users you wish to target but have no

deterministic traits

DEVICE CONTENT

APP CONTEXT

APP ENGAGEMEN

USER ATTENTION

AD ENGAGEMENT

Powered by ATOM on-device intelligence

DEMOGRAPHI

FINANCES

MOBILTY

ATTENTION

ATOM uses machine learning to process contextual signals

ATOM matches such users to targetable cohorts
that delivers performance as high as pre-IDFA

era.

to engage with IDFA-less users with relevant cohorts, delivering high campaign ROI

v Cohorts are built on-device v Requires NO IDFA or Plis v Uses machine learning models

\‘

v Uses app and device context v CTRs match pre-IDFA ROI
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Curated and Custom Supply Packages

Strategically curate supply that can also be customize to align with client unique marketing goals
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Creative solutions: Creative and Innovative Formats in-app

Based on our large SDK base: many possibilities to also do non-standard executions

6er-Probierpaket »Rotwein-Hits«
inkl. 2er-Set Zwiesel Glas »PURE«
39.90 Cresoe

Expandable
Banners

300 JAHRE

Wheel of
fortune/
gamification

@

All eyes on Nachhaltigkeit. Wer
weif es?

Panel and
Quiz
Engagement

yello

Swipe the rotor to
produce energy

Interactive
Formats



Creative solutions: Innovative DOOH

From planning to leveraging data and creative possibilities to create impactful messaging

Are you coming to have
lunch at ours?

S ”

-

TR

McDonald's

-
b A. .
L
Time-bosad Soclal Integration Sports/events User generated

\‘

Personalize your brand story with
custom DOCH ads.

Designed and delivered end-end
by in-house creative experts.

Customize ad messaging based on
specific event triggers/KPIs.

Store locathon Live weathar



Netflix Case Study

Custom creative control

Get full control

For Netflix, we created a unique user
interface, allowing them full control
over the creative: at any time of day,
they can adjust the content and thus
feature a different series or movie on
any Digital out of Home screen.

Additional possibilities

eAdjust ads on the fly

ePromote new products

eCombine with count down to run flash discount
eCombine with location to adjust creatives basec
on the location of the screen and contextual
conditions
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VERIFICATION

|)\/ DoubleVerify

|ASa

by ORACLE DATA CLOUD

CPG

@ircano.

@) ABCS Insights

ssmort

commerce

Attain

8 pear

VISITATION

FOURSQUARE

INIMARKET

@ Arrivalist
{,ADARA

Place([e)

=1 [CAVAVAN

CROSSIX

adstra

DATA & IDENTITY

neustar

nsUnion® Company

/LiveRamp

cpsilon

ol H
. .expencn.

BRAND LIFT

«> Nielsen

KANTAR

comscore

LUCID [[]]

€D SAMBATY

Measurement & Targeting: Expanding Our Third-Party Partnerships

Partnerships that enable specific targeting, measurement and verification based on advertisers KPI's
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Verve DSP: Our Contextual Mobile DSP

Putting app marketers fully in control of their paid UA efforts

We provide modern mobile
marketers with all the tools
they need for programmatic
success in the privacy-first
world.

Unlike traditional DSPs,
Dataseat works with
advertisers to build and
maintain their own ML
models to suit their
business needs. Creating
their own private bidder.

189
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Solutions Created For Specific Verticals

Drive in-store traffic and
online sales, with shopper
driven marketing,

Simplify the path to purchase
across major retailers with
shoppable ads with direct-
to-cart” technology.

*offering US only

Automotive

Leveraging specific data and
supply to enable brochure
request and test drives, including
specific hyper local car dealer

programs.

piell

p
Gaming Entertainment
Best-in-class user acquisition Enabling full screen rich media
for games companies based interactive experiences to

on our own experience with generate awareness and

our owned and operated engagement

games

\‘



Growth and Expansion

Growth coming from 4 dimensions, existing and new
PINPOINTING AUDIENCES
LEVERAGE BEST SUPPLY AND DATA
BEST IN CLASS CREATIVES

KPI FOCUSSED MEASUREMENT & TARGETING
FUTURE PROOF TECHNOLOGY

CUSTOMIZED TO VERTICAL SPECIFICS

191

MARKETS |[7===<
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Responsible
Media

Prasanna Prasad, CTO Verve

\‘



01

Privacy Safe

Targeting

Industry leading targeting
& measurement

193

Agenda

02

Al - Led
Outcomes

State-of-the-Art Al-led
optimization

03

Cloud and Platform
Efficiencies

Driving sustainable
Advertising

\‘



The Evolving Privacy Landscape

i.ab-TéCH LA!; ‘°..
AS THE COOKIE < -
CRUMBLES "l _

Sl LEARN MORE [J%

March 28, 2024 ®
8:00 AM - 6:00 PM EST

Convene, New York -

Privacy Laws Around The World

# SearchAds.comB L O G
oy MobileAction

How to prepare for

IDFA Deprecation

DSP
T oty 7,
1. D¢
: & Audience K
Bid Request and § User IDs SEeucneren | Audiences
Responses N (User IDs, (Segmented by
<O Cookies, etc.) Identifiers)
¢ N
N
SSP

Opportunities

I Ad eCPM #

Publishers 4¢——

Identifiers
DSP
T 0,,%,
K € Audience
Bid Request and SCEEEHEl  Aydiences
Responses (User IDs, (Segmented by
o < Cookies, etc.) Identifiers)
o
SSP

Opportunities

1 Ad eCPM §

Publishers €4————

Anonymous

\‘



The Evolution of Addressability

Regulations and competition drives privacy which decreases person tracking capabilities

100%

IDENTIFIERS &
Audiences

IDLess

1P Cookies 1P Cookies Addressability
3P Cookies 3P Cookies 1P Cookies 1P Cookies

20% IDFA IDFA IDFA 3P Cookies 1P Identifiers

AAID AAID AAID AAID
-> 2014 ¢ 2016 2017 ¢ 2021 ¢ 2025 ->
. 2 *  Privacy
PLATFORMS @ Safari ® *2 " sandbox
REGULATIONS GDPR CCPA CDPA

From 100% deterministic person targeting towards anonymous cohort-level targeting
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Best In Class On-Device Al - How ATOM Builds Models

ATOM packs powerful artificial intelligence computing models right within the user’s device. The model processes device
signals and real-world context of users to predict user traits and classify them into cohorts. All data stays on the device.

150+ cohorts available
for Advertisers

Powered by
ATOM On-Device Intelligence

N+ signals

Demographic

Swipe Speed ~ ccccee- Interests

Deviee erpare N TR Device Content Mobility T
Ad Engagement v App Context Attention Tt
Battery Level ~ «rroeeerieee App Engagement ATOM Al Activity e
BundlelD - User Attention Engagement oo

Session Depth ~ «--ovo0e adEngagement |-l T Household ~  ---------
Screen Brightness -+~ Playtime ..

Finances g;ii?ls
v]\?sr\(écce}oa:tiffua; Signals progessed in Cohorts ge.nerated On- Bidsteam enriched with
Real time Device Al Cohort Intelligence

Signals



ATOM Customer Segments - Brand Awareness

Our Bear Stories,

Unleash Your Inner Explorer Campaign

OBJECTIVE EXECUTION ATOM COHORTS

T Loliladiid

Increase brand
awareness and Define target
drive traffic to the | persona to drive

#Outdoor
#Traveller
#Adventure
#Activewalker

?
4 N
:
A (

website of an awareness and
outdoor gear and intent against.
adventure brand.

________________________________________ \ / ) AT 2D
| l Motion modeling -> Walking / Advnture Stories, -
| B ‘
(= =

] Activity history -> Active 1 Sl
ATDOAI\-l/'_AAI i Content browsing -> Adventure, nature ! } o =

Time zone -> Frequent changes A e e
Area history -> Parks, countryside




ATOM - Use Case Example - Performance

Food Delivery App Install Campaign

OBJECTIVE EXECUTION COHORTS

ab g&u/; Wwéep

s || Meeworkat
Th | of th -
e goal of this o e #Age_18-45 BURGER

campaign is to h #Lunch_hrs
drive new installs |.. ome, o #Dinner_hrs

of a food and are active #Urban_area

/ / /

4
1
1
1
1

Motion modeling -> At home

ATOM Al . Motlgn modglmg -> At work
DATA creen interactivity -> Medium
Daypart-> Lunch, dinner time

Area -> Residential, office area

\‘



ATOM Customer Segments - Publishers

Look-alike for
additional scale

Monetization
Enable privacy
safe segments to

buyers for
targeted
advertising driving
higher CPMs

Acquisition
Increase User
scale by going

after ideal
audience personas
through
advertising.

Insights for Retention and
churn reduction

Retention
Understand user
ARPU maximization intent and activity
and maximize
retention.

Personalized and targeted




Roundlng Up - Mlles-tone-l_scale VIeW 170B mobile daily requests
200 CTV publishers

70B daily requests -

40B daily requests

HyBid 15B daily requests CTViandWeb
Stand alone Brand e
] SDK
. Android _
I Performance
1B daily requests >
10 apps
° Q324 Q424
0124 H1 2024 T H2 2024 H1 2025 H2 2025
April 2024 - MAU, Vegas ~ ATOM releases first ATOM releases another ATOM release on BYOM for the future ~ Omni-channel
ATOM 3.0 launched with set of Al based set of 150+ interest Android on Android and i0S coverage
default SDK distribution demographic based cohorts
l cohorts
Empowers Omnichannel

artners to use r ili
Instant global scaling partner u addressability

e Packed with new Al

their own introducing
machine learning CTV and web

capabilities
models

Tightly integrated
with marketplace
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The ldentity Landscape

3P Cookie 21 Publisher ID

8 Email Address &) (] DeVFce IDs

| X2 Telephone

" & P

" Name and

* Postal

s CgUIDs

Universal IDs Platform IDs @
(=:08

Rampld, UID,
ID5... ID...

Xandr ID, Beeswax

Dozens of ID solutions

A person is linked to dozens of ID solutions via devices and channels

\‘ UID2.0 | RampID | ID5 | Shared ID | Panorama ID | Hadron ID | Criteo ID | Parable ID | Net ID | Neustar ID | Adobe ID | Xandr ID | Zeotap ID | ...
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The |ldentity Solution @Verve

__________________________________________________________

EXTERNAL DATA e
Transactional Behavioral Behavioral Interest Verve Ad
Attributes Attributes Attributes Attributes Platforms
Verve

Marketplace

Fm———m——mmm—m——————

1

1

1

1

1

1

1

1

1

1

1

1

1

|

i Verve DSP

1

1

i

i Verve PMPs

1

1

1

VERVE IDENTITY GRAPH : verve  [F

| AUDIENCE STORE

1

1

1

i
r 1 | . ! -
: _
1 1
l Performance Marketplace traffic First Party Data | ! : 1
: 1 : 1 DSPs 1
I : ! i 1
1 1 ! 1 1
1 1 : 1 |
i Brand Marketplace traffic 0 & O Data 1 | b !
! : i 1 SSPs 1
: L : :
: 1 : : 1 :

1 1

i INTERNAL DATA 1 i i i EXTERNAL i
| : : ACTIVATION PLATFORM ! i PLATFORMS !
|__________________________________________________________! R I !_ _______________ !

Prfiing dats Enabling Cross-channel targeting & Measurement 294



Seamless Advertising across |ID and IDLess

Future-proven addressabilitg, with and without IDs.

G 2 4 | ¥
CONFIDENGE 48%, WEIGHT 34% \ ‘ Y j/* T CONFIDENGE 34%, WEIGHT 12%

CONFIDENCE 87%, WEIGHT 57%

s 4 : ATOM
Verve . Y. / ‘ 2
ID Gra h CONFIDENCE 90%, WEIGHT 73% 5 4 ( ] y \ )" |D_Less Graph
p MAID/HEM S = - <

ZQ

University education

CONFIDENCE 28%, WEIGHT 60%

ID-based targeting

#ElectricCarContent i | Y ; #GymGoer #Foodblogs

#HighEndMobile [ h_ 7 Ry ‘ #HealthContent #Recycling

#iPhonel5Pro RampID ' \ #OutdoorActivity #WellnessRetreat

#University Graduate uiD2.0 . \ 3 #Aged5-55 #WearableTechnology

Electric Car Buying Intent B Healthy Lifestyle







A Systemic Approach to Al Transformation

LEARN
- Accelerated investment in global Al 1. Hiring DS and ML, and talent upskiling
felont and Subject Matter Experts 2. Focus on innovation and with indusiry expertise
- Culture of hackathons and innovation
Transformational
. 1. Al adoption driven by individual contributors
_ Strategic 2. Dedicated budget and centralized teams
Tactical
LEAD|
- Integrated Data Lake across assets
- State of the Art Modeling d .
. - Access to data democratized
Techniques o— SCALE —0 .
Customer specific Models through unified tools
P I - Data Governance and quality
ACCESS SECURE
1. Isolated data islands 1. Ensure privacy and enable data protection
2. Centralized data & ML assets with a unified data model
SCALE AUTOMATE

1. Ad-hoc data processing & ML model training

_ - High|g specialised Al roadmaps
2 End-to-end ML & data pipelines using ML accelerators for customer problems.
- Accelerated experimentation and
iterations through MLOps Tools.
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DATA LAKE

State-of-the Art User Centric Optimizations

Data & Privacy Controls

minimizing friction with automated
signal discovery

Neural Network
Models

State of the art deep learning
models capturing complex bid
stream patterns in real time
and constantly adapting the
system for delivery towards
business objectives

State of the art
user-centric
optimizations

Experimentation

Rapid experimentation framework enabling automated
feature discovery, model selection and optimal delivery
in a continuously evolving real time advertising landscape

User/cohort Centric

Providing Al driven solutions for an

ID free privacy friendly world.

Device & Context specific Signals =
allow for interest based relevant

ads with minimal waste improving

user experience

Near Real Time
Optimization

Optimizing for user intent and
advertiser goals in real time with
deep learning for better outcomes
for advertisers and making our
advertising channels more efficient

\‘



Digital Advertising Ecosystem - Process Optimization Challenges

Publishers
Audiences Tradlng
Devices Exchange Desk ,
Media
o Planning
Bidding/Arbitrage
Ps Creative selection
Traffic Shaping Pacing
Mobile/Web Floor Pricing
DOOH i

Edge Intelligence

2l . Advertisers
1 Content Intelligence

User Intelligence Creative

Design

@ ®

Current — Pushing barriers 24 H2 — Hands-off Autopilot 25 H1-H2 — Demand Focus
on Core Problems e KPI optimization Brand Safety
e Content Classification
e Audiences Demand forecasting
206 Creative customization \‘



Case Study : A//ed optimizations on Verve DSP SKAN

User Session Duration :
1 1
ceocty NN :
I ' '
H 1
qori Introduction of ATT & SKANetwork (SKAN) Hour (Deci) ; :
2021 TagID _ : :
o— APtilggzurjglng the App Tracking Transparency (ATT) Geo Country [N E E E
with "~ Geo Region [N | i :
- 80% users opt-out ; ' !
Day of Week [ | ' '
_ Device OS (Minor) - : i :
Device Model - i i i
. [ : .
- Multiple attempts at getting IDLess attribution Bid Floor [ E ! i
® right through SKAN. Language [ ! i :
- SKAN 2, 3 evolution to support CTA, VTA, 0.0 01 02 03 A
multi-touch attributions. Variable importance
_ 1.  Initial training: Identify signals/features that maximise performance for a specific
campaign to then train ML models to only bid on best performing traffic.
e 2. Custom bidding algorithms per advertizer/campaign.
P Privacy Manifests require app owners to declare 3. Result: campaign performance at the same level as with ID targeting and Predictive
@ e third-party SDK functions, preventing connection Analytics to fill the gap in SKAN data and support tricky APIs.
to tracking domains. 4. Machine Learning and Al to enhance bidding and campaign management.
- This measure aims to eliminate fingerprinting and 5. Proprietary Methodology for SKAN setup to overcome privacy thresholds and
ensure exclusive use of SKAN for attribution. richest portfolio to plan, execute and analyse campaigns. \‘
palo]



Assign IDs to publishers and test

<
Source ID 41 —>E
' >

Source ID 42—

Source ID 43 —Pm
S

Line item 1
non rewarded

Line item 2
non rewarded

The Explore Exploit Agent

Exploit
line item 3
L Rewarded
+ (Source ID 83)

X removed from
campaign

l

Exploration continues at lower
scale elsewhere

Assigns IDs to creatives for visibility
of creative performance

Exploit line item 3
Rewarded

A

r
Source ID 90 Source ID 91 Source ID 92




The Customer Impact

Social network

Top Mobile Game Fast food
(
95% visibility on conversions for a 25% lower CPI with the industry’s first Al- 1.5 years of repeatable success
social networking app powered SKAN campaign optimization while massively scaling campaign
"Null” conversion value down to only 5% Verve DSP was the first to find a way to use

1.5 years of app install campaigns for a global

within the first 2 weeks running for a SKAN data and Machine Learning techniques restaurant chain, and still consistently
social networking app. We got full together. A 25% CPI improvement for a top-tier overachieving their CPA goal. No ceiling
visibility on 95% of conversions very game when plugged into Dataseat’s machine reached due to the scale of SKAN-enabled
quickly. learning for SKAN campaign optimization.

inventory.

Verve DSP drives performance with the industry’s longest-standing SKAN experts and technology. Verve DSP is privacy-first by design. On
iOS, SKAN is among their core areas of expertise. Clients get access to the most SKAN-ready DSP, and our proprietary SKAN campaign
. templates based on their own SKAN setup methodology.



Cloud & Platform

ICIencies

Eff
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Acceleration Through Google Cloud Partnership

Economies of scale and
group synergies on data
sharing.

Better Specialization of
skills and approach to
platformization.

Drives ~20M in bottom
line efficiencies over
four years.

Leverage best-in-class
Google Al platform and
model capabilities.
Co-build with Google
R&D.

Deeper integration into
Google Advertising
Products.

First adopters of Privacy
initiatives on Chrome or
Android.

\‘



Technology Vision - Efficiency at Scale

° Modules vs. Monoliths ° Allowing for high ° Al from the get go
degree of specialization
° Flexible and and automation of ° Support a growth
. configurable execution vertical specific flows mindset mentality and
Key Tenets: flows foster continuous new
° Integrated Customer technology validations
) Highly reusable and Experiences
customizable business e  Easy Data Accessibility
specific modules ° Streamlined product derive insights & ideas
development and
° Easy to integrate with delivery process ° Foster GenAl usage in
further Exchanges and engineering and building
SSPs Al driven knowledge base

Our integrated and customisable platform-first vision allows deploying and scaling new products in an
advantageous manner. applying one core to solve for the needs of different customer segments.

e  One Unified modular platform project under works for integrating our two biggest business lines -
into 1 combined platform in 2024-25 specialising for the Performance and Brand Verticals.




The Unified Platform and Data Backbone

Unified SDK + ATOM

| Performance Experiences | Brand Experiences

| In App W;:rkflows | :
A Unified Technology | cTv W?Irkflows | : Al Powered Optimizer S
Platform means moving : ! Interface

| Web Workflows |
away from legacy isolated ¥

stacks to a common

.................................

AD-SERVER

1 1
1 1
1 1
1 1
1 1
1 1
1 1
1 1
! Customer APIs ]
: |
1 1
1 1
1 1
Shared Functional Modules : :
1 1

Blueprint servicing all
layers of the tech stack
while specialising for
customer outcomes and
needs.

Unified Configuration

Data Analytics

Business Ad-Hoc

Intelligence Analytics Data Intelligence Governance & Tools

Unified Data Lake

SSP Data DSP Data 1P/3P Data Data Quality & Control
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Wrap Up

We are the leading digital media company

l1151 enables better outcomes

with responsible advertising solutions
in emerging channels
for advertisers & publishers.

217

Privacy Safe
Addressability

\‘



Emerging Channels

Carl Liverstam, MD Verve Nordics
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Why We Focus on Emerging Channels
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Advertising Channels

\‘

Emerging Channels

Mobile Advertising

Connected TV Advertising

Digital Out of Home Advertising
Digital Audio and Podcast Advertising
Commerce Media Advertising

Digital Channels

» Display Advertising

» Video Advertising

* Email Marketing

+ Content Marketing

+ Search Engine Marketing
» Social Media Advertising
+ Affiliate

* Influencer Marketing

Traditional Channels

» Television

* Radio

* Print Media

* Outdoor Advertising
* Direct Mall

* Event Marketing

* Product Placement



Advertising Channels and their Lifecycle - lllustration

Emerging Channels Digital Channels Traditional Channels

» Television

* Mobile Advertising + Display Advertising

« Connected TV Advertising * Video Advertising . qulo '
« Digital Out of Home Advertising * Email Marketing  Print Media N
+ Digital Audio and Podcast Advertising + Content Marketing * Outdoor Advertising
« Commerce Media Advertising « Search Engine Marketing * Direct Mail _
. + Social Media Advertising * Event Marketing
« Affiliate * Product Placement

* Influencer Marketing

Introduction Growth Maturity Decline



Strong Growth in Emerging Channels

14%

0
12% 12%
11% 11%
9%
0
9% 8%
8%
7%
6%
5% o
5% 4% an
2024 2025 2026 2027 2028
Total ad-spend growth % uCTV growth % m|n App growth %
Source: Statista: https://wwuw.statista.com/outlook/amo/advertising/worldwide#ad-spending, https://w\ tatista.com/statistics /273713 /global-online-ctv-television-advertising-revenue/ and https://wwuw.statista.com/outlook/amo/advertising/in-app-advertising/worldwide,

Magna: https://www.forbes.com/sites/bradadgate/2023/12/04/globally-in-2024-magna-forecasts-ad-spending-to-grow-72/?sh=6e47524d3c2f
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https://www.statista.com/statistics/273713/global-online-ctv-television-advertising-revenue/
https://www.statista.com/outlook/amo/advertising/in-app-advertising/worldwide

How Do Emerging Channels Evolve and
What is Driving Their Growth

\‘



Emerging Advertising Channels as Growth Drivers

Time

\‘

Consumer / Publisher

Publisher innovation

Change in consumer
behavior

o

~

Ad-Tech Industry

\

Picking up on consumer
trends

Advertisers

Innovates

Enabling new advertising
and media opportunities

\

Must follow user trends

Create and accelerate ad
spend growth in emerging
channels

o

o




Change in Consumer Behavior

From traditional towards digital From traditional TV towards From desktop towards From walled gardens
connected TV mobile and CTV towards open internet

US TV and Connected TV (CTV) Ad Spending,

[ - - — 29?1'2027 Mobile Remains Dominant but CTV Narrows the Gap
Average Time Spent per Day With Digital vs. billions minutes per day on connected devices
Traditional Media by US Adults, 2021-2025 .
hrs:min - $95.44 ssg 03 ass 7S 38%
2170 e e o,
o,
s 57% B 61%
$36.86| 181
.
1
D me®
g T 62%
i . )
sescofllscoos . 43% 39%
$58.56 M $56.83| W.\7‘7:"—-“. % 6e7 623
2019 2020 2021 2022 2023 202 2025
e R et ol s 2014 2017 2020 2023

2021 2022 2023 2024 2025

mTv HEcTV
M Digital M Traditional

m Walled Gardens m Open internet

Note: ages 18+; digital includes ol time spent with internet activities on any device:
traditional includes linear TV, radio, newspapers, magazines, printed cotalogs, direct mail,
cinema, and aut-of-home

Source: eMarketer, June 2023

282199 Ingider Inteligence | eMarketer

Consumers are leaving traditional (digital and non-digital) channels and moving into emerging channels
(mobile, ctv, audio etc...) outside the walled gardens




2 Ad-Tech Industry Picking Up on Consumer Trends

Early stage banner ad Later stage native ad Current stage interactive full
screen ad

21w o s Bodge Durango SU @

The New Age of Di:
iy — FIND YOUR ey
FLAVOR. s

your new fav

vvvvv

. Ortver Who Swerved nto
6_ Motorcyclist Blames Insect Bite

el Webb Withdraws From 2016
> Democratic Nomination Fight
W -

B Popular Main Line Chinese
restaurant ceared to reopen

Attantic City police make arrest
@ n beating of homeless woman

Aligator suspected in man's
death in Florida

Improvement of advertising Further innovate and
creatives, targeting, reporting respond to trends and
and data privacy changes

Enabling new advertising
and media opportunities

\‘
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Advertisers Must Follow User Trends

Share of time spent online with the open
internet vs. walled gardens in the United
States from 2014 to 2023

38%

51%
62%

49%

2014 2017 2020 2023

57% 61%

43% 39%

m Walled Gardens mOpen internet

Published by Statista Research Department, Jun 3, 2024

Source: Statista: https://wwuw.statista.com/outlook/amo/advertising/worldwide#ad-spending, https://w\ tatista.com/statistics /273713 /global-online-ctv-television-advertising-revenue/ and https://wwuw.statista.com/outlook/amo/advertising/in-app-advertising/worldwide,

US programmatic digital display ad spending:
Open Web vs Walled Gardens (%)

31%
No data
available
69%
2014 2017 2020 2023

B Walled Gardens  EOpen internet

Source: eMarketer

Magna: https://www.forbes.com/sites/bradadgate/2023/12/04/globally-in-2024-magna-forecasts-ad-spending-to-grow-72/?sh=6e47524d3c2f


https://www.statista.com/outlook/amo/advertising/worldwide#ad-spending
https://www.statista.com/statistics/273713/global-online-ctv-television-advertising-revenue/
https://www.statista.com/outlook/amo/advertising/in-app-advertising/worldwide
https://www.statista.com/aboutus/our-research-commitment

\‘

Embracing Growth in Emerging Channels

---------------------

Growing
i organically faster i
i than the market i

We need to be
innovative and
adaptable to find @
solutions to make . atom
media better e Scberns

----------------------



Our Position in The Emerging Channels

\‘



Advertisers 4\

Dot AWS Allstate

@ BEST
\_/ BUY

dentsu
AECIS
natwork

PUBLICIS Interpublic Group

\ TIER ONE ADVERTISING CLIENTS/

\‘

Very Strong in Mobile

Verve’s responsible advertising
solutions for mobile

Al-Powered

yello

g Privacy-First

Swipe the rotor to
produce energy

OPEN UP
A WORLD
OF FLAVOR

Start exploring

Contextual
Targeting

Brand safe

Without using
IDFA or GAID

20,000

Direct integrations
into mobile apps

Publishers

ACTIVISIoN ‘
DUCENY

5 amazon yahoo/
SCOPELY e

N
ﬂ Jarrott @
lg)am/ﬂbllﬂl i %ISN;F Sadl

Mzynga Walmart

\ LEADING DIGITAL PUBLISHING CLIENTS/
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Strong in CTV

Top 5
T globally for CTV

/7 from N\ Publishers
f CONNECTED TO 300M CTV SCREENS \

v' Cross platform (multi-channel)
Al-Powered M pluto®

LS
|/ €
Privacy-First @ LG SPhramount discovery+

approach
v’ Cross platform identity / targeting

v Unique O&O data and audiences Contextual & .
Behavioral i SCRIPPS SAMSUNG n

Targeting

\ j \ REACHING 60% OF US HOUSHOLDS /

exclusive to Verve customers

\‘ 233
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2024

2025

CAGR 9%

Upcoming in Digital Out Of Home

Y

22

2026

2027

2028

Dynamic Content: Ability to update ads in real-time
with fresh, engaging content.

Targeting Capabilities: Geotargeting and
contextual targeting based on location and time of
day.

Interactive Features: Integration with mobile
devices and interactive elements.

High Visibility: Large, eye-catching digital screens
in high-traffic areas.

Data Analytics: Real-time data collection and
analysis for campaign performance.

Flexibility: Easy to modify and schedule ads,
enabling timely and relevant messaging.
Sustainability: Reduced need for physical materials
compared to traditional billboards.

Enhanced Creativity: Opportunities for creative,

animated, and multimedia content.
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Early Stage in Digital Audio & Commerce Media

High growth potential

Despite Shrinking Broadcast Radio Ad Revenues,
Audio Ads Power Ahead Thanks to Digital Audio
billions in US ad spending, 2022-2028

$17.36 $17.32 $17.61  $17.88 $18.11  $18.29 $18.42

$6.32 $6.67 $712 $755 $796 $8.36 $8.74

H H N -

2022 2023 2024 2025 2026 2027 2028

Il Radio Digital audio +21%

Note: radio includes local and national broadcast of traditional on-air radio sta

and satellite radio services that are delivered over the air; digital audio inciude E2024 ad spend
advertising revenues for local and national broadcast radio stations, satellite r . .
services, purely online radio stations, and streaming music services such as Pa. g rowth in retail /
and Spotify; includes podcast advertising and sponsorship; includes both audio commerce media
nonaudio ad formats

Source: EMARKETER Forecast, March 2024

Digital audio

Verve is ramping up audio ads

Jun Group has a first
footprint in digital audio

(audio ads and Podcast)

Early stage

Retail media

Verve has started to invest in

commerce media

Substantial part of Verve

demand is coming from retail

Jun Group has a product suite

for retailers



Fuel Omnichannel Engagement to Maximize Conversion

06.30 AM |
Wakes up,
checks

weather app.

(Mobile Ad)

Heads to gym Reads news

nearby house.

Takes subway
Wendy’s for a

home, plays

nearby Target

(CTV, Digital
Audio, DOOH)

(DOOH, Digital

Audio, Mobile) Commerce Ad) DOOH)

°—> Verve
Audiences

08.00 PM |
At home, streams
shows on CTV.

(CTV Ads & Dual
Screen Mobile Ads)
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We are the leading digital media company
that enables better outcomes

with responsible advertising solutions

in emerging channels

Adopt Enablmg new
advertising
Consumer

Innovate &

- opportunities to
Behaviour the market

Invest

SUMMARY




Thank You



Closing Remarks

Remco Westermann, CEO

\‘



Our Aim for Today Was:

We inform you about what
we have achieved at Verve
since CMD 2023

» Commercial Update

* Financial Update

* Jun Group becomes part of Verve

240

Experts will give you an
overview of what is
happening in the industry

State of the advertising market

Al, Gen-Al and Al-Cloud
development

Privacy and targeting

We explain what is behind
our mission “Let's make
media better.” and how we
plan to drive strong
ongoing organic growth

Better Outcomes for publishers
Better outcomes for advertisers
Responsible media

Emerging channels

\‘



We showed you our
focus and USP’s

that enable better outcomes
for publishers and advertisers

with responsible advertising
solutions

Our mission:
Let‘s make media better.

\‘



Verve Takes Market Share

Verve Q2’241

Global programmatic
Ad spend 20242

Ad tech Peers
Q224" |

242



Our Four Main Growth Drivers Enabling Continued Organic Growth

O
I

4 Platform synergies 0

3 New products

2 Customer expansion

1 Market growth

243



Increased Guidance 2024
Based on a strong first half year 2024 with visibility into August

Updated
‘ Guidance 2024 ‘
(post Jun)

Third Guidance
2024

Initial Guidance
plorZi

g:‘g:)”e 322 350 - 370 380- 400 400-420

?: jé:ril)alTDA 95 100 - 110 115 - 125 125-135
447m

Taking Jun Full Year Into Account (Pro Forma) ”*1";‘;;*5
EBITDA

N
244



And We Also Updated Our Mid-Term Financial Targets

Revenue CAGR EBITDA margin EBIT margin

Net leverage

25-30% 30-35% 20-25%

1.5-2.5x

\‘



& i1 & @
& QO

And those who where in the background and prepared!

\‘



But the biggest thanks is to you
Our investors

Our analysts

And all other partners

Thank you for your trust and support !

\‘



One Brand, One Team, One Mission

Let’s make media better.

\‘
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