N\’ verve

Capital Markets Day

VOGgezgaAgOgadc



Disclaimer

THE INFORMATION CONTAINED IN THIS PRESENTATIONIS STRICTLY CONFIDENTIAL ACCORDINGLY, THE INFORMATION INCLUDED HEREIN MAY NOT BE REFERREDTO, QUOTED OR OTHERWISE DISCLOSED BY YOU,
NEITHERDIRECTLYOR INDIRECTLYNOR WHOLLY OR PARTLY. BY REVIEWING THIS INFORMATION, YOU ARE ACKNOWLEDGING THE CONFIDENTIAL NATURE OF THIS INFORMATION AND ARE AGREEINGTO ABIDE BY THE
TERMSOF THIS DISCLAIMER. THIS CONFIDENTIAL INFORMATION IS BEING MADE AVAILABLE TO EACH RECIPIENTSOLELY 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any recipient, to any other person, and it may not be published anywhere, in whole or in part, for any purpose or under any circumstances .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/ 11290f 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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CEST Topic Presenter

Part One - Verve Business Update

10:00 Commercial Update Remco Westermann, CEO Verve
10:30 Financial Update Paul Echt, CFO Verve
11:00 Jun Group becomes part of Verve Mishel Alon, CEO of Jun Group

Part Two U Expert Sessions: Advertising, a Dynamic Market
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11:45 State of the advertising market and upcoming trends Global Clients at Dentsu
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We inform you about what Experts will give you an We explain what is behind

we have achieved at Verve overview of what is ourmission GVOGoégaAgOg
since CMD 2023 happening in the industry a00é A E and hiowave g ¢

plan to drive strong

ongoing organic growth

A State of the advertising market

A Commercial Update A Better Outcomes for publishers

A Al, Gen-Al and Al-Cloud

A Better outcomes for advertisers
development

A Financial Update

A Jun Group becomes part of Verve A Responsible media

A Privacy and targeting

A Emerging channels




Part One
Verve Business Update
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Introduction &
Commercial Update

Remco Westermann, CEO Verve

\‘



ceGeCAagppgpe

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

26%
Organic
Growth

30%
Adj. EBITDA
Margin

37%
Adj. EBITDA

2.8X +33%
Leverage Software
Ratio Clients ®

9%
Adj. Net
Result Margin

i Strong ongoing organic revenue growth and margin
Letds make me d £ransignlgadtq stongincrease of EBITDA

\‘

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

X

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

Il Revenue
[ Adj. EBITDA

S P
2014 2015

Started as pure -
games company
in 2012

140
mﬂm

2016 2017 2018 2019 2020

2021

400-2p q g E

Revenue Guidance
2024

125PRz2 g EJa
Adj. EBITDA
Guidance 2024

2022

&
Roll-Up Gaming; Strategic decision to
25+ game establish a strong
acquisitions organic growth driver
that offers synergies
with the gaming
segment: digital
advertising

Media revenues
exceed games
revenues in 2021
and are the main
driver of organic
growth of 38%

2023 E2024

NYverlve —

Completion of the
transformation to a
media company.
Strong position as ad -
tech platform geared
for organic growth
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Board with Extensive Media / Tech Expertise and Experience

Holdings :

el 1,209,228 shares and
500,000 ESOP

‘ l Experience :
‘ ' mobilcomm

Tobias M. Weitzel
(Independent)

Chairman (2022) and Member

of the Board (2018)

Johan Roslund
(Independent)

( ™ Holdings : Holdings : \ Holdings :
- N/A N/A > 1,457,847 shares

1
HUFFPOST

CXITEO

Greg Coleman Peter Huijpboom
(Independent) (Independent)

Experience : . Experience : and 500,000 ESOP

Experience :

BNP PARIBAS
.

Elizabeth Para
(Independent)

Member of the Board (2024) Member of the Board (2024) Member of the Board (2020)

Holdings : Holdings :
4,900 ) 4,625

Experience : Experience :
= @

GP.Bullhound tyssenioupp

nucera

Franca Ruhwedel
(Independent)

Member of the Board (2022) Member of the Board (2022)

migo and from 20

& : Holdings :
ey 45,520,587

4 Experience :
“ ‘3 TeliaSonera

Remco Westermann
(Dependent)

Member of the Board (2012)
CEO (2012})




A Strong Team Driving our Mission Globally

dar da

Remco, CEO Paul, CFO Sameer, CRO

Alex, CCO

400+

Employees

EUROPE Y
13%

Revenue

NORTH
AMERICA

78%
Revenue 300+
Employees
&
= L BN

9%

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 PUBLISHER / END CONSUMER

EMERGING
CHANNELS D

G\ AGl ®éAdganha0olLgAn$eaAcOOg
brands to the right audience in.

aénneeol eAdeg Ad Request

1
2UECeGEG 0 —

ampi What
to look out for in 2022-23
knockout stage

®

Verve Demand Verve Supply & @hakscAs At
Side Side
(Advertiser (Publisher

Connection) Connection) N- Q= o hGOG o
- ® ¥

zahaahroc @ —

aveiacecic @ —

2400l GééAéiO; —
Verve Data
Platform

émany fu J t 586 ) T Data Signals
. P t
\ ﬁ advertisers / Campaign Parameters

. N




We Are a Leading
Digital Media
Company

That e nables better outcomes
for publishers and advertisers

With responsible advertising
solutions

Our mission
V O Ghake media better .

\‘
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Enabling better outcomes for advertisers and publishers

Better outcomes for advertisers Better outcomes for publishers

oOo Efficient user Best monetization
acquisition at scale

Enabled through Enabled through

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

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

Sector Solutions Targeting Fill rates / CPM

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

GDIi(r)ebcilni?pcﬁznel <uon) Scalable Publisher Solutions
PRY Efficient, global platform uOTg é piptéyidas, ...

; N




With Responsible Advertising Solutions

A selection of the advertisers we work with

.!’Jpepsi (7% Cosrco  GilleMe verizon' The right solution for the right audience
WiLE - - Strong contextual solutions for a changing privacy environment
FOODS ;,;E% 2ay Coaiidi ;'B;% U | clpsg\éeabOAGes Gg*og
Goldman k \
PG.P‘ VISA (& HB® - Sector solutions; eg shopper -cart, QSR, entertainment
vFal

A selection of the agencies we work with - Curation; a wide variety of targeting segments

- Privacy and brand safety by design
dentsu

- Carbon footprint; measuring and reducing

Interpublic Group

@%c%sg tﬁ %v&d(,% range of external data and measurement
parties \

1

ce 000l GéeAgetagGaebgoungegiOg
BID
(O theTradeDesk ‘GWitcq AMOBEE

Display & -
Video360  @Xandr  criteo

; A\ Y
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And Focus on Emerging Channels

Retail Media &

Mobile DOOH Audio / Podcast
Very strong Strong Upcoming Early stage
- Access to 2 billion mobile . Seeer e anBeE - Bring the power of sound to in-app
phones - Accessto 300m CTV screens iched with d '
fennc e vxlntf atapoints - Sweden and Norway have the largest
. rom our platform e.g. numb f thly listi b
B} i ; i - 60% household reach in the US : : Uil @ (kerialy Bl 19
20,000 in-app SDK integrations time-based or live percentage of internet users
. weather
o T Sy - Retailers developing advertising as
an important income stream
10%?* 10,5%? 9%3 9%*
CAGR 2024 - 2027 CAGR 2024 - 2027 CAGR 2024 - 2027 CAGR 2022 - 2027
\ Yy
17 Source: 1)htt statista.com/outlook/amo/advertising/in -app-advertisir dwide _, 2) Statista: https://w a.com/outlook/amol/advertising/worldwide#ad -spending , https:/www.statista.com/statistics/273713/global -online - ctv - television - advertising -revenue/ , 4)

https://decen n/blog the - booming - audio - advertising - market - projecti r-2027/ , 5) https://decenter log 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

Q

Position

Strong operating performance

Leading in terms of
reach and quality of
our supply

A dominant presence in
the emerging channels

High industry
recognition for our
privacy solutions

Increased KPIs

@ JOUNCE
lol pixalote

@exchanger
' Programmatic
POWER PLAYERS

| TPA -LABS

Resulting in strong financial performance

e

26%

Organic growth
(Q2 2024)

~N

45%

Revenue CAGR!

\_

308%

Earnings per share
growth
(Q2 2024)

18



Our Four Main Growth Drivers Will Propel Further Fast Growth

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

4 Platform synergies

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

\‘

19



Thank You
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Financial Update

Paul Echt, CFO Verve

\‘



Table of Contents

Financial Highlights Q2 2024
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What is the Outlook of the Business
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Second Quarter Financial Highlights

Strong Organic Growth

27%

Revenue Growth

26%

Organic Revenue Growth

adjusted for FX

Il Net Revenues
I Adj. EBITDA

PPgPR PpRIPR p2dPR pPgpe
23

29

ppbghpe

Highly Profitable and Cash Generating

Profit Growth %

37% 40%

Adj. EBITDA growth Adj. EBIT growth

Strong Margin %

30% 23%

Adj. EBITDA margin Adj. EBIT

High Cashflow

Operating Cash Flow
before change in WC

Investing Cash Flow

\‘



Further Acceleration of Organic Revenue Growth

Highly scalable and profitable

GAglEa

252

140

71
55

29

2020 2021

H Revenue

24 Source: Group information
Notes: (1) EBITDA adjusted for one-time-,
Q1 2023 onwards

18 I
[ |

303

93
77

2022
Adj. EBITDA

M&A and financing cost

business model

356
322
105
95
77 €
2023 Q2 2024 LTM
= Adj. EBIT

w

Continuation of Organic Growth

38%

26%
21% /

18%

5%

2021A 2022A 2023A Q12024 Q22024 Q32024 :

(2) nor mal i ze d-adugteddr@abicnevénocergrowtiXfromf f ect s and di vestments, (3) FX



Strong Volume Growth Driven by New and Existing Clients

Ad Impressions

Ad impressions delivered
(in bn)

(3240
@ |
224
181 186 206 A
ppapR pPRIPR p2gpR pPgpe ppgpe

Retention Rate 2

98%

ppgpR PRGPR pegpR pPgpe ppgpe

25

Net $ Expansion Rate 1!

110%
109%

93% 95% e

SM

PPapPR PRIPR pegpRr pPgpe ppape

>100k $ Software Clients

(220
(8% n
851
642
/
ppgpR PRGPR pPegpRr pPgpe ppgpe

\‘



Expansion into New Industries Drives Customer Onboardings

Demand Side

2%
7% ,

’ 10% Fow
LI 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
5% -
19% 19% @®CBS

NEWS

1H23 1H24
Dating Other
News I Gaming

I Entertainment

\‘



Expanding Revenues in North America and Scaling New Ad - Formats

North America

EUROPE
. - -‘,‘., »

’w\'-

0 m

__(+419%)
+4 1 /0 NORTH\
AMERICA

|

63

Revenue

PPgPRPRIPRPSGPR PPIGPCPPIPE

.0
W ‘
oS VIDEO

Full-Screen & Video Ads

m

a

OPEN UP
A WORLD D o
OF FLAVOR 2
. DISPLAY o
O &
RICH MEDIA PPGPRPRGPRPSGPR PPIGPCSPPOPE

. N



Privacy First Targeting Solutions on Apple iOS as Growth Driver

IOS Revenue Share

11%

Revenue m

by Device
Q2 2024

% of revenue

Il vobile [ Desktop
CTV DooH

28

\‘



Verve Takes Market Share and Becomes More Relevant

- 0elOshpgpe

Global programmatic
Ad spend 2024 2

Ad tech Peers
ppgbe

29



The Benefit of the Jun Acquisition

Revenue share DSP vs. SSP E R a0 Million Revenue Opportunities With Jun

Connecting direct demand

and direct supply

Connect International expansion of ]
directly < - A 2, o 2 ST JinGroup
RhAg?ecChEgegOO
11 6eegg-
evaluate scale an| Connected
international go -1 TV/

Activate a competitive CTV offering
héeeéeAag- OeldgesgehEEQLE
brand clients, maximizing margin across

pPagpe ppgpe bpagpe Verve.
Pro Forma incl.
I pemand [l Supply Jun Group?®

. \Y



Strong Free Cash Flow, Continuous | nvestments in Organic G rowth

Capex development

Operating cash flow development 12
GAgEa P
GAg E
££% Normalization working capital BEE
Il Operating Cash Flow E P-d5 million interest 296 - Maintenance Capex“
cost savings once .
[ | Freeh(I:ash Flog after Interest Expenses 9xisting debt is - EXp ansion C apex
Cash Interest Expenses 134 refinanced at better
7 terms
/4 23
2o 97

O

N

Z

53
39
i
8

ALY 2021A° AV AL o 2020A 2021A 2022A 2023A Q2 2024
2024 LTM
numbers may not add up due to rounding LTM
\ Yy

ash flow {iinterest expenses - Maintenance capex, (3) Starting 2021A only includes Cash Interest Payments, (4) ~ Maintenance

31

Source: Group information
Notes: (1) Operating cash flow defined as in the annual IFRS financial statements. (2) Free cash flow defined as: operating ¢
Capex not an IFRS definition, with maintenance capex the lifetime of assets is significantly extended



Strong Deleveraging in Place

3.5

3.0

2.5

2.0

15

1.0

0.5

0.0

32

X Il 606Gz OOE G WNE/adp EBITDA (x)

FY23

Notes: 1) FY24PF includes results from J

LTM
Jun-24

un acquired in FY24; 1) based on consensus

........ V% //W DeE;;ergeI?fbt

BL Zzt e

om0

- 300

- 250

- 200

- 150

- 100

- 50

FY24PF!

from analyst reports updated post Jun

acquistion : Edison, First Berlin, GGBC, Inderes, Pareto, Warburg, Nordea

“.



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

- . Updated . )
inital SOuzlgance ‘ Guidance 2024 ‘ Third ZCiJuzlgance
(post Jun)
Revenue .
béAstas 322 350 G 370 380 - 400 400 -420
Adj. EBITDA )
ieAgEaos 95 100 & 110 115- 125 125-135
447m

Revenues

151m
Adj. EBITDA

Taking Jun Group full year into account

. N



Verve Already Achieves its Mid - Term Financial Targets

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

éeAgpRgpe

. N



Our Four Main Growth Drivers Enabling Continued Organic Growth

A
. 7Y

4 Platform synergies 0, 9 A

A

A

3 New products A
A

A

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 | W e 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

36



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

$81M

Revenue
(LTM Jun 2024)

270+

Clients
(LTM Jun 2024)

2.7B+

Publisher
Page Views
(LTM Jun 2024)

$39M

Adj. EBITDA
(LTM Jun 2024)

90%

Viewability
(2024E)

90

Team Members
Globally
(Jun 2024)

\‘



Strong Demand -u € OO0Ogncé &é Gé ¢ Agij é Gkmpwd a0
Brands, Agencies and Media Companies

BRANDS @ MEDIA COMPANIES
Personalized, in -app mobile ads that deliver high | ®0¢gijecenOgegsnAeadecGgadOéeAsl ¢
performance and ensure brand safety Deliver real to amplify editorial, video, and branded content. Zero -

business outcomes using consent -based, zero - party party targeting drives high -quality, unique users to
data with purpose -built Al. leading media companies.

EXPERIENCE
PURE IMAGINATION
N\,
NN

Viewability

Delivered impressions *

90%-+ ‘ 1.4B+ 2.6B+ 99%

Page views ! Human traffic 2

. )\ ¥

1) LTM Jul. 2024  2) The Company has <1% non-human traffic



42

Premier Media Companies, Brands & Agencies

Walmart >j<

BEST

Cosrco

)

TARGET.

LEADING BRANDS & AGENCIES

@ Pﬁzer

e,

HONDA

0 Beieare

Lyt

dentsu

HAVAS

IPG

Omnicom
MediaGroup

GROUPE

BlB]C

World_ o Good
nglllr%lian
TIME

NBCUniversal

MEDIA COMPANIES

Conpic NAST

LE
BUST =

& hedlthgrades.
KurelWew

REVOLT

«* INFATUATION

Entrepreneur

Fand®m

CNET

++++

++++

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

SDK

Explore our proprietary
software development kit
RhAg ?eéc¢h E-frét SIKepholides
a direct line to consumers to drive
awareness and conversions.

@® SCHEMA VERA

Get a full picture of your Make your media work

customers with Schema smarter with Vera Al

Our machine learning tool, Schema, We reach ~90% of U.S. households
leverages zero - party polling data and and deliver tangible results and
modeling to target audiences at scale. optimization in real time.

a

- Schema

Are you p
to travel
ne8mont?hs




Build and Optimize Audiences with Schema & Vera

RhAg?eéthEgesgsGAealdGéAasAnaceéeéGaealpgnngaBaApsl ¢caEEAOOsi é Ga
resultsin aunique and privacy -4 é € 8 Gg GAe 4 0GéAagec0hGéeAs gDOeOge g et
Polling & data collection Building lookalikes Execute & optimize
We collect first -party data , such as age and gender, @OF 001 & ak é-Addwi 2 AARA : : ;
. . . - gaagl ¢ ak é-8eDytls a2y OA GA  Our Schema is applied across inventory
throughkour SDK_ |ntegrat|o|r|1 with Apps Iln our targeting touch -points, such as past channels. Vera, our machine learning
netwoorl o L add't'ﬁ.n’ we co ec_:t and_ana yz€  Z€10- purchases and behavioral attributes, to platform, monitors and analyzes the
party data by polling our audience in -app. build a rigorous targeting strategy. campaign in real time.
r a» )

Q-

Cons-bnate

=

Cooki e Male, 30 O

Potential buyer, Chicago Q

Electric-Driven
Innovation.

Do you plan
on buying a
new car?

The fiest of

SHOPPING

Do Do Do Do

u \gug
LOOKALIKE

®

ePsrsi vsaacfye

Rooted in Goodness

Try our fall favorites

now available in a
limited edition 3-pack \‘

samsclub{>




3 ,_ Vera

Are you planning on traveling //_\L’j" S DK Polllng
r”“' -

P ro p rl etary TeCh n O I Ogy. S— (@ Ask consumers directly about their

Vera Enab|eS TraCk|ng & interests, lifestyle, and occupations.
Optimization of Campaign " Point-of - Sale & Purchase Data
Performance Point of Sale Data 11 0eégl eéAédhadeeys & et

and past purchase information .

Jun Group's artificial intelligence engine, Vera,
automatically optimizes campaigns using POS
data, targeting information, and creative

Responsively target based on page
. interactions with business and financial
performance, among other data points across Greative Tastics Parformance
: i . . I web content.
devices, to deliver sales in person and online.

Incremental Sales Lift

| I I I I I | | l | @ Demographics & Location

. ' @ Retail App Usage &
IASA FOURSQUARE ®Sxperian. [j Retail Affinity

Creative Tactic Sales Lift Extend the reach of your campaign

~ . _ - o, to any digital channel or format.
@) ABCS Insights =|QVIA comscore - -

\‘




Lines of business

Overview

Brand Solutions

Media Companies

NN AN
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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
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

2%

- built Al.

+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 8

VIDEO DISPLAY RICH MEDIA

ORE®
OPEN UP

A WORLD
OF FLAVOR

| ‘Stnrt exploring

¥ Google Fiber

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.

0 o

Y

Volume detection Companion banner
Delivered only when Drive engagement with
sound is on. accompanying banners.

51
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Coverage for Every Channel

Reach consumers wherever they are.

Cross-Device web E 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

A Business Line: Brand

A 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

Rh Ag ?é¢ h fnjpacg eé a
display and in -app audio
placements with embedded
add-to - cart functionality

streamlines the path to
purchase and drive sales.

9% 69%
Sales lift Add-to-cart rate

3% benchmark 1.2x higher than

benchmark

End of Hand
[T

Reckitt Finish Ultimate

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. -

54

Achieve monthly user and marketing goals

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

Amplify content with immense scale

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

100% brand safe

Protect your reputation with direct
inventory sourced from our SDK.

il

[e]e]o)

Create your campaign.

Campaign Details

100M...

Campaign Name*

Delivery

start Date” End Date”

Time of Day (Eastern Time) Day of Week

dn Fb Mar Aw My dn
2AM N am A Y]
URLs*

REPORTS

iye
uss uss 12,474,889 $0.0175 $217,959.44

+$201K

Rev

\‘



CASE STUDY

Generating Significant ROl for Sharecare

A 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
RhAg?2échbgys!l Oec
data allows for distribution

across rich media within the

preferred markets, driving
millions of page views

$3.3M

2023A spend

130M+

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 (i 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

189

2024

How

listen and follow.

73%

of users choose mobile
devices to listen to podcasts 2

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

o Increase in YTD podcast
revenue compared to 2023 3

69%

Increase in podcast listeners
worldwide since 2019 1

e Spotify



DIFFERENTIATORS

Industry Leading Expertise That Brands
and Media Companies Rely On

Unique and diverse capabilities
designed to perform

The best -known brands, agencies,
and media companies partner with
Jun Group to deliver smarter, more
effective media.

111M+ innetwork reach
Proprietary zero -party data
Cookie-less, consent -based targeting

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

Industry leading —[

performance ’

Powered by machine learning
and artificial intelligence

We leverage proprietary machine
learning and atrtificial intelligence tools
to dynamically optimize campaigns,
deliver industry -leading campaign
performance, and maximize ROI.

End-to-end campaign and
client management

Our industry expertise is built from
years of work crafting unique consumer
experiences that are dynamic,
interactive, and contextualized.

We work diligently for every client to
foster meaningful relationships and
drive successful performance.




Verve + Jun Group Revenue Synergies

A partnership dedicated to making media better.

Connected I
TV

Activate a competitive CTV offering
heéAag- OellOgegenEEQL¢
brand clients, maximizing margin

across Verve.

N

International @
expansion —

11 Geegg-0elnbgesganacEAD
evaluate scale and cost, and develop
international go -to-market strategy.

58

Marketplace demand
enablement

Enable Verve -sourced demand to run via
the HyprMX SDK, expanding reach.

Bolster sales
strategy

& AEAh@ritechligbératibrébbtwedm\@rve
and Jun Group sales teams and create a
unified story for brand clients in the U.S.

Brand
app installs

Build processes with Verve DSP to elevate
app install opportunities for brand clients.

4 A1)

Revenue & EBITDA all
synergies
UgETa UgEt a
Revenue EBITDA

o /




Verve + Jun Group COGS & OPEX Synergies

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

| e
Verve DSP\ Cloud Services Third Party Vendors

40A0NhAGOtij e0GaelOe g é G tGéaél Og - Oé 1Idd-the-paRr | & Evaluate third party vendor terms and

RhAg ? é ¢ hfafong niediabuys GCP discount. agreements to unlock savings.
aecag| | 0gGEg-0el (e vuns l

Celtra

OPEX Synergies Experian

59



tGeneéel Og- 0elbgesaAéegOGEOAI Oge OuAGeé¢E

PR JunGroup
Site List Integrations Media Companies International Support
qOeédig- 0eldy & g AE BPnpoiktOrediacc@panies Expand globally by Identifying
list and identify turnkey GaeAGg Ae Og EAeé Gg ¢ awhichOrgeth&ignal apps can
integrations to expand Jun supply and add to Jun support Jun Group on an
2echEgecel AUOgNge @RlcarbtEg e £ EC € g g ¢ a girtein@iénilsscale.
clients.

\‘
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Time for Questions
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Part Two U Expert Sessions:
Advertising, a Dynamic Market

\‘



N\’ verve

State of The Advertising Market

Opportunities in Media

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

VOGgezgaAgOgadc



The Big Picture

Global

Ad Spend
2024

US$ 1,082bn*

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

64

=5
=

71%

Americas
US$ 485bn
45%

73%

- Share from digital

EMEA

US$ 221bn

21%

62%

APAC
US$ 368bn
34%

73%

\‘


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

Consistent Growth in Digital Advertising Revenues

Ad spend 0 Global (US$, Bn)

S $1,300

$1,200

$1,000
$800

3600 +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

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

2028 Spend (US$ in bn)

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
el USA $421.3bn
Large Ad spends /
$100 . id th . 0
sepane Unicd [ China $230.7bn
® Kingdom
o Germany
® °e Australia _ UK $58.7bn
France ® India
e ® |taly
® Indonesia India $14.7bn
Medium spends/
Hyper growth Indonesia $6.6bn
$1
0% 2% 4% 6% 8% 10%
o5 5YR CAGR (GDP; 24i28) \‘

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

- retail media and CTV are

Digital Ad Spend (Programmatic) 0 Global (US$, Bn)
Digital Ad spend Growth
$1,200 (2024e) driven by:
$1,014
$1,000
Ad spend (Non - Retail Media + 21% YoY
programmatic)
$800 =
$600 Connected TV +14 YoY
$400
Ad spend
(Programmatic) DOOH + 9% YoY
200 6%

2019 2020 2021 2022 2023 2024 2025 2026 2027 2028

m Programmatic Non-Programmatic Total

\‘
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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

100%
90%
80%
70%

60% ]
50%
40%
w@,@@@@@@@
20%
10%
0% .

2019

68

=~

2020

2021

U Global (US$, Bn)

2022

2023

2024

2025

2026

2027

2028

.y

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

Meta
<— Uuniverse

Google
universe
Apple
gy cadyties  CRITEO universe
<+—

Magnite C MediaAlpha
nexxsn ©utbrain

Open \‘ verve TN Af%f’m

internet \
Perion # 7 :Matic \ Roku
O truliadebus g Unity \I VIANT.

[ 1]
[ |
Challenger
gardens
1
‘\\ Finding ways to bring advertising dollars to
\* where users spend their time by enabling
6 efficient targeting without identifiers and

third - party data on the open Internet

57%

43%

2014 2017 2020 2023

m Walled Gardens ~ m Open internet

28%

No data
availahle

2%

2014 2017 2020 2023

m Walled Gardens  m Open internet

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

Published by Statista Research Department , Jun 3,
2024

U.S. programmatic digital display
ad spending: Open Web vs
Walled Gardens (%)

Source: eMarketer
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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

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

" link

AMIWnVW—-rwCco

Advertising spend per capita (2024E, US$)

1400 $1.245
1200
1000
800
600
400
200

Ny @ S

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
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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)

3 =
Agencies Trading Desk c .2
» . g -% § Ad Networks . >
(4] I
g g S L n %
§ Data Analytics E S DSP SSP % é Publishers & Apps §
(2]
<

Data Management Platform

HoldCo Agencies 0 downstream vertical integration

AdTech U upstream vertical integration & consolidation.

Brands U disintermediation of agencies

. N



The Need for further Consolidation

73

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

have here. G

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
11 11 11
9 9

5 5 4

» m>$100mm <$100mm Total

VIZI0 Walmart
Walmart will acquire VIZIO for $11.50 per share in cash, valuing VIZIO at about
AptRgEENNECAL | ®é8 Al ERé8éGécAgAéasgGecg

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 G where would you invest it?

16.5% Hiring and talent development

75

1. Increasingly Complex Ecosystem

2. Shift towards Privacy and Identity  -based Models

3. Industry-wide Resource Constraints

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

As advertisers are adopting deeper organizational

2 o - Tt = . o . e L .ti&(") EEB8 O¢
IaneGeAGecAgcagGaneegaAeﬂOGeAageGeA,gq)o%a?aq&\rg
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v

Organizational Orchestration
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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 0 USA (US$, Bn)

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

$-

7

$1,245
3830‘ | | | |
O DD

m Ad Spend per Capita

x~

Viewability O GGOAGé ¢ A
Ad recall versus dwell time (how long
someone looks at the ad)

80%
70%
60%
50% O

40% 3|

Ad recall

30% :'
20%|"

10%

0%

0 5 10 15 20 25 30
Dwell time (in seconds)

Optimizing Media plans for
GGOAGécAgacets

(>)
Channel mix
hx_x‘

“AD i Ad Formats

Dwell time
s optimum

\‘


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

26CA400g*CccwéO0Og00EeOl AGéCEApgscEceéeg] €GEL
Addressability is Becoming More Complex Anyway!

6rrent Addressability \ mture Addressability \

)y OaceOg?2ccanlOgAl GelNAGOegGeeOeg* x=c ¢l Og Once users need to opt -in

Chrome's Current Market Share 63% Chrome's Current Market Share 63%

X X
Chrome Addressability 60% Chrome Opt-Ins 17%
due to privacy settings, Incognito mode, etc. Assumption based on comparable rates for GDPR -

— compliant cookie consent notices =

Open Web Addressability 37% Open Web Addressability 11%

o AN J
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