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Disclaimer

THEINFORMATIOKRONTAINEIN THISPRESENTATIOBISTRICTLEONFIDENTIARCCORDINGLWHEINFORMATIONNCLUDEBIEREINMAY NOTBE REFERREDD, QUOTEDDR OTHERWISBISCLOSEBY YOU,NEITHE®IRECTLOR
INDIRECTINORWHOLLYORPARTLBYREVIEWINEHISNFORMATION,OUAREACKNOWLEDGINGECONFIDENTIANATURBFTHISNFORMATIONNDAREAGREEINGOABIDEBYTHETERM®FTHISDISCLAIMERHISCONFIDENTIAL
INFORMATIONSBEINGVIADEAVAILABLEOEACHRECIPIENSOLELFORTSINFORMATIONNDISSUBJECTOAMENDMENT

Thiscompanypresentation,which should be understoodto include these slides,their contents or any part of them, any oral presentation,any questionor answersessionand any written or oral materialsdiscussedr distributed during a
companypresentation(the "Investor"), hasbeen preparedby Verve Group SE("Verve"or the "Company")to be usedsolely for a companypresentation Vervedoesnot acceptany responsibilitywhatsoeverin relation to third parties This
Presentatiormay not, without the prior written consentof the Companybe copied,passedon, reproducedor redistributed,directly or indirectly,in whole or in part, or disclosedby any recipient,to anyother person,and it maynot be published
anywhere,in whole or in part, for any purposeor under any circumstancesBy attending a meetingwhere this Presentationis presentedor by accessingnformation containedin or obtained from the Presentation,includingby readingthis
Presentationyou agreeto be boundby the limitations and notificationscontainedherein

ThisInvestorPresentationdoesnot constitute or form part of, and shouldnot be construedas,any offer, invitation, solicitationor recommendatiorto purchase sellor subscribefor any securitiesin anyjurisdictionandthe Presentationrdoesnot
constitute,and shouldnot be consideredas,a prospectuswithin the meaningof Regulation(EU)2017 11290f the EuropeanParliamentand of the Councilof 14 June2017 (the "ProspectusRegulation")and doesnot constitute an offer to acquire
securitiesin the Company The Presentationis intendedto presentbackgroundinformation on the Companyjts businessand the industry in which it operatesand is not intended to provide completedisclosure The information should be
independentlyevaluatedand any personconsideringthe Companyis advisedto obtain independentadviceasto the legal,tax, accounting financial,credit and other related adviceprior to proceedingwith any interest Prospectiveinvestors
shouldnot treat the contentsof the Presentationas a advicerelating to any matters, includinglegal, taxation or investment This Presentationhas not been approvedor reviewed by any governmentalauthority or stock exchangein any
jurisdiction Thesharesin the Companyhavenot been,andwill not be, registeredunderthe United StatesSecuritiesAct of 1933 asamended(the "SecuritiesAct"), or underany of the relevantsecuritieslawsof any state or other jurisdictionof
the United Statesof America

Certaininformation containedherein has been obtained from publishedsourcespreparedby other parties that the Companyhasdeemedto be relevantand trustworthy. No warranty, expressor implied, is made by the Companyasto the
accuracycompletenesr verificationof any information containedin the Presentation TheCompanyhasnot madeanyindependentreview of information basedon publicstatisticsor information from anindependentthird party regardingthe
marketinformation that hasbeenprovidedby suchthird party, the industry or generalpublications

Statementsin the Presentationjncludingthose regardingthe possibleor assumeduture or other performanceof the Companyor its industry or other trend projections,constitute forward-looking statements By their nature, forward-looking
statementsinvolve known and unknown risks,uncertainties,assumptionsand other factors asthey relate to eventsand dependon circumstanceghat will or may occurin the future, whether or not outside the control of the Company No
assurancas giventhat suchforward-lookingstatementswill proveto be correct No one shouldplaceunduerelianceon forward-lookingstatements Theyspeakonly asat the date of this Presentatiorand the Companydoesnot undertakeany
obligationto updatetheseforward-lookingstatements Pastperformancedoesnot guaranteeor predict future performance Moreover,the Companydoesnot undertakeany obligationto review, updateor confirm expectationsor estimatesor
to releaseanyrevisionsto anyforward-looking statementsto reflect eventsthat occuror circumstanceshat arisein relation to the contentof the Presentation

ThisPresentationaswell asany other information provided by or on behalfof the Companyin connectionherewith shallbe governedby Swedishaw. The courts of Swedenwith the District Courtof Stockholmasthe first instance shallhave
exclusivgurisdictionto settle any conflictor disputearisingout of or in connectionwith this Presentationor related matters.
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Part 1- Business update
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Future leaders in emerging advertising channelsingdecidednow
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Verve operates in large and growing addressable markets
EBPCABAV, t 28 d&se A~ BTY BB RAFAR, g AT UBRBIARIZ: BoAp, , . Fpo ., 9 AAR 3A: F

In Comparison:

Our TAM (Mobile irapp + CTV) MOBILE CTV DESKTOP
Global digital ad spend Global digital ad spend Global digital ad spend

(US$, Bn) (USS$, Bn) (US$, Bn)

o
T 676
628
581
535 -
481 |

435
~$ 600 billion 375 2 290
E..Rp AZP_ : P .
9%YoY
~$225billion

25 30 34 39 44 48 51
T. R, ®&BA
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12%YoY

~$1,100nbillion
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6%YoY

239 245 259 264 274 28

11% 3%

CTV CAGR Y T US desktop CAGR @iy T

~$35 billion
CTV
14%YoY

96% 4% 0%

Verve revenues from Mobite Verve revenues frontTV Verve revenues from Desktbp
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Verve strongly positioned to capture further growth in the US
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uality an
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Strong Outlook forOur Core Market! Leading U.S. Mobile Ad Supply
SSP iOS Market | SSP U.S. Seller Trust
Share U.S. | Index
250 Vi #1 : hird
CAGR: erve i Thirdpresence #1
200 10.2% IronSource #2 i Nimbus Advertising #2
1
Liftoff #3 I Verve #3
150 . :
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1
100 Video Heroes #5 i Taboola #5
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50 !
AlgoriX #7 i Index Exchange #7
1
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2024 2025 2026 2027 2028 . !
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1
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We automate the buying and selling of ads

ADVERTISER

Marketplace enabling buying,
matching and selling of ads
programmatically

Vertically integrated
multichannel adsoftware
platform

XYlLye 23G§KSNI
advertisers

PUBLISHER /
END CONSUMER
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Verve attractively positioned to monetize the digital advertising value chain
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Verve is leading the transition into Adriven IDless advertising
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Allow “News App” to track P3O, pPov, P

your activity across other
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websites?

Your data will be used to deliver
personalized ads to you.
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Allow
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A technologically leading global ai@ch company focused on US and mobile
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Evolving from publisher to scaled agch software platform
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Q2 2025 continued market share gains
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Challenges & highlights of Q2 2025
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How geopolitical headwinds affect ad spending: liberation day effect in Q2
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Four structural growth drivers enabling high organic growth
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Multichannel Privacy-first &

| I | Verticalization
I

by industry

approach quality standards

Offer customized solutiongor specific customer Serve all relevant emerging formatnd channels (e.g. Match consumer privacy needs
industries (e.g. CPG, Medical & Health, Retail) In-app, Mobile Web, CTV, DOOH, Retail Media) via with advertiser expectations
direct publisher integrations

Achievehigher industry impac& Achievemost efficient results for advertiserby more Meet highest quality standards
improved customer satisfaction through transparency, multchannel reach and direct publisher via smart IDless and IBbased targeting
high expertise in industrspecific solutions access as important differentiator from competitors
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Strategic roadmay verticalization by industry
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Strategic Roadmapg Multichannel Approach in emerging growth channels
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Strategic roadmay privacy first & quality standards
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Firstmover advantage in the H2ss ecosystem
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Privacy Compliance as a competitive advantage
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Strategic roadmap — platform unification for efficiency and scaling

Cutting edge technological setup is key

16 Ad-Tech acquisition
since 2019 to gain
critical mass...

Strategic target: 1
unified company &
technology set-up

...resulting in several
teams and platforms

Team 07/2025

16 Teams

PubNative Bg:

Supply Side
Platform

In-App: 07/2025
Others: 03/2026e

Supply Side
Platforms

LKQD O=0=0

Match20ne Demand Side

Platform

Demand Side
Platforms

07/2025

©) BEEMRAY

SDK Back to 2: 12/2025
Back to 1: 07/2026

SDKs

smaato®  TASEAT

POA JunGroup

Part of W* verve Since
08/2024

Data Lake 05/2025

Data Lakes

Infrastructures Infrastructure [EEH

Back to 3: 07/2025 Q

V]
V]

Full integration until
2026 as primary
strategic target!

Integrations can be painful
but are necessary

We had pain with the SSP
integration in May-Jul
period

With 1 unified platform
innovation is much easier

Technological evolution is
key to superiority in a
competitive landscape...




Strategic roadmay investments into sales & geo expansion
| KO € .. A, AR, c@.’ @ A, P’ d@Boec Agpe AXd . Ape ABKOO® ¢ .. " Ap., A’ BX7
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01/2025 E—— 12/2026e
. 3 W“ s . v w:‘r , Europe
Njop, dse AT o' op: 3P e Njop, dse AT ' p: 3P e own on US

Doubling d
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2025e
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Strategic roadmag M&A as addon to organic growth
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Selective M&A
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AdTech Market Customer demand Outcome
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Strategic roadmay strengthening the core team
NjpP. ' : Av_ t e A, ' ABCHBPr AO@P @A, VAQ~ AR Je . ' e e A@, Adg & IP A, @lO, _

) o | o
Remco, CEO Christian, CFO Sameer, CRO Mishel, CBO Alex, CSO Prasanna, CTO David, CPO

79% . .
W Ml | OP. OBAPGCE

12%
S e @A VAX. P,

~120
$17 A O, . 1 d3d
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Evolving from publisher to scaled a#ch software platform
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Financial
update
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Capital markethighlights 2025
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Bond Refinancing Uplisting to Frankfurt Regulated Directed Capital Raise
- April 2025 Market and inclusion in SDAX - June 2025
- May 2025
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10% net revenue growth amid challenging operational environment
YR Wa2T7TidAaKQSSPIreddhussidovin!3BIPReNahuslup 82%

3 2eodi3 Al ~alg A: P, XeAe, .. " @. r AkDoUt Ape AXBA, ' Cde @A,  A@~ dBAV

55l sv 53 sw 55l swbsl sw

Net Revenue, EURM Segment Growth, YoY % Adj. EBITDA, EURmM
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Total no. of software clientsip 22%despite challenging market, 10% organically
ro XAt, . d@@ @At " 3P Aks Ut AX™ B3P i3pe A, P : @BAf, . & @& Ae{ o, BAZ, X' Ap~ C

Ad Impressions (billions)

+15%
s2v
SvVv SV e =S Wr
::V//—\
55l sv 53l ov S5visv 50l sw 55l sw

Net $ Expansion Rate

vTruy VLT 2U vuTUy
vTTU
rsuy
55l sv 53l ov S5visv 50l sw 55l sw
UO- Xy Ef Oy "B U: 7Ny EUNY

Sohg tt 0o I X' U0, 1 X' - N- .
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Number of Software Clients

2842 2.948 3.056 3.079

2.518
s ——
851 1.076 1.140 1.152 954m
55l ov 53l ov S5vli sv 50l sw 55l sw
>100k $ Client Retention Réate
rsVy rsVy
rey
rsu
rvu

55l sv 53l ov S5vi sv S50l sw 55l sw
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Second Quarter Financial Highlights
N™ . dp@BP. A, P’ BeO, ot BA. " ¢d3: Ppe ., "~ At ", , &  BBe A, Opl ¢ d&33 A5 5 AP d3C

Revenues and Adj. EBITDA Margins and Cash Flows
10% -4%

Revenue Growth Organic Revenue Growth

adjusted for M&A and FX 1% -204

Adj. EBITDA Adj. EBIT

LY eY Il Net revenues growth? growth?

Adj. EBITDA
144

Adj. EBITDA margin

114

109 106 28% 21%

Adj. EBITDA margin Adj. EBIT margin

p®dPo €Y hbPn €Y

30 29 Operating Cash Flow Investing Cash Flow
(before NWC changes) (excl. M&A)

97

29

48

VHQHRN voQHN vnQHN vVMQHDPp VHQHDp

U. odse ® Ak u| AU, o, APBCds A P, X~ A ' t, 2ARD AEP. 20AMt =3. . ¢, . ' Ak | ZAM" & O, Agh @didsy AWPA:_PA X" Fe ¢ A3 1IgwBe At P X~ AVP_ | "Aﬁ"?’



Longterm trajectory and LTM growing, despite lower growth in Q2
ZP, Cd3 Ampr .. . or Ap, At.  CBPoA,' CiBe o &3 @oe A, @, Aec 2e o, @R, BAP d3C

Revenue Growth EBITDA Growth 2
(0) (0)
a’ A + 3 2 /0 a’ A + 4 5 A)
CACD CACD
473 142
437 133
252 71
140 v
29 3| [ao]  [so%
. .
2020 2021 2022 2023 2024 LTM 2020 2021 2022 2023 2024 LTM
Jun25 Jun25
BbSi wS@Sydz§S o6evYoD B R2d 9.L¢E5! 06eYD
Adj. EBITDA %
O- XY Ef Uy mpgU’n" "Uoy B, MU -9, . : b1y NUgAUT  » Uts- o UCRUFXs 5111 XETUnp, o) nnv: UK E Xp_ 1L X Brellly g U] ~a0q UpN” TEXy NUs- o U- _ 1
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Continued investments iechnologydifferentiation and organic growth
r. XBP'ASsACH CA: &3 BP e . . dp BP oA WP ARPEAPI BAT . §d5: Ppo ., . ° At ", , &

Operating cash flow development 12 Capex development

i Awm R
Bond

134 137 refinancing

reducing

LTM cash
interest

*.206

Outlook closer to

enn GKIY
annual capex

expenses
amount

162 162

Oneoff cash
expenses in
Q1 and Q2
34
9
5T 3V 5T>5> 53T7T53 STV ruT STSU S5Tss ST53 STSV r 0T
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Deleveraging continued focus point for 2025
eA, @P: & A ®. @@, B3IA, ' 9. ASs" AUBYAr BCdP p: BAS pod VEeE,

S o .

Net Leverage Ratio

376 368
351

ST >SS ST 53 ST SV roOT r 0T

Tp®w 103w

== Net leverage Ratio
Il Net Interest Bearing Debt

O- Xy Ef Uy "p U N” MEX1 NAB- o3 Q) r T 0| AraNgE sa-0o U m, UEo- mh

Interest Coverage Ratio

1
147 151 1451

=

ST >SS ST >3 ST SV ruT rOT

To®w  h3Gw

== |nterest Coverage Ratio
Il Adj. EBITDA
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Changes between initial FY 2025 guidance and our revised guidance
UX., Avopt 9. Pe® AZ oV, P. A2 vV (@o,. At o , & @ deAptt. 3 o, @ Av,

EBITDA, EURmM

4
EBITDAmid-point Trading impact Costimpactof Translation effect EBITDAmid-point
(Guidance 28/5) of unification unification USD/EUR (Guidancel5/8)

project project

U- X1CEfh moy EUoy Ul EX: . X N
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New 2025 fullyear guidance due to unification challenges and currency effects
UBQAP®BCAE BA: 3. 3@ t BBA PP, XB3IAp 3APKBC, & di33 A3. X' AX., @~ AuvT UZ Ac

‘ 2024 2025 2025
Actuals Guidance Revised Guidance

May 28th August 14th

Net Revenue

6AY €Y0 437 530¢ 565 485¢ 515
Adj. EBITDA

OAY €Y 133 155¢ 175 125¢ 140

Revised FY 2025 guidance provided on a constant currency basis as of August 13th 2025, i.e.
assuming a USD/EUR FX rate of 0.855 rest of year v
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Lunch break
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Keynote
Transformative trends In the

advertising industry
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MARK ZUCKERBERG,
STRATECHERY INTERVIEW (MAY 2025)

M7z

Butin |
general, we're going to get to a point where you're a business, you come to us, you tell us what yoy
objective is, you connect to your bank account, you don't need any creative, you don't need any
targeting demographic, you don't need any measurement, except to be able to read the results that we
spit out. | think that's going to be huge, | think it is a redefinition of the categroy of advertising.



DIGITAL
ADVERTISING IS
MASSIVE

- Dentsu expects the digital advertising
market to reach $678.7BN in 2025 , for
68.4% of total ad spend
- Digital ad spend will grow by 7.9%
faster than the broader advertising
spend growth rate of 4.9%
- A meaningful proportion of this growth
L #& &I, 9&5&% #< $+
adhere to traditional measurement
methodologies

https://www.dentsu.com/news-releases/ad-spend-forecast-to-grow-by-four-point-nine-percent-in-2025-despite-a-reduced-economic-outlook



MEASUREMENT HAS BECO
MORE CHALLENGING AS T
ECOSYSTEM GROWS MOR
COMPLEX

PLATFORM POLICY AEVERYTHI NG | S AN
RESTRICTIONS NETWORKDO
Increasing platform Growth in retail media and
restrictions on identity and CTV has increased the
data sharing (eg., ATT) scope of channels used,
muddying attribution
END-TO-END
AUTOMATION

The largest platforms have
implemented total end -to-
end automation tools that
obfuscate targeting and
attribution




ULTIMATELY, Al WILL
TOUCH ALL ASPECTS OF

ADVERTISING VALUE
CHAIN

CREATIVE PRODUCTION

CAMPAIGN OPTIMIZATION

PRODUCT PERSONALIZATION
AND MONETIZATION

MEASUREMENT AND
ATTRIBUTION




ERIC BENJAMIN SEUFERT

MOBILEDEVMEMO.COM

Al WILL

INFLUENCE THE

1. CUSTOMER
ACQUISITION

Where, how, and with what
messaging customers are
reached

TOTALITY OF THE

CUSTOMER
RELATIONSHIP

3. CUSTOMER
ACTIVATION

The specific moments that
are chosen to surface
monetization

opportunities to customers

2. CUSTOMER
ONBOARDING

The process that guides
the customer through their
first interaction with a
product

4. CUSTOMER
RETENTION AND
MERCHANDISING

The content and
opportunities that are
exposed to the user that
keep them engaged with
the product



WHO CAN WIN?

- The largest platforms have natural data
and R&D advantages in developing and
deploying Al tools

- But they face concrete limitations:

- Inventory: advertisers want to
reach audiences on CTV, retail
media, and elsewhere

- Diversification:  while SMBs in
certain categories are not sensitive
to concentration, many larger
advertisers are

- On-site use cases: the influence of
/['"5(& 3/ V7" 2506 %2&6
the product experience







HOW IS Al BEING
USED?

Two use cases are mostly
trapped inside the walled
gardens currently

1. CREATIVE 2. CAMPAIGN
PRODUCTION OPTIMIZATION

Meta announced in its Q2 Tools like Advantage+
earnings results that 2MM (Meta), Performance Max
advertisers use its GenAl tools (Google), Smart+ (TikTok),
for creative production and Performance+

(Amazon) allow advertisers
to optimize campaigns
automatically




BUT THERE ARE OBVIOUS

OPPORTUNITIES FOR OTHE
CHANNELS TO EMBRACE Al
THAT REMAIN UP FOR GRAE

TARGETING MEASUREMENT
Targeting consumers Advertisers want unbiased
outside of the walled measurement that
gardens accommodates their entire

channel portfolios

CREATIVE

Creative production is mostly viewed as a
cost-reduction exercise currently, but

other use cases can be tailored to channel -
specific contexts, eg., creative concepting



None of this is superficial and none of this is temporary:

A Direct response marketing teams are embracing the overhaul of the
media buying process with open arms

A While this starts at the top of the funnel, it will only be enhanced by
bottom-of-the-funnel improvements:

A Better personalization to improve monetization

A Better signal construction to improve optimization and targeting

A Ultimately, every ad channel can benefit from these capabilities i and
advertisers will expect every channel to offer them.
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Al_ENABLED Meta Q2 Earnings:

n O d ti si , th
ADVE RTI S I N G I S guar?er isalarg\él)?tgam(ls tSo iAI nur?locking e
AL R EADY greater efficiency and gains across our

ads system . This quarter, we expanded our

D E L IVE R I N G new Al-powered recommendation model for

ads to new surfaces and improved its

CO N S I D E RAB L E performance by using more signals and a

| onger cont ext | t 0s

CO M M E RC IAL I(;onversiobns on II(nsta‘gram and 3;% on
VALU E acebook. 0o
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MDM Podcast, Season 5, Episode 27

Al WILL b i e ot ot
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COMMERCE AT THE

LIMIT: EVERY LINK IN THE
VALUE CHAIN OPERATES A
MAXIMUM POSSIBLE
EFFICIENCY

CREATIVE PRODUCTION

CAMPAIGN OPTIMIZATION

PRODUCT PERSONALIZATION
AND MONETIZATION

MEASUREMENT AND
ATTRIBUTION




WHAT ARE THE
DOWNSTREAM
CONSEQUENCES OF
COMMERCE AT THE LIMIT?

INCREASED

PARTICIPATION PRICE INFLATION
Commerce at the Limit will As all ads perform at their
expand the advertising maximum potential, and
economy to every business all advertisers compete on
that can possibly benefit equal footing, bids become
from it the auction focus.

PERSONALIZATION AS
IMPERATIVE

With advertising mostly automated, advertisers
will shift development and analytics resources to
in -product personalization. These improvements
will surface better quality signals that can be
passed to their channel partners for optimization.
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THANK YOU

@eric_seufert



ID-Less Advertising
Solving the Blind Spot

T e~ &g A ' z'Af A



Two demand businesses unified by Verve,
founded on a privacy-centric thesis

Q- o

Verve For Advertisers VerveDataseat

Founded on the premise that consumer Founded on the premise that

choice is the future ID-less advertising is the future
of privacyfirst advertising for of privacyfirst advertising for

brand media campaigns performance media campaigns

\‘



That vision is now 2021
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How does traditional
D-basedtargeting differ
from ourlD-lessapproach?

N\ verve



ID-based behavioral
targeting
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Consent-based
targeting

. Schema

. PA BXAPP
. iR AA® gAE " PP BAQ” d5. P'A. - B BPe
I AI PO @A, e AL L L, B @BIAX, @7

e AX, 07 . ORI BA,

V. BREO®ARRIGR | € ¢

3€ ApP3e @ AX, @~ At .’
. AT BA.

€ 9. 3P e AR
A~ d&3r ‘Ag

T

o Pn UL

\‘



Mars drives 12.6% sales lift with r \
Verve For Advertise| so

consent-based strategy

EBPCHBAC, PA 3CHBP ¢, ¢ 3Rk A BE B PHBHBR At .~ § B ¢
3P PAQ, APB®pt " A~ BSARP® 3l ¢ Ap3. &3 t &BA| VAOBP A, X' dPez Azc
. 7. Ot 9 AC, 3. A ZAP .t T A, &33. ®Amp3ze Ag Az3P CEBA,' |Pd

@éP[ " pe e A, VAP~ d3, PAEP®BE | d©3dc AOP. 33t (pi_

MARS 3.59x $771K L )

Return on ad spend Incremental sales

\‘



