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Footprints Al powers the most advanced retail media ecosystem,
enabling brands to buy retail media in-store & online with the same
simplicity, precision, and sales tracking as digital ads.
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Why Footprints Al is the most
effective media out there.

« It understands how people browse and buy, in stores and online.

It helps brands deliver the right ad to the right person, at the
right time, on the right channel: web, app, social, screens, or

radio.
» Shoppers see ads that matter. More of them buy.

» Brands pay only for real reach, and see in real time exactly what

shoppers purchase, down to store and SKU level.

 ltis installed in your IT infrastructure, as a full private white label

software with on-prem data & Al processes
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Retail Media Retail Media
By 203 ay

Will account for 25% of total ad spend. 8 out of 1 o
Will drive up to 35% of a retailer EBITDA. . o_e _eo .
About 70% are net new digital ad budgets. lnltlatlves fall tO
B attract net new
o we e o bu dgEts beyon d
e existing supplier

spend.

NET NEW BUDGETS FOR BOOST OF EXISTING SUPPLIER
RETAILERS TO CAPTURE SPENDING

(70%) (30%)
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Retail Media money left by retailers on the table

« In-store data is any retailer’s biggest asset, but without audiences and closed-loop proof, brands won't

move serious budget. Advertising today is a data-driven omnichannel platform business.

You sell placements, not shoppers Budgets stay in test mode

No closed-loop link from media to SKU/store sales.
Brands can't prove lift, so they cap spend.

No audience profiling from real store behavior.
Brands buy broad inventory, not high-intent shoppers.

Outcome: lower CPMs and fewer repeat dollars. | Outcome: small pilots and slow renewals.

Performance budgets stay locked - No always-onscale

Without product-level outcomes, you can't compete for
trade and shopper-marketing budgets.

No predictive planning or in-flight pacing using
demand signals and store patterns.

Ochome: you win awareness money, miss conversion money Outcome: inconsistent results and low trust at scale. Linear
which represents 80% of potential. delivery. Low impact

No audiences + no sales + no attribution = no budget shift. That's the revenue gap.




RETAILERS
want
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v Monetize 100% customers
v" In-stores & online

Advertisers move from TR
testing to alwa

campaigns at record
speed with Footprints Al,

(jﬂ Footprints Al
Campaigns,
Audiences,

Measurement,

Managed Services

BRANDS

want g\g /$
More Ef

v' 5-8X incremental ROAS
v Exclusive sales & shopper insights
v Predictive targeting
v' New-to-Brand customers
v Increased Share & Incidence $$$
v Performance-based pricing

Next-Gen Re

MEDIA AGENCIES
want

More E

v" Premium scalable audiences
v" Low or No new FTE costs
v" No adoption costs
v' Self-Service Ul
v' Smart Sales Metrics
v’ Large new business & commissions
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Footprints Al can deliver 10x incremental media

revenue uplift via our direct engagements & network
of agencies

Global Media Partnerships Type of Budgets We Attract Type of Brands Spending

Media with Footprints Al

o

Caty S B PG

and Budgets BRI

%))
MARS X DIAGEO

--p» 30%

W PP Media

e
T
PUBLICIS GROUPE

25%
. Non-FMCG
--n 30% Financial Services, Auto,
Telco, Travel etc.
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Our Business Model

RETAILER 2 o e
RETAILER1 — ——*  BRANDS
[ [

Platform o

MEDIA Access MEDIA

Transactions In-Store Ads a

Loyalty Retail Web Ads SELLING BUYING
. Audiences . Media ()
In-Store Behavior Mobile Ads Agency ﬁ FMC.G
. . o | — ) on-
Online Behavior Off-Site Ads .BRANDS.
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Our Platform

Data & Insights Omnichannel Ads

Purchase
; /\ ADVERTISER
Al
1stParty Data .
In-Store Shopper -Shopper & Sales Insights
Profiling Ads across all Product Availability

\ 4 customer touch . .
d . °
3rdParty Data Shopper Twin points Audience Planning

Store Trade Area v . In-store *Creative Studio
; Predictive . gf';:::: -Campa!gn Managgment
1 Pgr},v Data Audiences Campaign Reporting
LU *In-Store Measurement
-Media-to-Sales

Attribution



Footprints Al has the most advanced in-store
behavioral profiling engine

From anonymous visitors
Footprints Al collects anonymous visit behavior data via ambient connectivity
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Retail Ads & Managed Services

FREE OF CHARGE FOR
ADVERTISERS

PERFORMANCE-BASED
PRICING

In-Store & Online Retail Ads e Media Strategy & Sales Insights

Media Planning

Retail Audience Planner

Footprints Al

Campaign Setup

Media-to-Sales Measurement

Campaign Optimization

Campaign Reporting

BUY - True Reach, PAY — Per View, GET — Real Sales Attribution
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Footprints Al's USP vs. the competition
4 A

COMPETITORS FOOTPRINTS Al

In-store is a first-class data source & media channel

Store Twin forecasting to plan and pace delivery

Audiences built from real shopper behavior signals (100% coverages)
One campaign workflow across in-store + digital

Proof of delivery and real-time pacing in-store & online

SKU + store-level attribution (uplift-ready)

Built-in Al insights: missions, cohorts, basket shifts

Enterprise scale: private Al, white-label, multi-tenant, governance

Open APIs + integrations (DSP, CDP, retail systems)

Privacy-safe architecture for global rollouts

- J




PLATFORM MODULES



In-Store & Digital Behavior Data

Online Behavior

BEHAVIORALPROFILING - Web interactions
= App interactions

In-Store Behavior
= Visits & mobility

= Zones & exposure STORETWIN SHOPPERTWIN
+ Store state *  Who they are
Analytics traffic, events, weather, nearby life stage, socio-demo, household Analytics
population, zones, conversions disposable income, location ; .
(Dynamic Insights)

Dynamic Insights

* Forecasts *  What they buy
traffic, events, weather, nearby SKU, brand, category, habits,
population, zones, conversions predictive visits & purchases
MEDIA AUDIENCES
SAVED LOOKALIKE PREDICTIVE
AUDIENCES AUDIENCES AUDIENCES
CAMPAIGNS
IN-STORE ON-SITE OFF-SITE
Screens Web Meta/Google
Audio App DOOH
POS Loyalty Email/SMS/WhatsApp
Scan &Go Apps
Smart Shelves (RO SEC LSS L SR> G BC L _SL_FL_S_JJL_FL A
Digital Sampling ] |
Smart Shopping Carts (Catohment-Bound) I
Wi-Fi Portal Y |
LEADS | IN-STORE MEASUREMENT
« Leads Management « Conversion Funnel MEDIA SALES SHOPPER » Audience Presence « Traffic Flow N 0000000000000 68 LEARN & IMPROVE
« Performance METRICS METRICS METRICS « Sales Uplift & Incrementality PREDICTIONS
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The Most Advanced
Retail Media
Intelligence Suite

* General Knowledge: Ask Copilot how something
works, and it gives you the right answer, instantly.

* Sales Insights: Ask Copilot about product performance
and shopper behaviour, and it connects directly to real
sales data.

* Campaign Performance: Ask Copilot to break down
any performance metric of any campaign and get help
with performance understanding and optimization
aspects.

¢ Campaign Management: Ask Copilot to help you build
or modify a campaign, starting with target audiences
and your objectives.

*  Micro-Campaign Creation: Copilot doesn't just wait for
you to ask. It can proactively suggest opportunities.
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Module 1

o a0 A~ W N

Next-Gen|

Audience Reach Planner turns shopper and sales insights into
targetable audiences, then forecasts reach & impact.

Create Campaign-Plan sets objectives, flights, budgets, pacing,
and channel mix across enabled in-store and online inventory.

Create Campaign - Creatives builds and manages assets in
Creative Studio (images, animations, video).

Create Campaign- Targeting applies smart campaign delivery
rules based on store, product and shopper signals.

Campaign Reporting - Media Metrics shows proof of delivery:
impressions, reach, frequency, placement breakdown.

Campaign Reporting - Sales Metrics & Attribution connects
exposure to outcomes: sales uplift and iROAS attribution.
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Campaigns

Audience Reach
Planner

Build audiences from real shopping.

See reach before you spend.

Use sales and shopper insights to define who
you want to reach - by category, brand,
basket behavior, and shopping missions.
Then preview unique shoppers and their

profiles before using in your targeting.

Next-Gen|
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Campaigns

Create Campaign
Plan

Define the campaign plan.

Control where, when, and who.

Choose the campaign recipe. Set dates,
budget, and pacing. Then apply SKU-, store-,
and audience-level rules across in-store and

online. Include A/B testing & Control Group

capabilities at store level.

Next-GenF
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Create Campaign
Creatives

Build creatives fast.

Publish everywhere, instantly.

Create images, animations, and video in
Creative Studio or upload your own. Formats
and specs are applied per channel,
automatically. Publish once across in-store

and online.

Next-GenF



20 | Footprints Al

Campaigns

Create Campaign
Targeting

Make targeting conditional.

Let the store decide.

Trigger delivery using live and predictive
signals: product availability, weather, sales
forecast, and predicted shopper behavior.
Rules can adapt by store & its surroundings,

so ads run only when conditions are right.

Next-Gen|
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Campaign Reporting
Media Metrics

Proof of delivery, built in. >

Clear numbers. Full control.

Track impressions, reach, actions and
audience insights across in-store and online.
Break results down by store, device, channel
and placement, with export-ready reports for

audit and billing.
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Campaign Reporting
Sales Metrics

Prove what changed. >

Down to SKU and store.

Measure sales uplift vs baseline & forecasts
and track impact by SKU, category, and store
group. See basket shifts, new-to-brand
signals, and attribution, so brands can

optimize spend and get incremental impact.
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Module 2

h W N

Next-Gen R

Saved Audiences turns shopper behavior into reusable segments
you can activate in campaigns.

Lookalike Audiences expands specific customer profile of interest
into more shoppers with similar buying patterns.

Predictive Audiences forecasts category and brand buyers most
likely to buy or visit in the next 1, 7 and 30 days.

Shopper Data & Identity unifies in-store and online tracking data and
IDs to build privacy-safe known audiences for 100% of all shoppers.
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Audiences

Saved
Audiences

Build audiences from sales signals.

Activate them across in-store and online.

Create and use campaign audiences based on
what people buy, who they are, their
household structure and how they shop, not
cookies. Standardize targeting for every

channel, with instant sizing and delivery rules.

Next-GenR
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Audiences

Lookalike
Audiences

Clone your best buyers.

Scale reach without losing precision..

Start from a seed audience (buyers, high-
value shoppers, mission shoppers, or
converters). Footprints Al finds statistically
similar shoppers using sales, basket, and in-

store behavior signals

Next-GenR
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Audiences

Predictive
Audiences

Target who’s most likely to buy next. >

Act before the decision is made.

Build audiences from Propensity-to-Buy and
Propensity-to-Visit predictions at shopper
and store level. Activate them with dynamic
rules: traffic forecast, weather, product

availability, and store conditions.
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Audiences

ShopperData
& Identity

Identity that makes retail ads measurable.

One shopper profile, in-store & online.

Connect fragmented identifiers into one
shopper record, enriched with baskets,
category habits, and visits. Use it for
predictive targeting, omnichannel frequency

control, and SKU-level uplift, store by store.

Next-Gen R
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Module 3

Sales & Shopper

Insights

N OO 61 A ON -

Next-Gen Re

Shopper Profiles breaks down who is buying and what, by life
stage, value, missions, and key preferences.

Basket Insights shows what shoppers buy together, and what items
pull the basket up.

BasketIncidence quantifies how often an SKU or brand appears in
baskets, by store and audience.

Predictive Basket Mix forecasts what will be bought next, and
which products are likely to grow.

Sales Performance tracks sales by SKU/category/store, with trends,
peaks, and drivers.

Loyalty Segments (RFM) groups shoppers by recency, frequency,
and value to guide targeting and retention.

Customer Satisfaction (NPS) measures sentiment over time and
links it to store, audience, and sales context.
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Shopper
Profiles

Know who buys.

Built from baskets, visits, and missions.

A clear snapshot of shopper behavior: what
they buy, how often they return, and what
drives the trip. Break down by store, city,
daypart, and category to plan smarter

audiences and measure impact.

Next-Gen Retail |

O

= Footprints Al Y 1brand selected v B Oct 2025-0ct 2025 v Y Filter by location

Retail Sales Insights

« @

= Advanced Filter (4)

Qverview Customer Insights Basket Insights Sales Performance Basket Incidence

i

Gender Distribution Age Distribution Life Stage Distribution

@® Dual-Income, No Kids (DINKs) @B Full Nest || @B Young Couples @B Full Nest| WIS EmptyNest < 1720 (41)

©

Female

35-44

€0

Shopping Mission Distribution

(28) (o)
OICS

@B Discovery / Browsing @ Special Occasion @ Immediate /Urgency @ Fill-in @@ Routine / Replenishment @ Gift Shopping @l Stock-up
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Basket
Insights

See what people buy together.

Find the products that drive the basket.

Break down basket composition by brand and
SKU: share of basket, average spend and
repeat frequency. |dentify your high-value

baskets, the SKUs that drive them, and where

you win or lose, store by store.

‘ootprints Al

Overview Customer Insights Basket Insights

Avg. Basket Value

07/06/2025 Price
07/06/2025
€11.8 €16
+17.9% change - .n
+5.3% change
e~

Average Basket Value

X €‘~05 €10.15 €9.98
P €9.09 €9.16 €888
€869 £849 €845 €866 .
\W €78 €791 €813

Average Basket Value

Retail Sales Insights

Avg. Basket Unit

Next-Gen Retail

Y 1brand selected v a Oct 2025-0ct 2025 v Y Filter by location

«a @
A 4
= Advanced Filter (4)

Sales Performance Basket Incidence

Avg. Basket Share in Basket (%) : Basket Size (SKUs) : Total Value in Baske
Discount (%) 07/06/2025 07/06/2025 07/06/2025
07/06/2025 18.7% 5 €1.022 082
1.0% N ! !

hange +10.1% change +15.6% change

+2.4% change

f baskets containing the selected SKU, brand, or category. Location and

-O- Avg. Basket Valu » apply to all cards.

€1,

SKU Level Brand Level Category Level

€1.77 €1.77 € 8.92

Avg. discounted value for baskets with the selected SKU, brand, or category.
Location & date filters affect all cards.

-O- Avg. Basket Value @

€n.77
gl
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Basket
Incidence

Know your true penetration.

How often you make the basket.

Track how frequently your brand or SKU
appears in baskets. Compare incidence vs
category benchmarks to spot where you're
under-indexing, then target the shoppers and

moments that lift penetration.

Next-Gen Retail Media

Retail Sales Insights Y 1brand selected v ] oct2025-0ct2025 v Y Filter by location Q

»otprints Al

= Advancec

Overview Customer Insights Basket Insights Sales Performance Basket Incidence

Absolute Basket Incidence Relative Basket Incidence Category Basket Incidence

6.31% 16.07% 39.26%

+12.4X change +10.1% change +2.1% change

Absolute Basket Incidence by Shopping Mission olute Basket Incidence by Life stage

@8 Absolute Basket h @ Absolute Basket Incidence

6.939 6.00% 5.23% 5.26% 5.24% 5.26% 529% 5.28% 5.27% 526% 525% 5.24% 5.27
7.00% . 5.00%
6.00% 4.00%
5.00%
D 3.00%
4.00%
2.00%
3.00%
2.00° 1.00%
1.00 0.00%
Active Seniors Full Nest IlI Young Profi
0.00%

Discovery /Browsing Immediate /Urgency Stock-up

Absolute Basket Incidence by Locality Type Absolute Basket Incidence by Store Format
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Top 15 Co-Purchased Brands Top Co-
@B Co-Baskets (AN (Inv) What: CO‘
® (] 500,000 440 872 basket wi
Predictive
300,000 brands), ¢

203,794

Basket Mix . iterpret
100,000 82771 80050 74891 71519 69319 63670 63617 58222 57,223 52474 52317 51,890 48910 necessari

Private Label CHIO MILK U MALL BORSEC

Predict how SKUs move together.

on Neutral Association Weak Arsociation
Brand Influence Graph \Jﬂ

Plan the next basket mix.

What: Focal — companion brands bought together more than

expected. B ALFXANDRION
4 . " . BURN
Read: Line width = lift | LOVE MILKA
. . 8 q 1 weak association, less likely than chance. . SANGE DE TAUR
Model SKU-to-SKU influence: which items ° 8 ey Y = PURCARI
« =1 neutral association, as often as chance. mm FANTA
e >1 strong association, more likely than chance. . ACCASA

act as anchors, which follow, and which get
displaced. Use it to choose the right SKU

combinations for targeting and promos.
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Footprints Al Retail Sales Insights Y 1brand selected v a Oct 2025-0ct 2025 v Y Filter by location (0}

= Advanced Filte

sa Ies Overview Customer Insights Basket Insights fo ¢ Basket Incidence

Average:Basket Value Avg. discounted value for baskets with the selected SKU, brand, or category.

Pe ”orm an ce -O- Avg. Basket Value Location & date filters affect all cards.

> ‘W evel Brand Level Category Level
See what sold, where, and why. e 84 €0.84 €0.83
Down to SKU and store. T T ——

Average Price Per:SKU Unit In'Thie Basket Avg. price per unit in baskets with the selected SKU, brand, or category. Location

Track sales by brand and SKU across stores: . [inesatioctall cands:

—
€159 ¢151 €151 €15 €153 €156 €159 €153 ¢1c o143 €140 €149 €148 €1

value, unltsl grOWth: and Share- SpOt the €12 SKU Level Brand Level Category Level

stores, dayparts, and missions driving €1.55 €1.55 €1.38

performance, and use the drivers to plan P 2 a1 dun : ;

smarter and attribute retail media impact.
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Loyalty
Segments (RFM)

Know who buys you most.

And who you're losing.

Segment shoppers by Recency, Frequency,
and Monetary value to see loyalty at brand
and SKU level. Find Champions, Loyal, New,

At-Risk, and Lapsed shoppers. Then target
each group with the right offer, timing, and

channel to increase repeat and basket value.

Next-GenR
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Customer
Satisfaction (NPS)

Measure experience, not assumptions.

Fix what blocks repeat sales.

Track NPS by store, location group, and time
to see where satisfaction drops and why.
Link feedback to what shoppers did. Then
activate recovery messages and loyalty

incentives to protect retention.

Next-Gen Retail



36 | Footprints Al

Module 4

In-Store

Measurement

N OO 61 A ON -

Next-Gen Re
Live In-Store Shoppers shows current shoppers’ behavior and
audience presence, store by store.

In-Store Shopper Profiles summarizes who was in the store in the
last 30 days - segments, missions, purchases.

In-Store Shopper Behaviors analysis what shoppers do in-store:
conversions, dwell, zones, paths, and engagement signals.

In-Store Traffic Flow maps movement between areas & categories
to understand actual affinities & path-to-purchase at store level.

In-Store Traffic Forecast predicts purchases & shoppers’ visits by
hour and day to plan pacing, affinities, and relevance.

In-Store Behavioral Segments splits shoppers into 4 groups by
dwell time and visit frequency to drive the right in-store incentives.

Store Catchment Insights explains how each store’s trade area
looks like, who's living there, their interests and how they convert.
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In-Store Meas.

Live In-Store
Shoppers

See whois in the store, right now.

Trigger media by real presence.

Live view of in-store audience presence &
behavior by store and zone. Use it to prove
ad exposure, sales conversions, control
delivery by store, device, and time, and react

instantly when traffic spikes or drops.

Next-Gen Re
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In-Store Meas.

In-Store
Shopper Profiles

Know who shops each store.

Plan targeting with real behavior.

Store-by-store view of who visits, how
often, their missions, category habits, and
purchase signals. Turn this into precise in-
store targeting and smarter incentives, based

on what actually happens in that location.

Next-GenR
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In-Store Meas.

In-Store
Shopper Behaviors

Know what happens before the checkout.

Turn behavior into retail media proof.

See where shoppers go, where they stop,
and how long they stay—by store, zone, and
hour. Use it to choose the right placements,
set frequency with confidence, and prove real

shopper presence, not just ad plays.

Next-Gen Retail Med

All floors ® Lastweek 9-15 December | vs ) Previous week: 2-8 December

Total Visits @

225 8¢

Your business had a
8.6% decrea
in traffic in the last we

LAST WEEK VS. HISTORICAL BENCHMARK

49.9% 216% 71.3%

Total Visits Previous Week lotal Visits Last Week

1,788,272 1,633,989 =
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In-Store Meas.

In-Store
Traffic Flow

See where shoppers actually move.

Turn paths into better media decisions.

Understand how traffic flows between store
areas, what zones shoppers visit, in what
order, and at what times. Use it to place ads
where attention happens, bundle zones into
premium placements, and connect exposure

to the path-to-purchase. Store by store.

Footprints Al

In-Store Traffic Flow

PROFI CT. ABATOR ¥

WINE & BEER X

From: Baltefi
lo: Beverages
Visits Percentage: 4%

Aug 2025 - Aug 2025

I Beverages

Grocery (Dry

IBakevy

B Meat

Qa areas Visits

v

Next-Gen Retail Media

Y Filter by brands

I Wine & Beer(401 visits)

Y Filter by stores

Beverages |
]
|

Gracery (Dry Goods) [

|

Wine & Beer

i
Bakery I
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In-Store Meas.

In-Store
Traffic Forecast

Predict store traffic before it happens.

Plan campaigns. Protect performance.

Forecast expected shopper volume by store,
day, and hour. Use it to schedule campaigns
into peak moments, avoid wasted impressions
in low-traffic windows, and keep delivery

stable when traffic shifts.

Next-Gen R
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In-Store Meas.

Low Engagement Customers High Engagement Customers

In-Store Behavioral
Segments

See store engagement, not just traffic.
1

Target incentives by visit quality. ol

High Potential Customers Loyal Customers

. o w Traffi igh Traffi
It shows which stores attract quick passers, o Tratte SO i i

® Low Engagement Customers ® High Engagement Customers  ® High Potential Customers *® Loyal Customers

can choose the right in-store message, set
57.80% 41.99% 0.10% 0.11%
the right pressure, and prove impact beyond

“impressions played.”
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In-Store Meas.

Store Catchment
Insights

Know who lives around each store.

Predict what they want next.

Maps each store’s catchment into areal
buyer universe (size, life stages, and local
demand signals) so targeting and offers stay

store-by-store, inside the trade area.

Next-Gen Retail Medi

68,478

Audience A

@ oravitationalPullAnalysis.surroundingOnlineCommunity ToBeConvertedintoYourindoor Visitors gravitationalP!

‘wsis.surroundingOnlineCommunityToBeConvertedintoYourOnlineCommunity

Daia R« ® g

@
GOOng V| Keyboard shortcuts  Map data ©2026 Google 2 kM beeed  Terms

gravitationalPullAnalysis.onlineActivitylnSui
gravitationalPullAnalysis.preferredi@cM - 12 PM
gravitationalPullAnalysis.preferredidayfWeek:
gravitationalPullAnalysis.preferredDayOfMonth:
gravitationalPullAnalysis.preferreddiahMedia, Mobile, Web
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15.92% Monday . 15.07% Tut
14.16% Friday
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Module 5

Next-Gen Ret

Leads Management captures demand from Generate Leads
campaigns and lead ad formats, in one place, and enables on-
platform management.

Funnel tracks every step from lead to qualified to won, with clear
conversion rates, velocity & cost per outcome.

Team Performance shows results by sales rep, source, and
campaign: volume, speed, and win rate.
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Leads
Management

Turnlead ads into real demand.

Manage, qualify, and convert on-platform.

Collect every lead from Generate Leads
campaigns in one place. Engage via video,
audio, or text, then automate follow-ups and
qualification. Convert on-platform, or sync to

the brand’s CRM..

Next-Gen Re
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Funnel

See where leads drop.

Know what each stage costs.

Track every step from new lead to won.
Compare conversion rates, speed, and cost
per stage (CPL, cost per qualified, cost per

won) by source, campaign, and sales rep, so

you can cut waste and scale what converts.

PAID MEDIA EARNED MEDIA OWNED MEDIA

Acquisition channel Google Display Network

Conversion Average 0%

a8 Marketing Qualified Leads (Visits/Contacts)
Conversion Average 0%

& Sales Qualified Leads (Request an offer)

Conversion Average 0%

"% Opportunity (Offer sent)

Conversion Average 0%

=" Customer (Purchase)

Cost per Marketing Lead

Cost per Sales Lead

Cost of Sales

Customer Acquisition Cost

€0

€0

Google Search Ads
€0

€0

Next-Gen Retail Media & |

Gmail Ads
€0

0%

0%

0%

0%

€0

Facebook Ads
€0

0%

€0
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Team
Performance

See who converts.

Fix the bottleneck fast.

Compare results by sales rep, source, and
campaign: lead volume, response speed,
qualification rate, win rate, and cost per won.
Spot what'’s working, coach what's not, and

scale the reps that deliver profitable pipeline.

ts Al

P00 @

Team

Viadimir Sfrija
regular,consultant

Izabela Lamatic
regular,consultant

Alexandra Enache
regularconsultant

Rocio de Francesco
regularconsultant

lacob Nanau
regularconsultant

Dan Marculescu
regular,consultant

Footprints Al

b

Footprints Al

Footprints Al

Footprints Al Argentina

Footprints Al

Footprints Al

Y Filter by brands

Sales Value €
Overall Business Total

Sales Value €
Overall Business Total

Sales Value €
Overall Busines

Sales Value €
Overall Busines

Sales Value €
Overall Business Total

Sales Value €
Overall Business Total

NaN%

NanN7

NaN%

&) Sep2025- Dec 2025

Sales Force Top 3

2nd Izabela Lamatic

Sales €0

E———
Leads 793

Transactions 0

Overall Business Results

Total Sales

€0

Next-Gen Retail |

Y Filter by location

1st Viadimir Sfrija

Sales €0
Leads 783

Transactions 0

Total Leads

1583

Sales Force Product Portofolio Performance



WHAT ADVERTISERS BUY
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AD PRODUCTS

DRIVE AWARENESS
-€8CPM

* Reach & visibility

GENERATELEADS
-€12CPM

* Qualified demand

BOOST SALES
- €16 CPM

« Incremental sales uplift

GROWTHLOYALTY
- €24 CPM

* Customer lifetime value

What brands buy 9

TARGETING

SHOPPER SIGNALS

Categories, brands, basket
behavior

« Missions, life stages, affinities
Predictive shopping behavior (next
1, 7 and 30 days)

STORE SIGNALS

Store types

Zones

Product availability (dynamic)
Traffic forecast

Sales forecast

CONTEXT SIGNALS

Population in trade area
Search interests
Weather
Road traffic

* Local events

* Celebrations

How targeting works

DELIVERY

IN STORE

Screens
* Audio
- POS
+ Scan &Go Apps

Smart Shelves
+ Digital Sampling
« Smart Shopping Carts
*  Wi-Fi Portal

ON-SITE

- Web

© App
+ Loyalty

IN-STORE

*  Meta/Google
- DOOH
«  Email/SMS/WhatsApp

Where ads run

Next-Gen Retail

MEASUREMENT

MEDIA METRICS

Reach

Impressions
Placement breakdown
Actions

Budget Consumption

SALES METRICS

Sales value uplift

Sales volume uplift

Basket incidence uplift

Basket insights

Sales insights (SKU/store level)

SHOPPER METRICS

Socio-demo

HH Disposable income
Life stage

Retail behavior
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Ad Products

Drive
Awareness

PRICE:
€8 CPM

KEY OBJECTIVE:

Increase brand recall and ad recall,
Increase share of voice / visibility.

DELIVERS:

Broad reach, high visibility in and
around the store, stronger top-of-
mind.

WHAT’'S DIFFERENT:

Simple targeting and setup, built for
scale and speed - ideal first step
into retail media.

METRICS:
Media Insights

Standard support.

ADVANCED

Generate
Leads

PRICE:
€12 CPM

KEY OBJECTIVE:

Capture qualified leads, grow the
brand’s user base, Drive trial
(innovation).

DELIVERS:

New sign-ups, registrations, app
installs, coupon downloads,
email/phone opt-ins.

WHAT’'S DIFFERENT:

Outcome-driven formats (forms, QR,
codes) with performance targeting
and landing page / CRM integration.

METRICS:
Media Insights, Shopper Insights

Standard support +
campaign optimization.

Boost
Sales

PRICE:
€16 CPM

KEY OBJECTIVE:

Drive incremental sales for SKUs,
Drive penetration, Boost in-store
activation.

DELIVERS:

More units sold, more new-to-brand
shoppers, higher basket incidence
and value.

WHAT’'S DIFFERENT:

SKU-level targeting and
optimization using real sales data,
with closed-loop sales attribution.

METRICS:

Media Insights, Shopper Insights,
Sales Insights

Priority optimization + sales
reporting.

Next-Gen Re

ULTRA

Grow
Loyalty

PRICE:
€24 CPM

KEY OBJECTIVE:

Increase customer lifetime value
and lock in repeat buyers, Increase
frequency of purchase.

DELIVERS:

Higher repeat rate, higher basket
value, higher share of wallet.

WHAT’'S DIFFERENT:

Always-on audiences with 1:1
targeting and loyalty card
integration.

METRICS:

Media Insights, Shopper Insights,
Sales Insights, Customer Details

Dedicated strategist +
quarterly brand growth plan.
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Ad Products - Benefits

Retail Media Ads

Next-Gen Re

. i jecti [ men h Typical roof
Campaign Product Primary objective Required core modules Measurement dept ypical outputs / proo
; Delivery, impressions/plays
Drive Awareness . Campaigns + Audiences . Y. Imp /'p ¥,
Reach, visibility, recall . Media proof reach, frequency, pacing,
(€8 CPM) (optional)
placement breakdown
Leads, conversion rate, CPL,
CGenerate Leads Capture qualified Campaigns + Audiences + . : .
Media + Lead outcomes source/channel mix, funnel
(€12 CPM) demand Leads .
stage conversion
Sales uplift vs baseline,
Boost Sales Campaigns + Audier_wces * Media + Shopper + Sales §Kp/category wppgct, pasket
Incremental sales Sales & Shopper Insights + (IROAS-ready) incidence, predictive mix
L1 ICRM) In-Store Measurement y shifts, attribution/iROAS
where enabled
Campaigns + Audiences + New—to—brand, repeat rate
Grow Loyalty Leads + Sales & Shopper lift, cohort movement,
Repeat, frequency, CLV . Full-funnel proof frequency-to-outcome
(€24 CPM) Insights + In-Store
Measurement curves, loyalty enrollments,
iIROAS where enabled
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Insights Products

These are paid subscriptions sold as recurring insight packages, independent of ad spend. They are designed for brand teams,
category teams, and commercial teams that need a consistent view of shopper behavior and sales dynamics.

What advertisers buy:

A monthly, structured report based on retailer data.

Next-Gen Re

« Actionable insights for planning: category shifts, brand performance, missions/occasions, shopper segments, and store dynamics.

Subscription type
(monthly, per

Whatit's designed No. brands

No. SKUs covered Who thisis for

for covered

retailer)

(€10,000/mo)

strategic governance

Basic Single brand, light . .
assortment, standard . 1-4 Locgl suppliers, one product line,
(€500/mo) insights testing the value
Advanced One brand or small . oo
portfolio, monthly 1-2 5-10 Most‘m'ld slupglle.rs., one category
(€1,000/mo) planning team; simple decisions
Premium Portfolio management + ; e ;
promo/assortment 2-5 11-25 Natfn/al s.up|$l|.ers, r;u;lltlple ;
(€2,500/mo) decisions packs/variants; need deeper cuts
Ultra Enterprise portfolio + International suppliers, group
S5+ 25+ '

reporting, executive cadence
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Insights Products - Access Type

What's included Basic Advanced Premium Ultra
(€500/mo) (€1,000/mo) (€2,500/mo) (€10,000/mo)
Overview v v v v
Sales Performance v v v v
Shopper Profiles X v v v
Basket Insights X v v v
Basket Incidence X X v v
Predictive Basket Mix X X v v
Loyalty Segments (RFM) X X v v
Customer Satisfaction (NPS) X X X v
Delivery format Dashboard access Dashboard access Dashboard access + APl Dashboard access + API
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Consultancy & Training Products

COMPLETE
ONBOARDING

Includes:
2-Day Workshop:
* Industry Standard Retail Media
¢ Omnichannel Retail Media
« How Brands Grow with Retail Media
+ Commercial Strategy
» Case Studies
« Certifications

Pricing:
» Basic (up to 6 people): €8,500
» Advanced (up to 12 people):
€12,500
* Premium (up to 25 people): €18,500
» Ultra (up to 40 people): €25,000
* Travel & accommodation: charged at
cost

MEDIA
PLANNERS

Includes:

Media Planner Workshop &
Certification
* 4-6 hours
« online + live
* quiz + certificate

Pricing:
Per seat: €450 / participant

Cohort (up to 10 seats): €4,500
Cohort (up to 25 seats): €9,000
Cohort (up to 50 seats): €15,000

MEDIA
BUYERS

Includes:
Media Buyer Workshop &
Certification
* 4-6 hours
« online + live
* quiz + certificate
* buyingflow, pricing
» playbooks

Pricing:
Per seat: €550 / participant

Cohort (up to 10 seats): €5,500

Cohort (up to 25 seats): €11,000
Cohort (up to 50 seats): €18,000

Next-Gen

INDUSTRY

ASSOCIATIONS

Includes:

Co-branded with IAB / retail
federations
* Online + live
* Quiz + certificate

Pricing:
4-hour masterclass: €2,500
1-Day deep dive: €5,000

“State of Retail Media” package (3
sessions * 4 hours): €12,000.
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Media Sales
e Retailer's
q . Direct Sales Digital Self-Service Retailer’s Retail 5 5
O p e r a t I n g ModSRicios Workforce Funnel MediaDepartment R N A

Department
M o d e I Marketing Qualified Lead registration criteria:
« Contact
+ Brief
Pricing & Lead Contracting

SALES REPS. & CRM °'°°°°°oo-oooo>

Offer Engine é Management -9

Next-Gen R

Retailer’s
Trade Department

Campaign Campaign Campaign
MANAGED SERVICES ¢ ccccccsccccs D Setup -> Optimization -> Reporting

PLATFORM

SELF_SERVICED ooooo.oooocooo>



WHAT ADVERTISERS GET
FOR THEIRBRAND GROWTH



How Brands Grow with Footprints Al

- Sales Analysis: s PR ShopperInsights:
Brand & Cat Incidence % Habits & Purchases

We help brands

Shopping Missions Life Stages Rec -Freq - Mon

overlooked - ' :
shopping @gg @ E g

occasions
into territory A A
they can own & Shopping Occ

row what they need g what they want
°
who they are what they do
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Example: Dad & Cart

TOP AFFINITY PRODU
Profile: Male, 25-45
Behavior: Fri 16:00 — 18:00 & Sun 10:00 - 15:00 SNACKS CEREAL HOMECARE
Insight: Dads do the weekly shopping with
kids while partners do other chores or rest. BEER ORWINE SMALL TOYS SWEETS
Life Stage: Full Nest 1, Single Parent
SODA DIAPERS PERSONAL CARE
Frequency: 3.5 visits per month
RFM Segments - Primary Target Campaign Omnichannel Targeting Results: New To Brand Customers

00:00
01:00
02:00
03:00
04:00
05:00
06:00
07:00
08:00 on-site
09:00
10:00
11:00
12:00 on-site
13:00
14:00
15:00

TOTAL REACH 4,973,571

Category Buyers

268,059
5.39%

Brand Buyers

84,251 1.38%
1.69% -31.34%

Hibernating
19.20%

in-store

HOUROFTHE DAY

a0 Expected Uplift
18:00 in-store
222 off-site + 9, 482 +26 %
21;00 NEW TO BRAND INCIDENCE
22:00 on-site
23:00
e Est. Spend: €25,000 / month

DAY OF THE WEEK Est, iROAs: 7X
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Example: Streaming Night

TOP AFFINITY PRODU
Profile: Men & Women, 25-35
Behavior: Fri & Sun 17:00-21:00 CHIPS POPCORN FROZENPIZZA
Insight: End-of-week emotional indulgence,
unwinding together after work BEER ORWINE BURGERS SWEETS
Frequency: 2.5 per month
RFM Segments - Primary Target Campaign Omnichannel Targeting Results: New To Brand Customers
i

03:00

0400 Category Buyers

05:00

a0 829,367
08:00 16.67%

09:00

10:00
11:00

Brand Buyers

12:00
13:00 on-site 29, 876 3.21 %
izzz 9.92% -7.34%

Potentials

18.50%

HOUROFTHE DAY

16:00

1700 Expected Uplift

oo +3,735

21:00 NEW TO BRAND INCIDENCE
e B Est. Spend: €20,000 / month

DAY OF THE WEEK Est. iROAS: 5.1X
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Example: Dinner Top-Up

New Customers
16.90%

RFM Segments - Primary Target

HOUROFTHE DAY

00:00
01:00
02:00
03:00
04:00
05:00
06:00
07:00
08:00
09:00
10:00
11:00

Profile: Men & Women, 20-35
Behavior: Workdays, 17:00-19:00 PM

Insight: Shoppers grab “one more thing” in
the evening, to complete dinner.

Life Stage: Full Nest |, DINKs, Y. Couples
Frequency: 6 visits per month

Campaign Omnichannel Targeting

Next-Gen Retail M

TOP AFFINITY PRODU
FRESH MEAT VEGETABLES PASTARICE
BEER OR WINE SAUCES SWEETS
SODA FROZENFOOD CHEESE

Results: New To Brand Customers

on-site

in-store

off-site

TOTAL REACH 4,973,571

Category Buyers

273,868
5.50%

Brand Buyers

27178 0.35%
9.92% -12.50%

Expected Uplift

Mon Tue Wed Thu Fri Sat
DAY OF THE WEEK

Sun

Est. Spend: €15,000 / month
Est. iROAS: 3.9X
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Campaign Budgets & Timeline

Sales Boost with Footprints Al

§

I | | | .
‘ ‘ : AIWéyS - :& i €25}000/m0nt v I|IIIIIII|||III|II|I||“I|
| | | | oo
I I I I . I

Py :o:o: T A

\ \ \ \ \
Pilot Optimize Evaluate Always|On: Streamjng Night: €20,000/month * 12 :
\ \ \ \ \

Monthly incremental sales volume: 53,684 units with average purchase
value of 3.8 EUR

Pilot Optimize Evaluate Alway‘s on: Dinner} Top-Up: €1}5, 000/month * 12 2026 Investment Incremental ROAS
| | |
€720,000 3.4x%
Total Budget for all always-on Ad spend versus incremental

omnichannel campaigns sales value.



Advanced Capabilities

« Advanced Al that plans, triggers, and optimizes retail media using real purchase signals (sell-out & inventory).

Copilot for Inventory-Based Predictive New-to-
Campaigns & Insights Campaign Triggers Brand Audiences
Ask anything about shopping Start, pause, or boost campaigns Audiences most likely to buy the
occasions, sales, and campaigns. using real-time, store-level inventory category in 1, 7, or 30 days—and
Explore 300+ occasions tailored to signals: yours or competitors’'. switch to your brand.
your brand.
Predictive Category Category Relevance-Based
Dynamics Alerts Dynamic Ads
Auto-suggested campaighs when Weekly alerts on category shifts, Replace time loops with occasion-
category growth slows, competitors pricing moves, and competitor based delivery to reduce waste and
gain share, or a key segment drops promotions. overlap.

below index.



WHAT RETAILERS BUY
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DATA CAPTURE

Connect the signals you already have.

POS Transactions
SKU, store, time, basket

a

1o

8 Loyalty/ldentity
shopper details, purchases

) Store Ops
availability, promos, pricing

B

In-Store Sensors
footfall, Wi-Fi, cameras, other

2
O

=

8 On-Site & App Events
users, location, cross and on page

Media Delivery logs
screens, audio, online, offsite

g:— Store Surroundings
weather, traffic, holidays, events

DATA & Al CORE

Private Alin your private cloud.

@

Data Model & Mapping
One model across stores,
products and shoppers.

Identity & Privacy Layer
Pseudonymized, encrypted,
role-controlled access.

Shopper Twin & Store Twin
Who shops, when and how.

Al Layer
Profiling, propensities,
missions, and forecasting.

{ 'Io 5 Setup In Private Cloud

=

SALES &
INSIGHT

IN-STORE

MEASUR

MEDIA ACTIVATION

Deliver across in-store and online.

Setup,
schedule,
control delivery,
and reporting.

Saved,
lookalike,
predictive from
behavior.

Capture & route
demand with
workflow
automation.

Basket insights,
planning &
outcome proof.

Exposure
context +
iROAS

+
{ ‘AI Private Proprietary Al Technology

Next-Gen Retail

REPORTING

Proof, impact & revenue.

REPORTING &PROOF

Media proof, shopper proof,

sales proof.

* Reach, Impressions, frequency

» Breakdown by store, placement,
channel

* Actions

« Audience profile

« Sales uplift vs. baseline,
SKU/category impact

« Attribution, iROAS calculation

BILLING & REVENUE

Turn delivery into invoices.
Budget Consumption
Applied terms & discount
Invoice generation

Audit trail

[o]
{ [".9. Full Access Control Management
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Module-Value Matrix

Core Module

Primary RMN
use case

What it unlocks for the
RMN

Key benefit (retailer)

Next-Gen Re

Key benefit (advertiser)

. Standardized setup, . . .
Campaigns Scpa?;ate campaigns at scheduling, delivery rules, Faster salels I(;lxecutlon, fewer PredlcFabIe delivery, clear
reporting errors, scalable ops reporting
Audiences Sell targeting, not Saved/lookalike/predictive Higher CPM, higher fill, Better performance and
audiences + identity-backed .
(incl. Identity) placements segmentation stronger retention relevance
Monetize d J- Lead capture + bipeline + Unlock non-endemic budgets, Measurable outcomes
Leads onetize demand-gen p PP unlock new performance (CPL/CAC), workflow in one
budgets automation . .
budgets, higher margin place
Bask I h B lif I .
Sales & Shopper : a§ el + sales + s opper udget uplitt, reqewa Business outcome proof,
Insights Prove what changed insights & proof, planning confidence, Retail Data .
nsig o better planning
insights Reports upsell
In-Store Make stores Exposure context + media-to- E;T:;IE ré\;zoeslns-:;t;):;(;:(\)/\(,evntory, Stronger proof, iROAS-ready
Measurement measurable media shopper + iROAS foundation Loyalty measurement
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Module-Value Matrix: In-Store

Pricing Potential Revenue

DRIVE AWARENESS:
€8CPM

$$

BOOST SALES:
€12CPM

BOOST SALES &
GROW LOYALTY:
€16 CPM/ €24 CPM

MediaMetrics

Ad Play
Ad was delivered

Gross Impression

Presence in ad exposure
zone

Opportunity To See

Viewability condition
exists

Likelihood to See

Evidence ad has
been seen

Sales Metrics

N/A
N/A

Sales Insights

Post campaign sales insights are
sent as part of the campaign
reporting

Sales Analytics

Sales data is part of the campaign
reporting

Media-to-Sales Attribution

Evidence ad generated
incremental sales with SKU level,
store level and shopper
granularity

Next-Gen Retail |

Retumon Ad Spend
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Module-Value Matrix: Online

Pricing Potential Revenue MediaMetrics Targeting Retumon Ad Spend
o Ad Display N/A
~  Adwas delivered N/A

Clicks & Ad to Cart Location
GENER&T;L'IEADS: ®  Pproof user did the desired  Broad location-based ad delivery
action
CENERATE LEADS: > True Impressions Location & Segments
€12 CPM Proof user was exposed Audience-based, location-based 2% to 8 x
to min. 50% of ad for & behavior-based targeting

min. 2 sec capabilities
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Pricing Strategy: Always Bundie, Never Unbundile

IF SOLD SEPARATE

- Sales Data: avg. €0.5 CPM
«  Shopper Data: avg. €2 CPM
- TV:avg. €3 CPM

+ Radio: avg. €1 CPM

*  Mobile: avg. €3.5 CPM

«  Web: avg. €2.5 CPM

- Social: avg. €2.5 CPM

«  Direct: avg. €6 CPM

- DOOH: avg. €4 CPM

Single Coherent Ad Product
€24 CPM
All included.

NEGATIVES & RISKS:

Commoditized: price comparison, discount driven, diminishing margins.
Operationally heavy: procurement heavy, tactical, low recurrence.
Bad experience: low relevance, fragmented shopper journey, no
differentiator.
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PRICING MODELS - MODEL A: SaaS

AUDIENCES SALES & SHOPPER IN-STORE

CAMPAIGNS (INCL. IDENTITY) INSIGHTS MEASUREMENT

Annual license
(rate card)

€180,000 €180,000 €180,000 €180,000 €180,000

Package Deal,
Paid Upfront €700'000

Media Consumption

Costs €2 CPM
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PRICING MODELS - MODEL B: Revenue Share

AUDIENCES SALES & SHOPPER IN-STORE
CAMPAIGNS (INCL. IDENTITY) INSIGHTS MEASUREMENT
Revenue Share 5% 5% 5% 5% 5%
OPTIONAL: 10% if demand is fully management by Footprints Al
Managed Services - or
Media Sales

5% if demand is generated directly by the retailer and Footprints Al only manages the lead/sales process

OPTIONAL:
Managed Services -
Campaign Ops.
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Extra Services Catalog

These services can be added on top of licensing, for both models.

Service Whatitcovers Pricing
model

Installation, configuration,
initial training, enabling new .
Setup & ! Time &
Onboarding modules/data Material €150 / hour
sources/channels when
needed €0.05 / SMS domestic SMS
~4 months total: ~1 month Time & €0.1/ SMS international SMS
. N . ime €0.015 / EMAIL
Software | Pilot Package sef’;ﬁp +t 3 rnonths operation, Material €350,000 Communications €0.05 / NO'{'IFICATION
sr:rlxa/itfgs with extension option related services | €0.02 / MINUTE VOICE & VIDEO
Ongoing support, CALLS
Support & troubleshooting, knowledge Time & €150 / hour €0.002 / CHAT MESSAGE
Optimizations  transfer, optimizations, Material €0.10 / WHATSAPP MESSAGE
additional configurations
Custom Custom features, integrations, Time &
Development workflows beyond standard Material €150 / hour
product




Start Your Retail Media
Strategy of Tomorrow,
Today!

. 5
(G Footprints Al
Next Gen Retail Media & Insights
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