B Microsoft INMOBI

Launchlng world’s Iargest mdependent

Mobile Advertising platform —in a box

(1.4 Bn users | 90 countries | e2e built on Azure)
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A massively simplified M(Ad)Tech suite (natively built on azure)

uniquely taken to market by Microsoft —

NMOoBI

InMobi’'s Ad-Cloud in-a-box

(e2e pre-built on azure)

CMO stack (current fragmented view)
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Brand Survey Data Collection Data Visualization & Attribution

INMOoBI Microsoft Power-Bl
PULSE (& many other connectors pre-built)

Brand Survey Data Collection
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CMO’s massive
20+ vendors cost $ advantages One vendor (simple deployment & less risky)

Cost is ‘sum’ of parts (cannot bulk discount) . Massive cost advantages (e2e volume discounts)
Built on different underlying clouds Built on single cloud (AZURE)
Very difficult to collaborate/combine data, infra or operations Combine & collaborate your data, infra or operations




INMoOoBI

InMobi has become one of world’s largest ‘converged’ PhyGital AdTech platform
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INMoOoBI

Spending in million U.S. dollars
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In short —what are we looking at ?

Mobile adtech today is $225Bn annual revenue PIE
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Its not just a stack, its 3 upfront advantages from from day-1 |
INMOBI

oy

25,000 leading advertiser (brands) already Access to 1.4Bn users LIVE already globally 45,000 large publishers pre-integrated via 15t
connected & spending on InMobi _ (Engage, Acquire, Target) party InMobi SDK

. InMobi’s 45,000 premium Supply side (publishers
InMobi's Ad-Cloud Platform P pply side (p )
& &
A~ Pulse Market Research Platform e > Sky News
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The Score My Fitness 365 Scores

@ Ad Platform Supply side

Monetization
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acquisition Marketing Full stack 5.5.P (supply

side monetization)
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OlQﬁZobile overtakes
 desktop & TV

(Massive control by:
Google & legacy walled-gardens) BBlsinesses | ~$400 billion on mobile)
L —

R
(InMobi becomes world’s largest independent
Mobile-first advertising platform built e2e on azure)
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~ ‘ he o nly ‘key to the kingdom

I, Connected-Consumer)

2020 - 2025 : Mobile is the
common control point

(5G| IOT | OTT | Connected-Consumer | AR)

INMOBI



POWERING WORLD’S LARGEST ADVERTISERS via INMOBI'S EXCHANGE

Over 21,000 Advertisers Globally
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We enhance PhyGital customer
targeting for Retail & B2C like never
before

Ingesting 100TB data (80Bn user signals)

Physical dwell-times, POI & routes in real-time
Competitor digital usage (say -walmart, Costco, Amazon, Krogers ..)

Key Place visits (grocery stores, malls, retail stores, airports, food..)

Web browsing & search history
Cultural, Language, Ethnic traits

Behavior and App-o-graphic profile

Demographic, ethnicity, income, location

38 Billion

Location signals per day

ﬁ\ Home Travel
Ll | ocation Behavior

= Carrier Location
Signals

Work
Location

Points of
Interest

PHYSICAL

80%+ of all purchases still
happen offline

Consumer experiences
becoming more
integrated across offline
and online

e INMOBI
47 Billion

Behavioral signals per day

Apps @ Browsing
Owned History

Aa Frequency

App == Websites
Usage B yisited

DIGITAL

An average user spends
4-5 hrs on mobile daily

Global smartphone user
base of 3-3.5 Bn by 2020

TRUFACTOR



A combination of our First Party Signals and Rich Location allow us to develop
a deep understanding of the user’s real world intent

1.4Bn Mobile users sending billions of intent Overlapping signals to derive intent based audiences Pre-built millions of polygons in USA over retail, b2c & even
_____________________________ > _______._‘_‘_._______‘_‘_____>
signals

residential POIs
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Full Functional Workflow

500 + Prabuilt Audiences

Creative Studio Engage

acl Research Pulse

INMOBI
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1.4 Bn mobile users on InMobi !
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InMobi also has millions of pre-cached physical
mapped polygons of retail, B2C & other POls in
USA for targeting & footfall tracking
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A UNIQUE FULL-FUNNEL ‘TECH’ to enhance MOBILE-FIRST TARGETING of your
existing stack

Audience Measurement: Viewability:
niclsen DV & comscore
DoubleVerify
I AQ Active View
Brand Uplift: s Google
& MillwardBrown  Niclsen nielsen MeeTrICSii

Consideration

y 4
9 Web Based Conversion e Footfall Measurement:
Tracking: & cuebiq :- factual.
s FOURSQUARE FOURSQUARE
Re-Engage
® Sales Uplift: SIS

O
KOCHAVA* {Jsingular

p— IR' @adjust Weposiver branch

INMOBI

e Cross Device Targeting &
Measurement: Ninth

eApp Download & Engagement




We combine our Physical+digital data to execute PhyGital (Mobile) extension
like never before

Select ‘exposed’ audiences on
InMobi Network

Extract instantaneous PhyGital characteristics &
Mobile- IDs from our Geo-targeting engine

Not only allow brands to acquire exposed-users
but also uniquely target competitor’s users

Location
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9]  Demographic Data

« Benchmarks 2x higher on Nielsen DAR than mobile indusiry averages

@ Location Data
« Majority of GPS signals are collected directly from Telco & SDKs (not
exchanges) to é-digit lat/long precision
+ Verified against cell towerdata
« Overlaying polygon boundaries provide precise location views

App Usage Data
= e user behavior data

WholeFoods (advertiser)
Persona of
WholeFood's

high-value
user

|-

INMOBI

[Geo location / polygonA

Physical location data

Competitor-loyalty data
Demographic data

Behavioristic
(app-o-graphic) data

Brand’s own CRM data

Machine learning algos
running over 30+

\ attributes /

... Acquire competitor users

&

- 288004
RALEARAR

The model is applied on all InMobi users
to find similar high-value users

‘exposed’ to your ad '

SAFEWAY SPROUTS

RALERE

*only indicative use of brand names



InMobi CDP overlays 80Bn+ data signals to create an enriched AUDIENCE TARGETING like never before

Blend SPROUTS store visitors of past 60 days with SOLAR
ENTHUSIASTS

S physical store visitors/(past 60 days)

People who have visited Bank of America at
least once in the last 60 days.

11’3M UNIQUE USERS S‘I CPM

Industry

Al
P

Location Quick Serve

Fashionistas Restaurant Fans College Students Health and Fitness Car Shoppers
Billions of pristine lat-long signals are translated into authentic user locations that help you reach by InMobi Audiences (2) by InMobi Audiences @ by InMobi Audiences (%) Enthusiasts by InMobi Audiences (%)
users with a high degree of accuracy. Overlayed polygon boundaries further provide precise location —_— by Inttobi Audiences ()
views for each time a user is spotted at a particular location, resulting in minimized spillage and - P cPM cem PM PM
access to deeper insights on user visits l

Activate Audience

i

Demographic Data

«  Benchmarks 2x Figher on Niglsen DAR than moble ndustry awerages

JME DISTRIBUTION

Location Data

«  Maodty of GPS signzls are collected directly from Teloo & SDEs (nof
cechicargges) oy d=dicgll lal g parcecison 225

« Werfed agairst cell tower data
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»  Uworloying polygon boundaries prrovvicdos prociio eocalion wiowes

Egh App Usage Data

» e behavior cata



InMobi’s Footfall Measurement & Attribution suite completes the purchase
loop for PINTEREST advertisers

- A
i o~

1.  We create and target your . Based on ad exposure and
Mobile Audience analytics Users Store Visits

N

are calibrated for the total
campaign period

® | O
1
3. In Parallel, we identify an

Identical Control Group
using Demographics &

In l I lOBI Behaviors and Monitor

Footfall Attribution & Measurement

Store Visits
5. Finally, the analysis can then be compared to 4. Measure Lift in Actual Store
the users that been exposed to the Ad to better Visits for both audience
understand the impact of the campaign Groups are measured

* i ite-
Proprietary & White-labeled INMOBI



InMob1 Footfall Measurement & Attribution Reporting

| Campaign Impact on Store Fooffall CSW*% < ’*’mﬁg& | Campaign Impact on Store Footfall ¢ =)

of visits to the store

2 'I 5 X of visits to Thg sT_ore
i ; O o happened within 5 days of 2 . 3 7 X 7 07 happened within 8 days of
O exposure to the campaign

User's day of visit to the store
Y DAY DAY DAY DAY DAY DAY DAY D DAY D [
3 4 5 [ 7 8 9 10 1 12 13 14

g - R exposure to the campaign
uptick in store visit rate : R uptick in store visit rate
20.70% 11.65%
Y ! ’ N [ ] P Z
5 0.19% 041% 9. 0.13%  0.30%
i e s
Conftrolled Exposed ' Controlled Exposed ! 7.50% 8.03%
12.00% 11.80 8.43%
13.30% ‘ o ‘ B cosn 25
More than 0.41% of the exposed audience 12.20% More than 0.3% of the ¢ UG e visited
: \ : User's day of visit to the store 2.89%
n 1an | | | \

DAY 1 DAY 2 DAY 3 DAY 4 DAY §

INMOBI

INMoBI

InMobi footfall attribution reports call out the uptick in store visit rates among the audience
exposed to the brand ad campaign as opposed to unexposed audiences among the relevant
target audience



InMobi’s Viewability, Scale & Audience Verification

InMobi Consistently Outperforms Nielsen-Rated Audience Verification

Scores

57 58 60
52 52 51
49 " 47
39
28

19

%
Female18-24 Female 35-54 Female18-34 Male18-34 Male18-24 Male 25-54

Nielsen Benchmark . InMobi's Score by Nielsen

Target the Right Personas for Maximum Engagement

Daily In-App

Display Requests 14 B 782 M 11B 447 M 69.6 M 1067 M

Daily In-App
Video Requests 3928 M 2228 M 379 M 89 M 77 M 167 M

Average Daily Bid Requests Verified by MOAT & IAS
FORMATS | MO AT | IAS e

BANNER 156 B 16 B
INTERSTITIAL 228 M 226 M O
VIDEO 227 M 227 M

MOAT IAS

High Completion Rates for PMPs in Q4: 85%+
INMobki IVT Score on 1AS: €0.03%

Valid and Viewable %

100% 100%
89%
80% 80%
60% 60%
40% 40%
20% 20%
0% MOAT Q3 InMobiU.S.Video 0% AS Q4 InMobiU.S.Video
Benchmark Score Q4 Benchmark Score Q4

InMobi is the only in-app MOBILE exchange executing an MRC-
accredited pre-bid solution across 100% of inventory.



INMOBI

Expand your audiences via InMobi

(get scale of 1.4Bn uniques & Telco-verified high-performance audiences)

InMobi’s 25,000+ Advertiser Network Publishers/ Users

4 perfo N 18 st
erformance abc NEWS
CBS News Sky News

..'R Spollly UBER hulu InMobi's pre-integrated E2E Monetization in-a-box T T
pandora '

== facebook = )

4 Commerce 3

NnMmosl INnmMoBl InFoBI @ 'nmoei = INMosl ——
\') DSP \') SSP <7 Exchange  # Audience @ Engage

Creative studio

[ supporting 1.4Bn mobile users already ]

\ wish wayfair [® tokopedia y

P ——— Full suite AdTech & Telco monetization World's first
(ngencies/Tr | [ Direct On-Devi e
Brands Agencies/Tr Brand modules irect On-Device
ading desks DSP's monetization suite T T
Telco Grade CDP (100TB ingested dail '
SAMSUNG ) CoubeClick ( . v Di . Charms
) irectly acquired from a Telco Weather Channel Speed Test
RﬁG WPP (SPRINT — USA) —
I AVEA w Mobile-first D.S.P (brand & performance)
TIFAT AT
i InMobi EXCHANGE Premium Telco Mobile audiences
. iy ﬂj thefradeDesk (connected to 70+ global DSPs & exchanges) T e e
ﬁ L 1 L (driving app-downloads directly on ' i
BAXIS Telco devices (short-circuiting the
> Tubetogul Creative Measurement & SSP Suite & :
; o . Words with
Unilaver @ capreo AN teams Attribution Mediation traditional digital routes) Subway Surfers ;'rfiesn :’S

Medi | E2E Campaign Mgmt Ad ed
8 odia Sales | Header Bidding OOBE | IBN | Push Notifications |
Unique Telco grade CDP 5 ke MMS/SMS | in-app notifications Channel Platforms

(Pre-Built AUDIENCES & USER TARGETING) | sl



INMOBI
Thank You!



