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DSP for Brands
+ Agencies

Retail Media Onsite and Offsite
Closed-Loop Measurement

Actionable Commerce Insights
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Join us on the
mission to achieve
greater retail

media success
through unification.




Brian Gleason, Chief Revenue Officer
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30 Years of Retail Media Evolution

Promotions/Flyers/Coupons (1993-2000) Co-Marketing/In-Store (2000-2020) Retail Media Networks & Digital (2020-2023)
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Hyper Growth Comes with Growing Pains for Retailers

Snapshot of Retail Media Network Pain Points

Managing
. operational
Competing complexity Fighting for
with Amazon — T ' incremental
D budgets
T
EXCLUDING AMAZON & CHINA Measuring r;'evor?ce Upskilling
‘ effectiveness . B — teams and
of retail media with shoppers Staying collaborating
$ ! 2 B - T - ‘ ahead of ‘ with all
the curve partners
Has grown roughly 3x faster
than search, 2x faster than R S — )
social, and to surpass linear More Having key More
TV by 2025 streamlined partners in profitable
process place

Source: Criteo’s TAM estimates, Growth by Insider Intelligence, June 2023.



Retail Media Growth: Where Will $42B Come From?

Retail Media Networks Capture 60%-70% of Net New Media Budgets Outside of Amazon and China
GLOBAL RETAIL MEDIA MARKET SOURCES OF GROWTH 2021-2025 ——

Retail Media Organic Shift from Shift from Shift in Trade Shift in Retail Media
Spend in 2021 Growth Digital Other Digital Traditional Budgets Sponsorships, Spend in 2025
Channels Media Events, and

Promotions Excl. Amazon

Excl. Amazon
and China

and China

Evolution of Existing Spend
Approx. 30%-40%

New Dollars for Retailers to Capture
Approx. 60%-70%

Source: Adaptation of BCG Commerce Media Survey 2022 and BCG CPG Retail Media Benchmarking Survey 2022



Where
Will

$42B
Go?

Fragmentation of
Retail Media Buying
Growing Complexity
and Difficulty of
Justification for
Incremental Dollars

Retail Media Budget Allocation

—»> BRAND BUDGETS

—»> TRADE BUDGETS

—» SHOPPER BUDGETS

YYVYY VYV

Sources: Adaptation of 2022 Retail Media Association Study:
Retail Media Survey, Forrester. eMarketer, 2023
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Sponsored Products

Onsite Display

Native Ads

Video Ads

Offsite & Audience Extension
In-Store

Social Media

I
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Sponsored Products

Onsite Display

Native Ads

Video Ads

Offsite & Audience Extension
In-Store

Social Media

Sponsored Products

Onsite Display

Native Ads

Video Ads

Offsite & Audience Extension
In-Store

Social Media

Retail Media Formats

Onsite Display

Native Ads

Video Ads

Offsite & Audience Extension
In-Store

Social Media

20%

Retail Media Buying Methods

Potential Loss of RMN
Revenues Caused by

Fragmentation




Wihen Unirieael,
Everyone Wins

The brand gained a The retailer gained

44O% 431%

conversion rate in ad revenue per user

Date range: 2023-06-21 to 2023-07-23.
Conversion considered on products advertised in the onsite campaigns, 30 days post-exposure.
Offsite and onsite campaigns

UPPER FUNNEL OFFSITE

MIDDLE FUNNEL ONSITE DISPLAY

LOWER FUNNEL
ONSITE SEARCH
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strengths this format can deliver.” A@ “IHyper wins on Lowes,com

Sean Buckley, CRO, Magnite
>350% 3X

overall ROAS Increase in ROAS

This was
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RETAIL MEDIA

Criteo Sets Its Sights On Brick-And- Commerce Grid: The
Mortar With Brandcrush Acquisition First supp[y.Side
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Our DSP is Built for Commerce Across the
Entire Consumer Journey

OPEN INTERNET

des plats cuisinég pour
sveiller les papilles

#Auchan

Toujours
debout

AWARENESS

Create your own story
Reach relevant audiences

CONSIDERATION

Connect with shoppers
Engage in-market consumers

CONVERSION

Transform inferest
info purchase

ONSITE




Driving More
Transactions

with Third-Party

Demand &

Agency Partners

Agency Partners

ASCENTIAL group™ LS
MEDIA
dentsu @media @PMG
FURNARDPMX IPG VAYNERMEDIA

OmnicomGroup H havas :STABLE
media

API Partners

flyivheel 2 PACVUE 2 perpetua
N
3 . . ..o‘-.'.;;.:
CommercelQ skai tinutr
MINDSHARE Stackline Marin

tradeswell. intentwise
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Commerce Max?

Unifying the shopper journeys while driving measurable sales results

Retail Media
Onsite and
Offsite

Engage consumers across
the entire buying journey
with integrated workflows.

Closed-Loop
Measurement

Understand the real value
of your advertising dollars
with holistic measurement

and reporting.

Actionable
Commerce
Insights

Optimize campaigns from
commerce, digital shelf, and
category intelligence data.



Commerce Max

Engages Retailer
Audiences Offsite

1200+ +65

Direct Premium Publishers

Marketplaces

Daily i Mail
@ discovery+

Insider Inc.
‘penX
9 Litna

axandr

Bustle

tlantic

%y

Google AdX

SLATE
I\Ilagni’re

@

NBCUniversal
@he Washington Post
Ggeﬁ'%lian
/4 triplelift

Index!
Exchange

WarnerMedia



Standardizing
Measurement in

Retail Media

|AS-

Bringing first-to-market product
for standardized measurement
of retail media meitrics.

Ad Fraud
Leverage Al to prevent fraudulent
impressions and invalid ad traffic.

Brand Safety & Suitability

Avoid association with harmful or
inappropriate content and ensure ads
are displayed in suitable environments.

Viewability
Understand how many impressions
meet industry viewability standards.



Leverage Actlonclole, Premiunn
Commerce Insights

Optimize inventory to increase revenue Monetize valuable insights and
drive brand dollar investments

Rate C Optimizati i
ate Card Optimization Brand Opportunity Reports ere Tramek
( )] ( D)
@® Cap Out
Missed Opportunities Seasonal Marketing Insights SOV
C D) C D)
Book of Business
Inventory Expansion @® Win Rate

¢ )

@ Brand Affinity




Campaign
Optimization through
Commerce Insights

Baby care brand boosts ROAS
with keyword optimization




Our Solutions Are Built On 17 Years Of Advanced Al

$1 100 $30

TRILLION MILLION BILLION
eCommerce transactions Predictions made Criteo-driven sales across
across our client base per second our partners’ network

annually annually



We're committed
to your retail
and commerce
media success.
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Sherry Smith, General Manager, Global Enterprise




Consumers
at the Center
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The Industry
looks to
Retail Media
Leaders as
Data-Driven
Leaders

Data is better when it's

WAl COLLABORATIVE
Wil SUPPORTING DAILY DECISIONS

\/ PRIVACY-PRESERVING



Retail

Media 1.

Where retailer asset monetization
meets the demand for first-party data &
digital closed loop

Triggered by Amazon ad revenues

Retail

Media 2

About the convergence with other channels
& incremental budget justifications

Triggered by standardization, omnichannel
attribution, in-store & full-funnel



Fueling Retail Media 2.0 Growth

Criteo’s e \%| 414|418 N: Your Ultimate Monetization Solutions

COMMERCE YIELD
RETAIL + nsienrs

Enterprise-grade monetization
across the digital shelf

COMMERCE YIELD

MARKETPLACE

Self-service monetization
technology for online merchants

COMMERCE YIELD

IN-STORE

360° physical and store-level
digital media asset
management and activation



Digital
Showroom

Shoppable
Video

Interactive Retail Media Exﬁgfigice
Video Brand Activation

CREATIVE
INNOVATION

OFFSITE
BRAND

EXPERIENCES

ONSITE
BRAND

EXPERIENCES

Immersive
Onsite

Catalog

Commerce
Insights
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Brian Gleason, Chief Revenue Officer
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