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INMOBI
PLATFORM FOR INGESTION, MONETIZATION

& ACCESSIBILITY

Data Ingestion, Anonymization and Filtering

Anonymization playbook, allowing for the most
secure data to be utilized, by the highest
regulatory standards

Raw Pll Data

~ W e 80 TB Ingested Daily
Anonymized & Filtered il S o
Data ’
v T f ing Raw Data into ‘Routes’
: ransforming Raw Data into Routes
Mapped Geo/Behavioral 9 . .
Data ‘Points’ Process for converting raw signal telemetry
data & mapping behavioral patterns into
o behavioral based mobility routes
Clustered Data View 600-700 Data Points per user per day
7
Useable Route’ Making secure data available to the globe
Parameters Utilizing an API Based B2D approach, data
ugh 4 assets available at scale to thousands of
I b e

enterprises looking to transform this business
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API Data Platform

32M Users Daily

TRUFACTOR




Enabling TruFactor to
become an extremely
unique “phygital’
consumer graph -
bridging the physical
and digital world of
consumers in real time
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/ﬁ Home Travel
U | ocation Behavior

= Carrier Location
0 Signals

Points of oy Work
Interest Location

PHYSICAL

80%+ of all purchases still
happen offline

Consumer experiences
lbecoming more
iIntegrated across offline
and online

&

%

INMOBI

Apps @ Browsing
Owned History

M Frequency

App = Websites
Usage

3 Visited

DIGITAL

An average user spends
4-5 hrs on mobile daily

Global smartphone user
base of 3-3.5 Bn by 2020
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INMOBI

PHYGITAL DATA

DIGITAL

App Ownership

Mobile Browsing History
Frequency of Engagement
Websites Visited

App Usage

Time-In Property

PHYSICAL BEHAVIOR

Home & Work Location
Path of Travel

Route Patterns S ; . -8 DEVICE INFORMATION
Dwell Times 4 .
Points of Interest 19.2 Billion - iIM S
. : — anguage
Visited Locations ' locatién IDs every day Py Hangdse%c Make & Model
| New User
Contract Stage

2.2 Billion
. lor ‘ O..

200 Million

North American
consumers

SOCIAL DATA

- Listening & Sentiment
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Serv

igence as a

PLATFORM

Intell

O LOCATION ID
O ROUTES

O DWELL TIME
O BEHAVIORAL
O DEMOGRAPHIC
TRUFACTOR
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Brooklyn

Fort Greene

PHYGITAL
PLATFORM

Intelligence as a Service

O LOCATION ID
O RAW

O VISITS

@ ROUTES

O DWELL TIME

O BEHAVIORAL
O DEMOGRAPHIC
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Neighborhood to Retail
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PLATFORM

Unit Supported ) )
Intelligence as a Service

(All)
Null
178
179
184
318
352
353
361
363
381
382
387
391
397
398
475
508
% Iy |
526
548
Market

«) (All)
Null
Birmingham
Dallas
San Antonio

LOCATION ID
RAW

ROUTES
DWELL TIME

BEHAVIORAL
DEMOGRAPHIC

Distinct count of Subscril

20 1,139
['AP I

Distinct count of Subscril

20 1l 22
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INDUSTRY-CHANGING USE CASES

RETAIL

| =

e Site selection for new
locations

e Physical & digital journey
mapping

e Market profiling

GOVERNMENT

e Inform mobility infrastructure

e Prevent, react and respond for crisis
planning

TRANSPORTATION

et "
...,e/x/ = ,,,;;;.........
t‘ A

e Travel demand models for local
municipalities

e Public transit planning

e |dentify catchment areas and
origin/destination

FINANCE

R ”s
¢ Online-to-Offline Behaviors

e Predict investment outcomes &
market trends

e Trendspotting

TRUFACTOR
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USE CASE: 99 Cent Only Stores 990““[
- STORES.
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RETAIL

99;s

USE CASE: 99 CENT ONLY STORES

ADDITIONAL CUSTOMERS:
COSENTINO’S MARKET

USE CASE: WEWORK

Elementary
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INMOBI

GOVERNMENT

Local governments and municipalities are seeking ways to better understand the behaviors
and journey mapping for attendees of sponsored events, concerts and festivals within their
markets.

USE CASE: SIDEWALK LABS

e Replace labor-intensive surveys

e Utilize real-world travel patterns to develop simulations

e Travel demand model for urban planning - measure impact of road closures

and route planning

USE CASE: COBALT

e |dentify how and why events draw visitors to a specific region

e Understand where individuals dwell during visits

e Analyze a consumer segment based on how long they stay in an identified

region

TRUFACTOR
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GOVERNMENT

USE CASE: SIDEWALK LABS SIDE|WALK|LABS

USE CASE: COBALT (’/)

ACTIVE TRIAL: SWL CJ,M_”.

INOVVO

Learnings from crisis helps organizations prevent, react
and respond more effectively for future events. An
unbiased view of impacted individuals is critical for
FEMA in understanding and developing processes that
work to minimize the impact on both individuals and
markets (ex: variables to why areas with
predominantly lower HHI were slower to evacuate).

INMOoBI

&® kepler.gl
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Layers

+ Add Data

o geojson_test1
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INMOBI
MEDIA - OUT OF HOME

Attribution is increasingly important in the out of home space, as the medium is traditionally
used to drive top-of-mind awareness.

Mobile data is the most direct way for out of home marketers to track attribution. The

persistency of mobile behavioral and location data provides the clearest perspective into
consumer patterns: how they move, behave and act in and out of home.

USE CASE: OUTFRONT

e Utilize mobile impressions to inform media planning and

evolution of pricing model

USE CASE: OAAA

5

/

/ \\
! ‘ \
]

\
- fedda:
g Association of America
I
'

1\ Qutdoor Advertising Association of America

e Discover true exposure of identified media within markets '

\
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t INMOBI

MEDIA - OUT OF HOME

USE CASE: OUTFRONT MEDIA OUTFRONT
USE CASE: OAAA fe.dda
ACTIVE TRIAL: INTERSECTION Bl Intersection
VISTAR VISTAR

Pinsight uses a proprietary and patented location
algorithm to understand consumer attribution and
action, closing the loop on the digital and physical

journey.

TRUFACTOR




INMOBI

TRANSPORTATION

TruFactor offers an up-to-the-moment, always-on look at the consumer not just through key
intersections, but through an unaided view of the consumer path so that the impact of transit
changes can be measured.

USE CASE: URBAN FREIGHT

e OTT drivers identified via app and web behaviors, in addition to custom
geofencing around identified truck stops in the US

e |dentified high traffic routes across the US

e Primary time on and off the road

USE CASE: HNTB

The understanding of the mobility infrastructure around neighborhoods or cities has
historically been gathered over a limited time by leveraging manual traffic counts or
through the deployment of electronic vehicle counting devices placed on intersections.
The data is then extrapolated to determine the full traffic impact. In leveraging

TruFactors access to location analysis this process becomes obsolete. Our always on
up to the moment analysis of movement allows TruFactor to design and build
applications that are both deterministic and predictive of movement.

TRUFACTOR



: INMOoBI

TRANSPORTATION

USE CASE: URBAN FREIGHT

Oklahoma Ramp Relationships
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subscription model and enterprise customers. e

Ramp 2

* Location data stream into Mapbox traffic product.
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INFNMOBI

FINANCIAL

Understanding consumer engagement has been a historically crucial element of how hedge
funds understand trend changes in the marketplace. As consumers move away from a
physical engagement to an online connection with brands, having access to persistent digital
behavior becomes an equally powerful data set.

The process of packaging the digital journey (app, web, behavioral data) tied to a single
brand is the new cornerstone of understanding consumer behavior.

USE CASE: TRINNACLE

e Analyze health of a business prior to earnings report

e Improve investment outcomes and market trends

TRUFACTOR
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FINANCIAL

USE CASE: TRINNACLE TTRINNACLE
ACTIVE TRIAL: QUANDL/NASDAQ Q
THASOS GROUP THASOS

WAITING
AT BUS STOP

z,z TIRED

«PLouvp

WAITING
AT BUS STOP

SCHOOL

CROWDED

INMOBI
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: INMOoBI

WEB ANALYTICS

SimilarWeb utilizes behavioral data to display key crunchbase Solutions Products ~ Resources ~ Pricing
metrics which are refreshed daily to help their
customer’s understand a company or brand’s B Crichbinss Py ;2 Microsoft

digital strength and trajectory. < iysSiftery  Mobile App Metrics by Apptopia  Website Tech Stack by BuiltWith  Web Traffic by SimilarWeb

Companies " Microsoft is actively using 12 technologies for its website. These include Viewport Meta, IPhone / Mobile
Compatible, and SSL by Default.

People

5] Investors UNLOCK WEBSITE TECHNOLOGIES DATA >

Funding Rounds
Acquisitions &' Web Traffic by SimilarWeb

1 Schools Traffic

wents

S”V“LARWEB ‘ . ............. ubs

My Searches

Microsoft is ranked 46 among websites globally based on its 757,641,255 monthly web visitors.

UNLOCK MORE WEBSITE TRAFFIC DATA >

A

My Lists
Patents and Trademarks by IPqwery
® Marketplace

Overview

TRUFACTOR



DATA DICTIONARY OVERVIEW

COMMERCIAL
GOVERNMENT FINANCIAL OOH
TRANSPORTATION REAL ESTATE WEB ANALYTICS

DEVICE '
CHARACTERISTICS O O O O O ‘

TRANSPORTATION GOVERNMENT FINANCIAL ig:‘LMEEsRTCI;:‘EL WEB ANALYTICS ADVERTISING

HIGH FIDELITY O O ‘ O O
PIN POINTS ‘

SOINTS ® ® ® ® O
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