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Our retail partners increase
their data monetization
revenues by 10X than with any
other solution, while

owhing & controlling their data.

v
Direct Monetization

$1.5 Mn.

Retail Media Services

$750.000

Retail Data Insights

Extra revenue Year 1

A grocery retailer with 500 medium size locations

:

Indirect Monetization

5-8X

Increase Own ROAS

wo 48 %

Increase Own ROMI

Potential savings Year 1

,D Footprints Al
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The seismic growth of retail media: 2 Footprints Al
by 2030, it will account for 25% of total ad spend

Retailers Brands
by 2030, 50% of retail profits will come from 90% of brands are actively looking for better
“beyond trade” sources ROAS from retail data & path-to-purchase
targeting

35%

Profits from Retail Media
WHAT

BRANDS
WANT

50%

Traditional trade

2021 2030

© But 8 out of 10 Retail Media initiatives fail because they don’'t address what brands are looking for.



Missed opportunity today?

Your physical retail behavioral data is not monetized

v

THIS IS WHAT YOU MONETIZE

Digitally-driven data generated by registered
users only.

— THISIS WHAT YOUDON'T MONETIZE

Shopping & purchase behaviors of anonymous
physical retail customers.




Our Solution
Footprints Al enables you to know who your customers are, their future

needs and expectations based on their physical & digital retail behavior

FROM TO individualized TO PREDICT
anonymous traffic customer profiles 30 days behavior

v

s

C., SEARCHES

Q FUTURE SEARCHES

:@ VISITS

®

© FUTURE VISITS

19 FUTURE PURCHASES

@, LIFESTYLE

BEST MEDIA CHANNEL

4% LIFE STAGE

% HH INCOME ]

-




Our Unique Data Monetization

P Footprints Al

Footprints Al can use proprietary Al, data models, generative Al, behavioral profiling, Zero-Party and
First-Party customer data to enable retailers to monetize at scale.

Display, Search, Video Ads
Sponsored Recommendations
Prescriptive Ads

Programmatic Retail Media

I Retail Behavior

Direct Monetization

Predictive
Behavior

Indirect Monetization i

Audience Profiling

Descriptive Analytics

=
Predictive Analytics

Increase ROAS

Increase ROMI

Retail Media
Services

SR 10X
growth

Average Revenue
Per Customer

Media Investment from beyond
Optimization trade

Marketing Investment
Optimization



CASE STUDY
Retail Media Services

Profi (part of Ahold Delhaize V] profi

zilnic preturi mici

Group) launched the Largest
Omnichannel Retail Media
Network in Romania

The challenge

Profi aimed to launch its Retail Media Network, creating a new revenue
stream within their P&L. This strategic initiative improved their
innovation level, aligning seamlessly with their preparations for the
acquisition by Ahold Delhaize in Q4, 2023.

The solution implemented

Profi partnered with Footprints Al to launch their Retail Media Network.
This network enabled brands to access valuable retail insights,
facilitating the creation of highly relevant targeted campaigns.

The Results

2.5X 5Xx

Return on Investment in less
than 2 months

Faster time to money

O

3 Footprints Al

A Retail Data Insights

38% Decrease in Cost per Visit (M) prooiasio
for New Traffic Acquisition with v AR PR
Predictive Physical Behavior &

Retail Media Audiences

The challenge

Predict the potential visitors from the mall's digital catchment area who
were most likely to visit and shop for specific product categories.

The solution implemented

Footprints Al leveraged indoor customer behavior data and Al-powered
solutions to analyze the mall's digital ecosystem, examining foot traffic
patterns, in-store engagement, search patterns, customer demographics,
and purchase history.

The Results

38%

decrease cost per visit

$3,500,000

Marketing savings yearly



CASE STUDY

Marketing Investment Optimization

Jaguar Land Rover Romania =y
Boosted Conversion Rates by
46% with Footprints Al

The challenge
Overcome decentralized dealerships with coordinated efforts.

The solution implemented

Footprints Al implemented its proprietary Al technology capabilities,
focusing on omnichannel customer data, lead management automation,
and marketing automation.

The Results

46 % 1,000,000

Boost in Conversion Rates Customers under management

@ Media Investment Optimization

First Bank's 48% Increase in
Conversion Rates with
Footprints Al

FIRSTBANK

The challenge

Significant number of mobile banking app users abandoned the
onboarding process.

The solution implemented

Footprints Al employed a three-fold strategy: Automated Retargeting
Flows, Geographical Clustering & Affinity Profiling, Channel Relevance
Score.

The Results

48 % 37%

Increase in Conversion Rates Decrease Cost Per Conversion



Product Overview

Footprints Al bridges
the gap between your
physical & digital
retail unleashing

10X more profitable
omnichannel media
audiences.

,D Footprints Al

PHYSICAL DIGITAL
retail data retail data
FUSION

|

fe B

360° Customer Knowledge

what they need what they want
who they are g what they do

y v
PREDICTIVE OMNICHANNEL
Predict next Target in-store,
30-day behavior v on-site & off-site

GENERATIVE
Generate hyper-personalized ads



Product Capabilities

Buying Ecosystem

[ Media Agency ] [ Consumer Brand ] [ Affiliate/Partner ]

1

Retail Media & Insights Platform

Performance Orchestration Data Monetization Ad Content Management
Lead Gen Management & Access Interface Creative Assets Management
Analytics . ]
Consumption Reports ] Ml:rlegleenn?gnt Campaign Types Management
Retail Insights | g |
Campaign Performance Foundation Layer Attribution Model

1

Delivery

Web [ Display ] [ Social ] [ Mobile App ] [ Direct Marketing ] [ Video ] [ Digital Screens ] [ PA Radio ] [ Other ]




Product Capabilities

Audiences Delivery Campaigns

Types

Segmentation

i . Objective Based Campaigns:
Location Data In-store @ Off-site . Awareness
Socio-Demographics * Lead Generation

iqi i i  Conversions — Online, Offline
Life Stage Digital $|gnage WebS|te. o SMS.
. PA Radio Web Notifications Email Insert Ads Behavioral-Based Retargeting
Life-Style Wi-Fi Mobile App Connected TV Ads

Predictive Targeting

Household Income Shelf Screens Mobile App Notifications Social Media Posts

Interests: Categories,
Products, Brands

Predictive: Future Visits,
Future Purchases,
Marketing Channel

Behavioral-Based
Segmentation

Lookalikes

RFM Segmentation

Checkout Screens
Smart Cart Screens

Programmatic

Media Formats

Static & Dynamic Text Ads
Static & Dynamic Image Ads

Fueling

Static & Dynamic Video Ads
Static & Dynamic Audio Ads

Display Rec. Ads
Search Rec. Ads

End-to-End Tailoring

Omnichannel Targeting -
Optimal Channel

Recommendation Targeting
(Next Best Product, Next Best
Offer)

Trigger Based Targeting:
Traffic Objectives, Weather,
Visits, Purchases, Indoor or
Online Presence Detection,
Gender, Age, Race

RFM Segment Based Targeting

T

Analytics & Reporting

Reach, Impressions
Actions (Leads, Conversions)

In-Store Sales & Traffic Uplift
Online Sales & Traffic Uplift

Audience Insights: Gender, Age, Location
Retail Media Consumption & Costs



Product Preview

Audience

Users

No. unique visitors

Dwell time avg.

Recency avg.

Frequency of visits avg.

Predictive ‘ Create a new audience

online

29,63 min.

1

offline

1,18 min.

3

2

Gender
® 40% ® 56%
Men Women

Jun 2024 - Jul 2024 ~

NEXT 30 DAYS LOYAL VISITORS : People most likely to be your most valuable visitors for your offline & online assets  IMPORTANT

Age

® 9% age 18-24
4% ® 40% age 25-34
Unknown 20% age 35-44

2.5% age 45-54
B.5% age +55
® 5% unknown

& Campaign name v

Propensity to visit




° D) .
Data Process: Overview 7~ Footprints A
Footprints Al Footprints Al Footprints Al A Footprints Al
collects & fuses understands predicts generates
physical & digital retail behavioral patterns and customer-level retail omnichannel ads that are
customer behavioral creates customer behavior for the next uniquely personalized to
data. profiles. 30-days. retail customers.
PHYSICAL STORE DATA WHO THEY ARE VISITS THE RIGHT PRODUCT
PROXIMITY CONTEXT WHAT THEY WANT SEARCHES THE RIGHT TIME
DIGITAL CATCHMENT AREA WHAT THEY DO PURCHASES THE RIGHT PURCHASE
WHAT THEY NEED CHANNEL
FUSE CUSTOMER UNDERSTAND PREDICT RETAIL GENERATE
— —

DATA 360° CUSTOMERS BEHAVIORS OMNICHANNEL ADS



Data Process: Physical Behavioral Profiling Overview 7 Footprints A

GSM
«g» Network
(@) Mobile Device
E Sensors
= cc1v =l Wi-Fi
MRS Network

(Cj)ollecjt anorg)ym?us visit E[).e.r](avi\c/)vr. Use the retail space and the Use Al to create behavioral profiles
Fata via am 'GegMCAontneC vity (Wi- surrounding catchment area to and to know who people are, while
&I'n%&eergghsors ntennas) generate behavioral patterns. predicting their future behavior.

We cover 99% of all people visiting your retail property.



Data Process: End-to-End Methodology

GSM Mobility Data @ﬁ% IN-STORE

Apps Mobility Data

Weather Store Digital Signage
Events & Holidays Pr°x'|'3“;g I — Wi-Fi & Radio Ads
Flights Data Digital Shelf Strips
Economic Data & Screens
Smart Shopping Carts
| (“ 4 ) 4 ) @& ON-SITE
WIFI Tracking e
Video Tracking . = o) _
Ambient Sensors Physical Omnichannel PREDICTIONS ARIetGaeirarea;iead b O) Web Display Ads
Store Customer —» e Web Notifications
Loyalty Cards Data Data Fusion Searches, Content OMNICHANNEL Ao Disolav Ad
In-Store Apps Visits, TARGETING _pp |sp ay_ S
Transactions Purchases Mobile Notifications
- J \_ J
Paid Media OFF-SITE
Owned Media -
Earned Media SMS
Websites Digital Data — Email
Mobile Apps Connectg;:lo'ﬁg —> Connected TV Ads

Search Media Ads
Social Media Ads

Social Media (Digital Wrap)
Data Forms



Predict, Perso .
& Profit from you
Physical Retail Data

Capitalize now on the rise of the Al

s
Dan Marc Paul Gheorghiu
Co-Founder & CEO Co-Founder & Head of Part
+40745201896 +40721290347
dan.marc@footprintsforretail.com paul.gheorghiu@footprintsforretai

linkedin.com/in/danmarc https://www.linkedin.com/in/pa



