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Forward Looking Statements

Å This presentation and the accompanying oral presentation contain ñforward-lookingò statements that are based on our managementôsbeliefs and assumptions and on information 
currently available to management, including our projections regarding future financial performance, our expectations regarding the effects of our strategy which is focused on both 
growth and operational efficiency, our current expectations with respect to revenues and Adjusted EBITDA, projections for our third quarter and fiscal year 2018, including our 
expectations regarding our operating expenses, our plans for our future investments and expansion, our expectations with respectto consumersô, retailersô and consumer packaged 
goods companiesô (CPGsô) future demand and behavior, the continued growth of the Retailer iQ platform, our expectations regarding the future demand and behavior of consumers, 
retailers and CPGs, including the shift to digital and a digital convergence in marketing, our expectations regarding our integrated marketing solutions, our expectations regarding the 
potential audience reach of its platforms, our expectations regarding its data-driven promotions and media offerings, our expectations regarding Ahalogy and the influencer marketing 
spend of CPGs,  the growth potential of Quotient Analytics and the expected benefits, our expectations regarding, our expectations regarding our access to and use of shopper data for 
our solutions and our data relationships,  our expectations regarding the performance of campaigns delivered through our solutions, our expectations regarding retailer partnerships; our 
expectations regarding our pricing strategies; and our expectations regarding our product mix. The Company operates in a very competitive and rapidly changing environments, and 
new risks may emerge from time to time. It is not possible for the Companyôs management to predict all risks, nor can it assess the impact of all factors on our business or the extent to 
which any factor, or combination of factors, may cause actual results to differ materially from those contained in any forward-looking statements the Company may make. Forward-
looking statements should not be read as guarantees of future performance or results, and will not necessarily be accurate indications of the times at, or by, which such performance or 
results will be achieved. Forward-looking statements are based on information available to the Companyôs management at the date of this presentation and its managementôs good faith 
belief as of such date with respect to future events, and are subject to risks and uncertainties that could cause actual performance or results to differ materially from those expressed in 
or suggested by the forward-looking statements. Important factors that could cause such differences include, but are not limited to, the Companyôs financial performance, including its 
revenues, margins, costs, expenditures, growth rates and operating expenses, and its ability to generate positive cash flow and become profitable; the amount and timing of digital 
promotions by CPGs, which are affected by budget cycles, economic conditions and other factors; the companyôs ability to negotiate fee arrangements with CPGs and retailers; the 
Companyôs ability to maintain and expand the use by consumers of digital promotions on its platforms; the Companyôs ability to effectively manage its growth and to adapt to changing 
market conditions; the performance of the Companyôs various products; the Companyôs ability to successfully integrate acquired companies into its business; and the Companyôs ability 
to develop and launch new services and features. These factors, together with those described in greater detail in the Companyôsannual report on Form 10-Q filed with the SEC on May 
4, 2018 and in the Companyôs future quarterly reports on Form 10-Q, annual reports on Form 10-K and other filings made with the SEC, may cause our actual results, performance or 
achievements to differ materially and adversely from those anticipated or implied by our forward-looking statements. The Company disclaims any obligation to update information 
contained in these forward-looking statements whether as a result of new information, future events, or otherwise and does not assume responsibility for the accuracy and 
completeness of the forward-looking statements. In addition to the U.S. GAAP financials, this presentation includes certain non-GAAP financial measures. The non-GAAP measures 
have limitations as analytical tools and you should not consider them in isolation or as a substitute for an analysis of our results under U.S. GAAP. There are a number of limitations 
related to the use of these non-GAAP financial measures versus their nearest GAAP equivalents. For example, other companies may calculate non-GAAP financial measures differently 
or may use other measures to evaluate their performance, all of which could reduce the usefulness of our non-GAAP financial measures as tools for comparison. The Company 
considers these non-GAAP financial measures to be important because they provide useful measures of the operating performance of the company, exclusive of unusual events or 
factors that do not directly affect what we consider to be our core operating performance, and are used by the Company's management for that purpose. The use of non-GAAP 
measures is further discussed in the accompanying press release, which has been furnished to the SEC on Form 8-K and posted on the Companyôs website. The press release also 
defines our non-GAAP financial measure of Adjusted EBITDA. A reconciliation between GAAP and non-GAAP measures can also be found in the accompanying press release and in 
the Appendix hereto. A reconciliation of Adjusted EBITDA, a non-GAAP guidance measure, to a corresponding GAAP measure is not available on a forward-looking basis without 
unreasonable efforts due to the high variability and low visibility of certain (income) expense items that are excluded in calculating Adjusted EBITDA.
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CPGs and Retailers Shift 

to Digital Strategies 

ÅCPGs spend ~$225 Billion 

annually in marketing

ÅIntegrated, data-driven 

solutions are key 

ÅCompetitive pressures serve 

as catalyst for convergence
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Consumer shift from offline to online, particularly 

to mobile

Increased need for personalized and targeted 

marketing messages

Retailers driving digital marketing activities due 

to increased competitive landscape

CPGs need to drive sales through greater 

efficiency and higher ROI

Market Drivers
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Large & Growing Market
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Media Advertising
~$7B+ estimated spend in 2018 on

digital advertising, and growing3

CPGs spend $225B+ in Marketing
Shifting dollars to digital channels brings efficiency and closed-loop measurement

Promotions
~300B national offers distributed annually1

~$200B in Trade Promotions spent annually2

(1) Number of CPG coupons distributed based on NCH CPG Coupon Trends Year-End 2016 Report; (2) Trade Budget: Goldman Sachs November 2015 report: Trade Budgets at a Tipping Point; (3) Mobile Media: eMarketer May 31,2016: CPG Advertisers  estimated to Spend 

~$7+ Billion on Digital Advertising This Year; (4) Shopper Marketing: U.S. Brand Activation Marketing Forecast (2016-2020): Key Findings Report. Association of National Advertisers and PQ Media, April 2016

Shopper Marketing
Retailer specific media + promotions~$19B4


