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2 PACVUE

About Pacvue

The commerce acceleration platform unlocking
cross-retailer & cross-channel visibility,
empowering brands to activate retail media based
on data-driven insights.

$15B+ 30+

countries supported

Optimized ad spend via
the platform

Today’s Speaker

JOCELYN JEFFRIES
Retail Media Director
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With Retail Media Growing Faster than Any other Media

$60B j $140B j +22%

Amazon RMN Ad
Advertising Revenue Spend Globally

Global
Growth

Source:; eMarketer
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Our unified and data agnostic platform drives outcomes
with omnichannel solutions

DATA AGNOSTIC INTEGRATIONS PACVUE PLATFORM RESULTS

Marketplace Partners
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Tech Partners
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by NielsenlQ

Y Microsoft

Integrated
Data
(Commerce)

Retail Media

Revenue
Recovery

All retail operations
data in 1 place
(can be added to
your data lake)

Impact that is greater than
the sum of the parts

Sales & availability
mgmt., digital shelf
and category
performance

Optimizing media plans based on
commerce performance

- Ticket automation across your

Execution and entire retail operations
performance

optimization Fully integrated dashboards to

drive actionable intelligence
Automated dispute

management and
root cause analysis

Innovating as you grow
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Our industry-leading clients, partners and marketplaces
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"Al Is going to be the single
biggest disrupter and enabler of
YIELRERRGT

' PACVUE
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Pacvue’s Al Data Layer

RPN Status
Competitive Intelligence
PACVUE

Merchandise Alignment

Budget Planning

Inventory

ASP
PLAN ACTIVATE
Organic Ranking En han Ced
Demand Forecasting by A . I .
PDP Score
OPTIMIZE MEASURE

Demand Forecasting

Ratings & Reviews
Competitive Intelligence

Profit Margin

Recommendations Insights Actions



How a CPG company uses Generative Al Images for
Sponsored Brand ads

DURACEL[ Mpe with FOWER BOOST Tedvwbed DUQACELL‘ Mok the Maliday Maglt Last DURACEL[ Make the Holikdey Magh La

& T  DURACELL
N THE HOLIDAY

11l { IC LAST
JITT

Page 8 Pacvue Corporation — Confidential — Do Not Share



2 PACVUE

How a vitamin brand accelerated growth with
automated dayparting

Goal

A trusted leader in the Health &

Wellness category, noticed that campaigns
went offline during peak shopping hours on
Amazon, leading to missed sales
opportunities.

By implementing Pacvue’s automated
Dayparting capabilities, the client:

* Made hourly bid adjustments based on
conversion rates, optimizing campaign
performance during peak shopping

hours and extending campaign duration.

-3%

Cost-per-click

Page 9
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Hourly Metrics | CVR Date Range | Last 4 Weeks
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+510 bps +28%

Conversion rate Average campaign duration
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How to strategic
events

The Problem:

The brand wanted to support the lead-in
period of Prime Big Deal Days effectively
while preserving sufficient budget for the "Day
Of."

The Solution:

The brand utilized Pacvue’s Live Ad
Momentum tool, which highlights areas of
opportunity to optimize against strategic goals
during a tentpole event.

The tool operationalizes the tentpole “war
rooms” of the past to make quick and
impactful changes during a key moment for
the brand.

PBDD Flighting
Daily Spend
$66.6K

T.;_;l[(;_-

$65.0K

Page 10

ally shift budget with Al during tentpole

Ad Sales Driven During Lead Up

Performance

Sales v

$313.9K
$397.7K

Trend

Total Spend
$256.1K
Target

5250.0K

+263% +447bps

Ad Conversion Rate

Actual Spend Within 2% of

Compared Date:The Previous Day w
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Thank You!

Contact Us

info@pacvue.com

WWww.pacvue.com

Today’s Speaker

JOCELYN JEFFRIES
Retail Media Director
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