Forward-Looking Statements

Certain statements in the following presentations and in any related oral remarks or discussions (collectively, the “Presentation”) may be forward-looking statements. Forward-looking statements generally relate to future events or Taboola.com Ltd.'s (the “Company’s") future
financial or operating performance, estimates, expectations, plans, strategies or assumptions. They include, among others, financial projections for 2022; long-term model targets for ex-TAC Gross Profit, Adjusted EBITDA and related ratios; revenue opportunities associated with
e-commerce; expectations for components of operating expenses as a percentage of ex-TAC Gross Profit; and the target conversion rate of Adjusted EBITDA to Free Cash Flow. In some cases, you can identify forward-looking statements by terminology such as “may”, “should”,
“expect”, “intend”, “will", “estimate”, “anticipate”, “believe”, “predict”, “potential” or "continue", or the negatives of these terms or variations of them or similar terminology. Such forward-looking statements are subject to risks, uncertainties, and other factors which could cause actual
results to differ materially and adversely from those expressed or implied by such forward looking statements.

These forward-looking statements are based upon estimates and assumptions that, while considered reasonable by the Company and its management are inherently uncertain. Uncertainties and risk factors that could affect the Company's future performance and cause results to
differ from the forward-looking statements in this presentation include, but are not limited to: the ability to recognize the anticipated benefits of the transactions with ION Acquisition Corp. 1 Ltd. (the “Business Combination”) and Shop Management, LLC (the “Connexity Acquisition”),
including expected synergies, which may be affected by, among other things, competition, the ability of the combined company to grow and manage growth profitably, maintain relationships with customers and retain its management and key employees; general economic and
geopolitical circumstances including the Russia-Ukraine conflict; changes in applicable laws or regulations; ability to attract new digital properties and advertisers; ability to meet minimum guarantee requirements in contracts with digital properties; intense competition in the digital
advertising space, including with competitors who have significantly more resources; ability to grow and scale the Company's ad and content platform through new relationships with advertisers and digital properties; ability to secure high quality content from digital properties; ability
to maintain relationships with current advertiser and digital property partners; ability to make continued investments in the Company's Al-powered technology platform; the need to attract, train and retain highly-skilled technical workforce in a highly competitive market for talent and
increases in related costs; changes in the regulation of, or market practice with respect to, “third party cookies” and its impact on digital advertising; continued engagement by users who interact with the Company's platform on various digital properties; the impact of the ongoing
COVID-19 pandemic; reliance on a limited number of partners for a significant portion of the Company's revenue and the impact of our new agreement with Microsoft; changes in laws and regulations related to privacy, data protection, advertising regulation, competition and other
areas related to digital advertising; ability to enforce, protect and maintain intellectual property rights; risks related to the fact that we are incorporated in Israel and governed by Israeli law; and other risks and uncertainties set forth in the Company’s Annual Report of Form 20-F for
the year ended December 31, 2021 under “Item 3.D. “Information About the Company - Risk Factors,” the Company’s Registration Statement on Form F-1 filed on September 1, 2021, as amended or supplemented from time to time, under the sections entitled “Risk Factors” and
“Cautionary Note Regarding Forward-looking Statements” and in the Company’s subsequent filings with the Securities and Exchange Commission.

Nothing in this Presentation should be regarded as a representation by any person that any of the forward-looking statements or their contemplated results will be achieved. You should not place undue reliance on forward-looking statements, which speak only as of the date they
were made. The Company undertakes no duty to update these forward-looking statements except as required by law.

Non-GAAP Financial Measures

This Presentation includes certain financial measures and projections not presented in accordance with GAAP including, but not limited to, ex-TAC Gross Profit, Adjusted EBITDA, Free Cash Flow, Adjusted Free Cash Flow, certain Adjusted elements of Operating Expenses and
certain ratios and other metrics derived from the foregoing including margin measures. These non-GAAP financial measures are not measures of financial performance in accordance with GAAP and may exclude items that are significant in understanding and assessing the
Company's actual or prospective financial results. Therefore, these measures should not be considered in isolation or as an alternative to revenues, gross profit, net income, cash flows from operations or other measures of profitability, liquidity or performance under GAAP. You
should be aware that the Company's presentation of these measures may not be comparable to similarly-titted measures used by other companies.

The Company believes these non-GAAP measures provide useful supplemental information to management, investors and others regarding certain financial and business trends relating to the Company's financial condition and results of operations. The Company believes that the
use of these non-GAAP financial measures provides an additional tool to use in evaluating ongoing operating results and trends in and in comparing the Company's financial measures with other similar companies, many of which present similar non-GAAP financial measures.
These non-GAAP financial measures are subject to inherent limitations as they reflect the exercise of judgments by management about which expense and income are excluded or included in determining these non-GAAP financial measures. Please refer to footnotes where
presented on each page of this Presentation and to the appendix found at the end of this Presentation for a reconciliation of these measures to what the Company believes are the most directly comparable measure evaluated in accordance with GAAP.

Use of Projections

This Presentation contains certain Company projected financial results and long-term financial model targets, which include Revenues, Traffic Acquisition Cost, Other Cost of Revenues, Gross Profit, ex-TAC Gross Profit, Adjusted EBITDA, Adjusted EBITDA Margins, EBITDA to
Free Cash Flow Conversion rates for the Company's full year 2022. These projections should not be relied upon as being necessarily indicative of future results. The assumptions and estimates underlying the prospective financial information are inherently uncertain and are
subject to a wide variety of significant business, economic and competitive risks and uncertainties that could cause actual results to differ materially from those contained in the prospective financial information. Accordingly, there can be no assurance that the prospective results are
indicative of the future performance of the Company or that actual results will not differ materially from those presented in the prospective financial information. Inclusion of the prospective financial information in this Presentation should not be regarded as a representation by any
person that the results contained in the prospective financial information will be achieved.

Industry and Market Data

In this Presentation, the Company relies on and refers to certain information and statistics obtained from third-party sources, which it believes to be reliable. The Company has not independently verified the accuracy or completeness of any such third-party information. You are
cautioned not to give undue weight to such industry and market data. This Presentation may include trademarks, service marks, logos, trade names and copyrights of other companies, which are the property of their respective owners. Solely for convenience, some of the
trademarks, service marks, trade names and copyrights referred to in this Presentation may be listed without the TM, SM, (c) or (R) symbols, but the Company will assert, to the fullest extent under applicable law, the right of the applicable owners, if any, to these trademarks,
service marks, trade names and copyrights.
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Over the next 3 years

WE EXPECT TO CROSS $1B
EX-TAC MAINTAINING OUR
MARGINS




ANYTHING.
ANYWHERE.
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Powering Recommendations for The Open Web
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THE OPEN
WEB

where we spend
25% of our time

RECOMMENDATION

Al, personalized, relevant,
based on the user and the context

WHA

video, product, v show, app,...

WHERE

article page, homepage,
app, ctv,...



Time (min per Year)

Value (cents per min)

Source: eMarketer, SimilarWeb, AppAnnie, Google Survey, Internal analysis
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Value (cents per min)

Source: eMarketer, SimilarWeb, AppAnnie, Google Survey, Internal analysis



Time (min per Year)

Value (cents per min)

Source: eMarketer, SimilarWeb, AppAnnie, Google Survey, Internal analysis
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Value (cents per min)

Source: eMarketer, SimilarWeb, AppAnnie, Google Survey, Internal analysis
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Time (min per Year)

Value (cents per min)

Source: eMarketer, SimilarWeb, AppAnnie, Google Survey, Internal analysis



Time spent with Media - US adults, 2 ‘ : 13.2 hours per day

Source: eMarketer




Time spent with Digital - US adults, 8 hours per day (480 min)

Source: eMarketer




Time spent with Digital - US adults, 2 :.‘ ‘ in in segments where Taboola is well established exc. social networks

Source: eMarketer










$519M in 2021

from 10 sec a day




$519M in 2021

from 10 sec a day

0.03%

of the 480 min in
digital media



$519M in 2021

from 10 sec a day
I

0.03%

of the 480 min in
digital media
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Value (cents per min)

Source: eMarketer, SimilarWeb, AppAnnie, Google Survey, Internal analysis
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AGENDA

The Revolution of Deep Learning

Taboola’s Al revolution

The Al behind SmartBid

Things we are working on



REVOLUTION OF Al DRIVEN
BY DEEP LEARNING

Machines that learn things on their own



WHAT DO
PEOPLE

ATTEMPT
WITH Al?

Learn new
skills







DEEP LEARNING
REVOLUTIONIZED
NATURAL
LANGUAGE
PROCESSING

Tab2Cla




“CLASSICAL”
MACHINE
LEARNING VS
DEEP LEARNING

Feature Classical
. Extraction I A|g|c\,nrli_thm

Classical Machine Learning Flow

m-» Deep Learning Algorithm -»m

Deep Learning Flow

Tab2Cla



“CLASSICAL”
MACHINE
LEARNING VS
DEEP LEARNING
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O

Input Layer

Deep Neural Network

combinations of edges object models

/https://www.saagie.com/blog/object-detection-part1



Al THAT
TEACHES
ITSELF

=
280

AGENT
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ENVIRONMENT

STATE

Explore
Unseen areas

Exploit

Previously learned insights
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WHAT ARE WE
TRYING TO
SOLVE?

Matching millions of content
items with over a billion
people every month while
optimizing publisher &
advertiser success




1 00TB+ S:ti;y
500 fioeer
50B+ E:fgg/mendations
30M

85 Deep Learning
Scientists

Tab22la

OUR
SCALE

Is one of the main
advantages of working
with Taboola

2 O 0 II\D/I?)ZZII;eTar;?:\negd Daily
S00K+ ;&
88% Lrnner

Global Data
Centers

1.3B Ueers Giobaiy.



TABOOLA’S
Al DEPARTMENT

» 85 Research Engineers

* Research Engineer =
Data Scientist + Software Engineer

» Analysis -> Modeling -> Experiments -> Production

* Pipeline is geared for continuous experimentation

o

& 2 T &
cassandra kubemetes @) leatn  QNNX & docker kc?f?(a SPQ" K ‘ Tens!:r kAirﬂow @p%ap_c‘jj‘m’”




Deep Learning ; 4
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Linear/Logistic Regression -
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-
THE IMPACT OF
DEEP LEARNING o
ON TABOOLA’S
CUSTOMERS

Dramatic improvement in
RPM, CVR, CPA and
organic recirculation™

%'ﬂ'h’

* Tracked via long term a/b testing
p

TabCla
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WHERE DOES DEEP LEARNING
FIT AT TABOOLA -



WHAT ARE WE
TRYING TO SOLVE?

— Context
— Q Metadata

¢ Location Region
@ based Information

Millions of Possible P&q Curiosity
Recommendations Sponsored Content 0 Graph

Don't Buy New Furniture
Before You Visit This Site

From Park Jogs to Marathon Training
Here Are The Best Running Shoes




WHAT ARE WE
TRYING TO SOLVE?

—> eCPM

]

Representing the Representing the
publisher’s interest advertiser’s interest

CTR = Click Through Rate
CPC = Cost Per Click

CVR = Conversion Rate

Tab2Cla
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WHAT DOES
SMARTBID CAPTURE

For users reading about COVID-19, SmartBid found that they have

High tendency to engage
with travel campaigns
35% Higher Ranking Score
CPA down 40%

Tab2Cla

Lower tendency to engage
with personal investing
campaigns:

40% Lower Ranking Score
(CPA would be up 50%)



HOW DOES SMARTBID GET
SMARTER ON ITS OWN

It actively seeks new knowledge

EXPLOIT

I'm fairly certain | know what to do

EXPLORE

| need to learn more about this

—
—

EJ_: :E| @ Autonomous
Environment Driving tool

TabCla



WHAT DOES
SMARTBID CAPTURE

For users reading about Sports, SmartBid found that they have

Not so much into books and
literature campaigns
45% Lower Ranking Score
(CPA would be up 25%)

Much more into “lighter”
subjects like other hobbies
and interests:

25% Higher Ranking Score
CPA down 60%



WHAT DOES
SMARTBID CAPTURE

Trends throughout the week
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Monday

== fine arts == events and attractions

Tuesday Wednesday Thursday

Day of Week

careers

Friday

Saturday

Sunday




WHAT DOES
SMARTBID CAPTURE

SmartBid knows that users reading tech are more likely to engage with finance ads.
But more specifically...

For users reading articles Amazon announces 20-to-1
aboutthis stock split

SmartBid: stock
investing ads will
perform exceptionally
well in this context.

Ranking Score x15 compared to
how it ranks on an average article;
x3 compared to other tech articles




H o O D Why Technology Should Be Used in the Classroom?

How smart meters will help meet future energy demands of cities

How technology is turning buildings into butlers

Innovative Gas Power How do We Stretch Our Fossil Fuels?
How Data Is Helping Meet New Health Care Goals

How Drones are Improving Safety and Saving Lives

@How Diverse Technologies Will End Our Water Crisis

Integrating Tech: How the Cloud Is Leveling the Playing Field
How Does Tech Improve a Business?

/& How Banking Cord Blood Is Unlocking New Medical Treatments

How companiés can transform their employee benefits schemes

\

How self-service technology is enhancing the guest experience



WE SOLVE MULTIPLE
PROBLEMS USING THE
SAME PLATFORM

User Engagement
& Retention

Ak NEWS

Revenue;
Subscription;
View per session

CPA/ROAS;
Conversions@scale

Pelosi, McConnell's homes vandalized
after Congress fails to approve $2K...

A e ——
Don't Buy New Furniture
Before You Visit This Site

Swipe up to open

Apple Recommends The App All The
Intellectuals Are Using To Beat...




SOME THINGS WE
ARE WORKING
ON?

» Contextual intent at higher scale
» Faster way to explore new matching patterns

* Models which allow scaling more diverse types of advertisers

» Model lifetime value and increased engagement over time
» Smarter Bidding on any supply
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REVOLUTION OF Al DRIVEN
BY DEEP LEARNING

Machines that learn things on their own






ALL ONLINE PUBLISHERS
HAVE THE SAME GOAL

MORE USERS, ... STAYING LONGER, ... And taking
visiting more often.... engaging more... REVENUE-DRIVING ACTIONS.

Audience X Engagement X Revenue = Maximum value




PUBLISHERS APPLY DOZENS
OF TOOLS AND SOLUTIONS

IGHT

IN-STREAM 5 SOCIAL
VIDEO SUBSCRIPTIONS Z ,STRATEGY NEWSLETTERS

NOTIFICATIONS E-COMMERCE AUDIENCE DEVELOPMENT
VIDEO PRODUCTION © PREMIUM
n

ADS

AUDIENCE



BUT EXTRACTING OPTIMAL VALUE
IS INCREDIBLY HARD

IGHT

IN-STREAM 5 SOCIAL
VIDEO SUBSCRIPTIONS Z »nSTRATEGY NEWSLETTERS

Audience X Engagement X Revenue = ?

NOTIFICATIONS E-COMMERCE AUDIENCE DEVELOPMENT
VIDEO PRODUCTION © PREMIUM
N

ADS

AUDIENCE



PERSONALIZATION IS KEY
TO MAXIMIZING LIFETIME VALUE

Video Ad Purchase
$1 $14.5
@ @
Native Ads Recirculation Subscribe!
I
$0.1 $0.1 | | $120 $0.1 $0.1
L @ @ @ @ @ @ @ @ @

$120.70




TABOOLA IS THE LEADER IN PERSONALIZATION
POWERED BY OUR RECOMMENDATION ENGINE

TECHNOLOGY

Readership data 500 employees in R&D 9,500 Servers
from ~16,000 digital (out of 1,850 employees)
properties Up to 1 Trillion
$100M+ Annual R&D Recommendations per month
100TB data processed Spend
daily Tens of Billions of clicks
per year



COMPREHENSIVE PUBLISHER PLATFORM

Publisher Organic Audience o Pub Direct Ad
Strategy Engagement Development Subscription E-Commerce Taboola Ads Demand
ux Next Up Explore More Video Slider Video Reel Taboola News Homepage 4U

Al Personalized Recommendation Engine

Editorial Controls Ad Controls
Controls

Ad Content Review

Analytics Taboola Newsroom

Analytics / Insights / Reporting

Code-on-Page Native Placements Readership Data Purchase Intent Data

Tab22la




COMPREHENSIVE ADVERTISER PLATFORM

Marketing
Objective

Ad
Experience

Website .
Awareness Traffic Engagement Lead Generation Purchase

Formats — Capture Attention Formats — Drive Customer Action

Al

Brand
Safety

Audiences
& Targeting

Analytics

Channels

Code-on
Page

Tab%la

Pre-Bid Controls Environmental & Experience Controls Measurement & Verification Tools
Taboola Ads (Insights & Reporting)

Native Placements Readership Data Purchase Intent Data




MONETIZATION DRIVEN BY
‘ALWAYS-ON’ ADVERTISERS

4.6 Years

Average Top 50
Advertiser Tenure

$7TM+

Average Annual Revenue
amongst Top 50 Advertisers

200+

Advertisers That Spent >$1M in
2021 (~15,000 Advertisers in Total)

16,000
15,000
14,000
13,000
12,000
11,000
10,000

9,000

8,000

@ Mercedes-Benz @
verizon’ HITACHI

# Active Advertisers

(1) Source: Company Data

4X) Hsse

‘etor® o

e i ) Ty WELLS
cisco intel crt FARGO



ACCESS TO
PROGRAMMATIC CHANNELS

Connections to major

Media buying platforms

M theTradeDesk «xandr CXITEO

AQ  Ji\Adobe AMOBEE P T2,




STRATEGIC VALUE TRANSLATES TO
LONG-TERM RELATIONSHIPS WITH PUBLISHERS

5+ Years

Average Top 50
Publisher Tenure

3+ Years

Typical contract length,

Revenue-weighted

Publishers on a 5+ Year Contract with Taboola

@ CBS Interactive Bloomberg Daily-«Mail sSporf

S
e 9% NBC NEWS smc  Djsvnacor

@ usa Topay Lagardere




GO TO MARKET OVERVIEW

CUSTOMER

— SEGMENTATION

Enterprise

Advertiser

Enterprise

SMB

Self Serve

GEOS

SPECIALIZED

E-Commerce

Brands & Agencies

Vertical Markets

Taboola News

Programmatic

Microsoft




PREDICTABLE BUSINESS RESULTS

Predictable Supply Predictable Demand
Long-term . ,
Publisher Always-on

Relationships Advertisers

Direct Relationships Programmatic



RECOMMENDING ANYTHING, ANYWHERE
A MULTI BILLION DOLLAR OPPORTUNITY

‘e i 1
$10M’s in 2020 ANYWHERE

Taboola News
(mobile carriers, device
manufacturers, CTV...)

mmmmmm

Tab22la

Tabh9Cla

Core Business

$1B+in 2020 &
Growing Rapidly?

b H 3
ANYTHING $10M’s in 2020

New products and segments
(TV ads, eCommerce, app
downloads, gaming...)

These Socks Are So Soft You'll Never
Want to Take Them Off
BOMBAS

(1)(2)(3)Source: Company data, Revenues
(3) Includes Connexity






AGENDA

Why should
brands care?

Our investment in brands:
a. Product

b. Partnerships
c. People

Success Stories




DIVERSIFY &
ENGAGE THE
CONSUMER
AT ALL
MOMENTS

FACEBOOK

‘lmfag'mm

TikTok

amazon
N

Google

Moments of
ENTERTAINMENT

Moments of
DISCOVERY

Moments of
INTENT




PEOPLE SPEND
25% OF THEIR -

ONLINE TIME ON Platiorms 15%
THE OPEN WEB

Social
Platforms 23%

Open Web 25%

Search
Platforms 16%

Video
Platforms 17%

Source: Hootsuite, Digital
2021 Report, January 2021



MOMENTS
OF DISCOVERY

Your iPhone Could Stop
You From Texting And

Driving Soon

Apple unveiled a new iPhone f
that aims to cut down on the num

dist ed drive

The "Do Not D While Driving

tomatically silence incoming ts and
notifications while an connectedto a
car via Bluetooth or

announced Monday.

DNDWD, which will be availabl
there of Apple's mo

iOS 11, will allow users to send aut
replies to contacts at



ADS IN THE
MOMENT OF

DISCOVERY HAD | e

& santorini

25% HIGHER S T L R
ATTENTION =

Restaatants in Aztioudi porl 45 Hackarweg / clistein bild / Gatty
Images

SCAMMED

| : 3 IN SANTORINI
Caldera-edge settlements ¥ " } Adrienne

Santorini's commercial development is focused
on the ealder-edge chifftops in the ishind's west, TRAVEL VLOG:
with large clusters of whitewashed buildings : - o SANTORINI, GREECE

Tess Chustine
nesting at dizzying heights, spilling down e
cliffsides und offering gusp-inducing views from

land or sea. This Game is Ugly,

l‘i:ﬁw island’ s capital, sprawls north into L Lz(eylnner St s
villages called Firostefuni (abont w 15-minnte SolitaryLovert 0
walk from Fira) and Imerovigli (the highest point Priyehe
of the calgiin edge, about a half-hour walk from " Santorini Travel
“ » Guide - Top 8 BEST

Fira). A 1 running through these villages is AT ¢ 2 THINGS You Have (..

. N - -
lined with upmarket hotels, restaurant terraces . The Endless e
i - 17K views - 1 month ago
and endless photo opportunitics.
AT 1 c oCcoT TWMAe TN 2
e
fr é = a ]
Treodig  Subweiptions Actiiity ity
e 6 6 o6 o o o o o e e -

MOMENT OF INTERRUPTIVE
DISCOVERY (PREROLL)
TabQ0la (NATIVE)




ADS IN THE MOMENT OF
DISCOVERY WERE RATED
2.4X MORE FAVORABLE

2.4X

Favorability

BRAINSTER

MOMENT OF MOMENT OF
DISCOVERY INTENT
(NATIVE) (INTERRUPTIVE)




“77% of people under 35 feel the
pandemic has made them

value journalism more and

trust news brands more than
social environments.”

IAB 2021 - 'The Value of
Quality Environments’

AD PERCEPTION ON
HIGH QUALITY SITES

AT4%

VERSUS THE SAME AD ON
A LOW QUALITY SITE

Tabla




AGENDA

Why should
brands care?

Our investment in brands :
a. Product

b. Partnerships
c. People

Success Stories



I PRODUCT

CONNECTING BRANDS
TO CONSUMERS
ACROSS THE FUNNEL

TABOOLA HIGH Q
IMPACT
= = AWARENESS Brand Awareness

Website Traffic

CONSIDERATION

User Engagement

CONVERSION .
Lead Generation

& Conversion




HIGH IMPACT

PLACEMENTS

Premium Ad Placements on
Premium Publishers.

A highly-viewable advertising ®CBSNEWS
solution, with brand safety

controls, optimal for achieving 'Weird' Thanksgiving
branding and awareness goals. side dishes go viral in
horrifying Twitter
thread

BY CAROLINE LINTON
UPDATED ON: DECEMBER 29, 2019 / 7:39 PM / CBS NEWS

A Twitter thread exposing “weird” family recipes for
Thanksgiving has gone viral, and some are so
bizarre they may just leave you feeling thankful they
don't end up on your dinner table this year.

The eccentric list of recipes stemmed from a thread

started by writer Maya Kosoff, who challenged the

Twitterverse to share the most “weird inexplicable
otro fami 3 s tha

I PRODUCT




PERFORMANC
E MARKETING

A data driven solution for
performance focused
outcomes. Leveraging image,
motion ads and video assets and
SmartBid Algorithms to achieve
lower-funnel KPlIs.

A shoe th
for $114.€

Everlane | Spc¢

See the Mattress the Experts Love

s Ay R
The Ultimate Guide to Sleep
Entrepreneur | Sponsore

I PRODUCT




INNOVATION:
DRIVING AWARENESS

Experimenting with new rich ad experiences




INNOVATION:
DRIVING PERFORMANCE

ADS WITH
DESCRIPTION

Advertisers have greater
storytelling opportunities to
highlight details about their
product or service.

The Innovative App That’s Trending Among Intellectuals DRIVING

Blinklist is an app used by top thinkers around the world- it PURCHASES

provides genuine value for people who love to learn +26°/

Blinkist | Sponsored o
; CVR

|

DESCRIPTION

CTA
BUTTON

Elevate The Brand Message:

I PRODUCT

CALL TO
ACTION

Drive users To Action:

Help users convert with a
specific post-click action

LEAD
GENERATION

+6%
CVR

Learn More



I PARTNERSHIPS

CREATE A SAFE
ENVIRONMENT
FOR BRANDS B

Editorial Content

IAS e MO AT

Tablafeed

-  Control which sites & articles your

ad appears on Your ad, adjacent to

- Control what content surrounds safe editorial content

= o
your ad B ]
Expedia Guide: The 9 Best Places to Ski Around
The World ==

I) \/ @ White Ops’ Editorial Content

DoubleVerify L |




TABOOLA

ACHIEVES

IAB UK GOLD
STANDARD 2.0

iab

Gold Standarc
Certified 2.0

® Ul

TABOOLA MEETS THE
INDUSTRY’S HIGHEST
STANDARDS by ensuring that your
brand will appear in premium, brand
safe environments across our
publisher network, which are respectful
of user experience and privacy.

Tab22la

ANTI FRAUD

BRAND SAFETY

iab.

TECH LAB

Implementing IAB Tech Lab’s
ads.txt, sellers.json and Open RTB
Supply Chain Object

Obtaining TAG Brand Safety
Certification, providing robust
policy, and long-term commitment
to compliance monitoring policies

I PARTNERSHIPS

USER EXPERIENCE

Coalition for
Better Ads

Adhering to The Coalition for
Better Ads (CBA) advertising
standards

PRIVACY

& Transparency
© 2 and Consent
1A Framework

Ensuring compliance with the GDPR
and ePrivacy law by adopting |IAB
Europe’s Transparency Consent
Framework (TCF)


https://iabtechlab.com/
https://www.betterads.org/
https://www.betterads.org/
https://investors.taboola.com/news-releases/news-release-details/taboola-attains-tag-brand-safety-certification-setting-rigorous
https://investors.taboola.com/news-releases/news-release-details/taboola-attains-tag-brand-safety-certification-setting-rigorous
https://iabeurope.eu/transparency-consent-framework/
https://iabeurope.eu/transparency-consent-framework/
https://iabeurope.eu/transparency-consent-framework/

Tab%ClaNcws

CONTENT
EXPERIENCES
INTEGRATED
INTO DEVICES

Make an impact in native
environments alongside
premium content.

SR

saT, 18.Au6 (Fa2*

I PARTNERSHIPS



I PEOPLE

OUR SERVICE
TEAMS GLOBALLY
INCLUDE:

- Industry experts (Auto, Retail, Finance etc)
- Agency leaders

- Client Success leads

- Creative experts

- Analytics experts

- And more...




DRIVING
INSIGHTS
VIA TABOOLA
DATA

Shape the Brand Story, the
Creative, the Landing Page,
the audience Targeting...
based on unique
readership data

Coronavirus Readership Trends

Image Trends

I PEOPLE




AGENDA

Why should
brands care?

Our investment in brands:
a. Product

b. Partnerships

c. People

e Success Stories




AGENCY
COLLABORATIONS

6H sparro [

AGENCY network
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media
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BRAND SUCCESS
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E-COMMERCE IS
A ROCKET SHIP

- E-Commerce will surpass 20% of all retail globally in
2022."

-> US retail e-Commerce will surpass $1 trillion in sales for
the first time in 2022.2

We expect US e-commerce sales
will cross $1 trillion for the first time

INSIDER in 2022.

INTELLIGENCE Prior to the pandemic, we did not
forecast e-commerce reaching this
eMarketer milestone until 2024.

- Alicia Phaneuf
eMarketer | Insider Intelligence

(1) Source: eMarketer, Global Ecommerce Forecast 2022
(2) Source: eMarketer, Insider Intelligence — Ecommerce Statistics: Industry benchmarks & growth



https://www.emarketer.com/content/global-ecommerce-forecast-2022#page-report
https://www.emarketer.com/content/global-ecommerce-forecast-2022#page-report
https://www.insiderintelligence.com/insights/ecommerce-industry-statistics/#:~:text=Ecommerce%20Sales%20Statistics&text=We%20forecast%20US%20retail%20ecommerce,show%20continued%20growth%20in%202022.
https://www.insiderintelligence.com/insights/ecommerce-industry-statistics/#:~:text=Ecommerce%20Sales%20Statistics&text=We%20forecast%20US%20retail%20ecommerce,show%20continued%20growth%20in%202022.

AND IS ENABLING
THE FUTURE OF
OPEN WEB CONTENT

= 60% of publishers list e-Commerce as a top revenue
opportunity.”

- Publishers generating revenue from e-Commerce has grown
over 3x in the last year.?

- There are nearly 150 Commerce Editors currently in the US -
one of the fastest growing roles in
the newsroom.?

(1) Source: eMarketer, Publishers and Commerce 2021
(2) Source: Digiday, Digiday Research: Commerce is now a revenue stream for a majority of publishers
(3) Source: LinkedIn

Tab%la

The @1 Al Al rp
INDEPENDEN']
“Revenue diversification is a key theme for

The Independent’s continued growth as
e-commerce grew by 60% in 2021”

- Zach Leonard
The Independent

CONDE NAST

“We expect that a third of revenue will
come directly from readers through the
likes of ecommerce by 2025”

- Natalia Gamero del Castillo
Conde Nast

| L
FUTURE
| r

“Without cookies, publishers should be
looking to place extra focus on their
commerce content as an alternative
revenue stream.”

5 Mike Peralta
Future, PLC


https://www.emarketer.com/content/how-publishers-monetizing-through-ecommerce

CONNEXITY IS
AN E-COMMERCE
MARKET MAKER LONGSTANDING

Direct relationships with blue-chip partners in PREMIUM
both retail demand and publisher traffic supply. PARTNERS
SELECT DIRECT MERCHANT PREMIER PUBLISHER = 20+ Years in e-Commerce,
RELATIONSHIPS RELATIONSHIPS pioneers of retail lead gen
Vigm,  ERELS conviinast  BAZNAR - SRENER

. [ Dotdash = 90%+ of revenue from direct
PETCO *ICCYS HEARST @ VOX Ogre, merchant relationships with
Dhevep  chewy..  sepHora BuzzFeen 1HuFFposTi  (@)Ysh, LU T e e
BIRKENsTock ~ OTTO LANDS’ END, guardian Ve wirecutter

NEW YORKER D ‘ = 15 of the top 20 global
CRUICHFIELD @ ¥ Fanatics (MensHealth m VANITY FAIR publishers leverage platform
- for monetization
<> I/MQM s Forbes Daily=&:Mail

sam'’s club

LAMPS PLUS @ ot - Womenstealtn 3% VOGLE

s NBC  rerinerv29
OTT\ SKECHERS %wine.com' COSMONI.ITAN tkww %at%aerrtan;\e/nt
Tab2Cla

THE KNOT WORLDWIDE



HOW CONNEXITY
DRIVES SHOPPERS
TO MERCHANTS

FINDING NEW
CUSTOMERS
ee 1 shopper visits
50 per month*
M
product offers
— 750 processed*
M
in gross
O $4 merchant sales
generated
B annually*
v

We find incremental, retail
oriented audiences.

Tab22la

ON UNIQUE
CHANNELS

HEARST 4

=3 o vox

CONDE NAST

@ eon

(O bsng G
yahoo/shopping

v

We access sources in both the
open web and walled gardens.

Dotdash
meredith

USING
PROPRIETARY TECH

Inventory
Management System

Smart Pricing
System

Custom Reporting/
Analytics

v

We create growth with turnkey
performance technology.

FOR BLUE
CHIP RETAILERS

swayfair ebay
"®) overstock F@?SNE i
Walmart BED BATHS.

o1ro S

SKECHERS

SEPHORA *mgcy's

v

We deliver on goals & KPIs
defined by our partners.

*Customer activity and technology figures reflect 2021 estimates



CONNEXITY
PRODUCT
PLACEMENTS
ON EDITORIAL
CONTENT

HEARST

+
. connexity

Tab22la

We ma;

12 Best Mattresses of 2021

Say goodbye to back pain and hello to deep sleep.

Q|

We updated this guide in September 2021 to update pricing and/or replace links L e Xi e S a Ch S
sold-out mattresses. These selections still reflect the top picks from our most recen -~

by Good Housekeeping Institute Textiles Lab Director Lexie Sachs. @

" connexity *LINK

Not to add more pressure, but buying a new mattress is one of the most impor
purchases you'll make for your home. It needs to be comfortable and supportite wv geve
you the best possible sleep, and durable so you won't have to replace it within a few
years. And because mattresses can get pricey, you want to make sure you're investing in
one that’s actually worth the cost.

The Good Housekeeping Institute Textiles Lab reviews mattresses of all kinds, from
traditional innerspring mattress that you buy in stores to memory foam mattresses and
mattress-in-a-box styles that you buy online, cooling mattresses, mattresses for back

pain, hybrid mattresses that blend coil and foam, organic mattresses, mattresses for side

sleepers and more.

In addition to researching the brands, materials and features, we have product experts

= Womentflealth =

The 10 Best Walking Shoes Of 2021, According
To Podiatrists And User Reviews

You'll never want to take them off.

NG JASHINE GoMEZ ST, 20

=
Pull out all the stops to —_—
coo what you can achieve.,  Easasssasus CilTIX. i

L M

HOKA Clifton

Ouconrvacen
sutdsansices com

sworon | @

Becnuse thes choes sl o feer

SHOP NOW

ol o the ground e than s of

connexity *LINK

wih o tas, podiarist Casey Pdich
DB, secommends these supportie

sk 0 petients snd s seen sesils
INL. " fend of mine with pinfl Bt
et s e NYC sl . s e

The Cons e made s breathable
st upper and el s ligmeight

despie il thie camty cushiing. Since

V'a!!\“v

Awesome E-Bikes You Can Buy Right Now

CoTER 0 UNTAN-ELETRC BESFOR EVERY TVFE FRIDER (WO B0GE

B s sicrci smross

15 offcial. lcricbikes a ere 1 tay, and thei ppularity s trough the

e weight nd geaing, o bie des
someone b ik . From

The beauyofe
o of cxling accesitle 050 many people i 50 many ways.

See atalance reviows below o ive ofour top-ratd e bikes that are
avallabl orpreoderor i sock o and avaflble t s

e e i i et il $1,699.00

BTSN
% E BUY TODAY
Modelx oy

connexity *LINK

Poce3s0 RotRumner
LovelConnpte ke

Crgebpescom




CONNEXITY PRODUCT
PLACEMENTS ON

MARKETPLACE SITES

MHome  Mal  News  Finance Sport Entertainment

yahoo/shopping

Home

Categories

Al

- Apparel & Accessories
- Health & Beauty
- Home & Garden
- Animals & Pet Supplies

- Toys & Games

yahoo/shopping ' All ~ skechers

Home  Deals  Stores Price Tracker

Categories

Save big at your
favorite stores

Deals, steals & sales

TOP DEALS BY BRAND

+1Daals

prAna - Code

70% OFF

70% off Women's Fall Sweaters, Dresses, Pants,
Long Sleeves + More Plus Free Shipping,

ShoppingInspiration  Shopping Guides

“1Deals
Belk - Code
65% OFF
65% off Regular and Sale Fine Jewelry and
silverworks Orders,
» "

Gender
[ female
O male
AgeRange
O aduit
Cl«id

[ toddier

Stores

O walmart

O zuity

I Overstack

View all

+9 Deals
Lenovo US - Code

65% OFF

Get 65% Off 13' ThinkPad X1 Titanium Yoga 2-in-1
Laptop 20QA000EUS with Intel i5, 16GB Memor...

[ zappos.com

[ DSW Shoe Warehouse

All ~ skechers

PriceTracker  Categories  ShoppingInspiration  Shopping Guides

Results

$19.99 s6200 $19.99 54800

Skechers Women's Sneakers BOBS from Skechers Women's

WHT - White Lucky Street Clea..  Sneakers PKMT - Pink Tie-Dye... by i
2Zulily Zulily

$54.99

Women's The Summlts Sneaker

Womanwithin.com

[ ) e

Relevancy ~ Popularity | Discount  Price ¢

w Y

S

$39.98
Skechers GOwalk Joy Walking

kechers in Chardoal Pink... Shoe | Women's | White | Size 1...

DSW Shoe Warehouse

Yo

$54.99
Women'’s The Summits Sneaker
by Skechers in Charcoal Pink...

Womanwithin.com

_ connexity PLACEMENT



CONNEXITY
PRODUCT -
PLACEMENTS s

IN SOCIAL P = == =

251080 Soznd on fourszls

logger / Lifestyle Blogger /
Disney Fan Collaborations

Limited Time Only! Give a Gift Card
snacking-with-good-thins/

PrOd u CtS recom mended tO Follow Message Email Magnolia Green Floral Print Button Front

followers through Instagram | - . Ak o e
stories, Facebook, blogs, etc. a 4 @ (‘) e :

s Haul  Tops & Blouses Summer Dres. Shoes Swimsuits

GET $20!




SYNERGY
INTEGRATION
STARTS

Key focus areas combining Taboola efforts to
drive growth in expanded Connexity footprint

- Expansion of Connexity Publisher Relationship in
APAC/EMEA

« Actively rolling out to 14 new markets
- Pitching 2-5 new partners per week
- Leveraging Taboola Ad Sales to Sell Connexity
« Rolling out Commerce Vertical Ad Sales in US
« Actively Selling in China (3 new clients signed)
- Leveraging Taboola’s network as a supply source
- 18 of top 100 US advertisers opted into program already




E-COMMERCE IS
THE FUEL TO
POWER GROWTH
IN THE OPEN WEB

Connexity empowers publishers and merchants to
scale e-Commerce on the open web

 Efficient, open channels for advertisers to find more new
customers

» Valuable retailer relationships for publishers to grow
commerce content revenue






AGENDA

Profitable Growth Model
& Historical Results

Taboola’s Differentiation
That Drives Superior
Financial Results

How We Drive Growth
And Returns Over Time



TABOOLA FOCUSES
ON PROFITABLE GROWTH

ex-TAC Gross Profit’
($ in millions)

CAGR "17A-'22E:
25.5%
f |

$665
$382

2015A 2016A 2017A 2018A 2019A 2020A 2021A 2022E

96.8% 72.6% 31.8% 5.0% 29.1% 359% 28.1%

YoY growth

Adj. EBITDA?

(% in millions)

$179
$106
$67
H

2015A 2016A 2017A 2018A 2019A 2020A 2021A 2022E

1.4%

17.6% 22.0% 23.8% 11.5% 27.8% 34.5% 30.7%

3
Ratio of Adjusted EBITDA to ex-TAC Gross Profit

PROFITABLE GROWTH
Rule of 50 Business

Upside in our model

>  Model includes primarily growth
from Core Open Web business
only

> Conservative growth assumed for
existing base

- Additional upside from existing
growth initiatives and inorganic
Long-term model

> 20%+ ex-TAC Gross Profit Growth

> 30%+ Ratio of Adjusted EBITDA
to ex-TAC Gross Profit

(1),(2),(3) Non-GAAP measure, see appendix for reconciliation to GAAP
Note: Projections reflect the mid-point of 2022 guidance



2021 SIGNIFICANTLY EXCEEDED EXPECTATIONS

! = 1
ex-TAC Gross Profit Adjusted EBITDA
$ in millions $ in millions
@ YoY growth 285% Adjusted EBITDA | 34.6%
Margin

$445 I

2021 (PIPE Deck) 2021 Actual 2021 (PIPE Deck) 2021 Actual

mla (1) Non-GAAP measure, see appendix for reconciliation to GAAP



CONTINUED STRENGTH EXPECTED IN 2022

1 , 1
ex-TAC Gross Profit Adjusted EBITDA
$ in millions $ in millions
o Adjusted EBITDA m
YoY growth 27.7% s 30.7%

$665

2022 (PIPE Deck) 2022 Guidance Midpoint 2022 (PIPE Deck) 2022 Guidance Midpoint

mla (1) Non-GAAP measure, see appendix for reconciliation to GAAP



EXPANDING EX-TAC MARGINS POINT
TO COMPETITIVE ADVANTAGE

ex-TAC Margin By Year

40.0%
39.8%

> ex-TAC Margin has
increased significantly
since 2015

35.0%

32.3%

-» Competitive landscape
has not changed
significantly in that time
period

30.0%

ex-TAC Margin

25.0%

> Margins increase as
competitive advantages
increase

20.0%

15.0%

2015A 2016A 2017A 2018A 2019A 2020A 2021A 2022E

mla (1) Non-GAAP measure, see appendix for reconciliation to GAAP
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Profitable Growth Model
& Historical Results

Taboola’s Differentiation
That Drives Superior
Financial Results

How We Drive Growth
And Returns Over Time



TABOOLA’S
DIFFERENTIATION

HOW IT DRIVES SUPERIOR
FINANCIAL PERFORMANCE &
EXPANDING MARGINS

Tab22la

0 Growth fueled by a network effect

° Taboola’s technology is resilient to the future
disappearance of third-party cookies

o More resilient in troubled economic times



SCALE MATTERS

M
IN OUR INDUSTRY Publisher
GROWTH WITH A BUILT-IN Partners

NETWORK EFFECT \
Higher Yield /

Better Targeting
Drives Better Results
for Advertisers

Tab%Cla

More Users
Reached More
Frequently

More Data
Generated
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WHAT MAKES
UP YIELD

Click Through Rate (CTR):

> The number of clicks that an ad

receives divided by the number of
times the ad is shown (impressions)

> Ahigh CTR is a good indication that

users find your ads relevant

Cost Per Click (CPC):
The amount advertisers pay for each
click on their ads.

Conversion Rate:

The percentage of users who have
completed a desired action (e.g.
purchase) after clicking on an ad.

e

é oa

CTR

Click Through
Rate

CPC —
Cost Per

Click
Conversion
Rate

YIELD
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HOW WE
INCREASE YIELD

CTR and Conversions

Click Through Rate, Conversion Rates

-» Algorithmic improvements
drive better prediction of
what users will engage with

-» More advertisers on the
platform and higher
diversity of campaigns

CPC -» More data that provides

Cost Per Click more contextual signals

> More advertisers on the platform enables more accurate
increases auction density targeting

> Better attribution measurement better > Better user experience
reflects the value of conversions increases the likelihood of

engagement with the ad
> Automated bidding (SmartBid)

optimizes bids dynamically



—O

TABOOLA TECH IS BUILT
FOR A COOKIE-LESS, IDFA/

ATT WORLD

@Y =d

Taboola has its own Unique readership
1st party cookie — context —
recommending deep access to the
personalized editorial context of the page,
content enables serving allowing advertisers to
our own 1st party target context (vs. “3rd
identifier party cookie
behavior”)

(1) Source: Company data. Clicks represent total clicks on Taboola
recommendations, including paid advertisements (“sponsored content”)
and editorial ("organic") content

Tab%la

2

People click on
Taboola
recommendations
tens of billions of
times a year'

Dec-20 Mar-21 Jun-21

e MObile - Chrome s Mobile - Safari

Taboola’s strong yield performance despite 3rd party
cookies being blocked in the industry for years:

Apple started blocking 3rd party cookies in 2017
Firefox, Edge, etc are also blocking 3rd party cookies
GDPR launched in 2018

CCPA launched in 2019

IDFA launched April, 2021
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PLATFORM
ADVANTAGE DRIVEN
BY INVESTMENT IN

TECHNOLOGY

LEADS TO ASET OF
CAPABILITIES NOT AVAILABLE
FROM OUR COMPETITORS

COMPREHENSIVE

COMPREHENSIVE

PUBLISHER PLATFORM

ADVERTISER PLATFORM

Publisher
Strategy

ux

Organic Audience Pub Direct Ad
Eoozement S Subserpton TebootaAde

Al

Personalized Recommendation Engine ’

Controls

Analytics

Editorial Controls ‘Ad Controls
Ad Content Review

Taboola Newsroom
Analytics / Insights / Reporting

Code-on-Page Native Placements Readership Data Purchase Intent Data

Marketing
Objective

Ad
Experience

Website )
Awareness Traffic Engagement Lead Generation Purchase

Formats — Capture Attention Formats — Drive Customer Action

Al

Brand
Safety

Audiences
& Targeting

Analytics

Channels

Code-on
Page
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1/3 OF OPEN WEB

PUBLISHER REVENUE
WILL BE E-COMMERCE

OPEN WEB
PUBLISHER
REVENUE

Tab2Cla Source: Company Estimates.
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CONNEXITY FURTHERS
OUR COMPETITIVE
ADVANTAGE

INTRINSIC VALUE OF BUSINESS
Significant expansion of our addressable TAM with long
runway of growth

SYNERGIES
Tremendous opportunity to leverage our scale, combined

relationships and Connexity’s e-Commerce market maker
capabilities

STRATEGIC VALUE
s of Open Web Publisher Revenue will be e-Commerce’ and
Taboola with Connexity is uniquely differentiated

Tab2Cla " Company estimates.
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CONNEXITY SYNERGIES
$100M+ ANNUAL EX-TAC IN 4 YEARS

SHORT-TERM
1.  Connexity on Taboola Publishers, growing publishers % of traffic with intent
2. Take Connexity Global

3. Expanding Connexity’s Client base by Leveraging Taboola Ad Sales

MEDIUM-TERM
1.  Connexity merchant demand on Taboola publisher supply

2. Better personalization/yield by merging data: recommendations + e-commerce



—0O TBLA BUSINESS MORE RESILIENT IN CHALLENGING
ECONOMIC TIMES

Market Revenues by pricing model, full year results (2019-2020)"

At the onset of the
COVID slowdown,

1.9% 0.5% 65% of Advertisers
) . Agreed or Strongly
62.9% 67:1% Agreed that:
Full year Performance

Full year

2020 Media will get
more of their

focus?

2019
32.4%

. Performance pricing ‘ Hybrid pricing model

. CPM pricing model
model

Source: IAB / PwC Internet Ad Revenue Report, FY 2020
Source: Advertiser Perceptions / Coronavirus Effect on Advertising Report, 2020

Tab2Cla (1)

@)




AGENDA

Profitable Growth Model
& Historical Results

Taboola’s Differentiation
That Drives Superior
Financial Results

e How We Drive Growth
And Returns Over Time




GROWTH DRIVEN BY CORE

OPEN WEB INSTALLED BASE

-10%

ex-TAC Gross Profit Growth %

140%

T 130%

Net Dollar Retneion (%,
bR e
S = ~
o o
S X X

90%

80%

Tab22la

18%

2018

114%

2018

New Publisher ex-TAC Gross Profit

1% 11%

2019 2020
Net Dollar Retention (ex-TAC Gross Profit)

118%

104%

2019 2020

10%

2021

116%

2021
(Standalone)

New Publisher! ex-TAC
Gross Profit

> Approximately 40% of total growth

CONTINUED » Historically 10%+ new supply growth
GROWTH Projecting similar range goin
FROM NEW > jecting ge going
forward
SUPPLY...
Net Dollar Retention? Growth
Has Two Elements
»  Approximately 60% of total growth
HELPS PROVIDE -» Improvements in yield
FUEL FOR M v f isti b
GROWTH FROM > ore supply from existing pubs
A STRONG > Historically 110-120% on average
INSTALLED
BASE. (1) New digital property partners within the first 12 months that were

live on our network

(2) Net Dollar Retention (ex-TAC Gross Profit) is the net growth of ex-
TAC Gross Profit from existing digital property partners, including
the growth of new digital property partners (beyond the revenue
contribution determined based on the run-rate revenue generated
by them when they are first on-boarded) for the given period divided
by the ex-TAC Gross Profit from the same period in the prior-year.
Excludes Connexity.



GROWTH PROJECTIONS BASED
PRIMARILY ON CORE BUSINESS

- ANYTHING, ANYWHERE GROWTH
INITIATIVES PROVIDE UPSIDE

‘e i 1
$10M’s in 2020 ANYWHERE

Taboola News
(mobile carriers, device
manufacturers, CTV...)

mmmmmm

Tab%Cla

Tabh9Cla

Core Business

$1B+in 2020 &
Growing Rapidly?

b H 3
ANYTHING $10M’s in 2020

New products and segments
(TV ads, e-Commerce, app
downloads, gaming...)

These Socks Are So Soft You'll Never
Want to Take Them Off
BOMBAS

(1)(2)(3)Source: Company data, Revenues
(3) Includes Connexity



EXPECT OPERATING LEVERAGE FROM G&A
OVER TIME - VIEW R&D AS INVESTMENT

Employees - Investing in R&D and S&M

2,500

2,000

1,500

1,000

500

Tab22la

H Other Cost of Revenue HBR&D mS&M

2020A

1,786

1’356 l

2021A

G&A

2,162

2022E

YoY%
+12%

+20%

+28%

+17%

Expectations For Adjusted Operating Expenses
Over Time

1 1 1

G&A S&M R&D

Percent of ex-TAC Gross Profit in 2021

13% 28% 17%

Lower % Similar % Investment
of ex-TAC of ex-TAC Decision
In Future In Future

(1) Non-GAAP measure. Excludes Share based compensation, Amortization of acquired intangibles, M&A costs and
IPO related costs. See appendix for reconciliation to GAAP.



ADJUSTED EBITDA EXPECTED TO

CONVERT TO FREE CASH FLOW
AT APPROXIMATELY 60% RATIO OVER TIME

Two Year (2020/2021) Adjusted EBITDA to Adjusted FCF Bridge

$285.7

$25.2 $175.2
Adjusted EBITDA Free Cash Flow IPO Costs M&A Costs Free Cash Flow
(Reported) (Adjusted)

mla (1) Non-GAAP measure, see appendix for reconciliation to GAAP



STRONG FINANCIAL PROFILE
2022 ESTIMATES ARE GUIDANCE MIDPOINTS

FAST GROWING HIGH PROFITABILITY STRONG BALANCE SHEET GENERATING CASH FLOW

$665M $204M $30.9 Expected ~60%
2022E 2022E Adj. YE 2021 Net Adj. EBITDA to
ex-TAC! EBITDA2 Cash?® FCF Conversion

25.5% 30.7% $319M $146M

Five Year . Free Cash Flow
Compounded ZozéBﬁgthed Year End 2021 Cumulative in

ex-TAC Mardin %2 Cash Balance 2020 and 2021
Growth Rate? argin 7

© © © ©

1) Non-GAAP measure; see appendix for reconciliation to GAAP
2) Non-GAAP measure; see Note in appendix regarding Adjusted EBITDA Reconciliation.
3) Non-GAAP measure; calculated as December 31, 2021 cash and cash equivalents of $319.3 million minus long-term loan (including current portion) of $288.4 million.

m 4) Growth Rate includes actual results for 2017-2021 plus 2022E results based on the midpoint of guidance.
T
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Appendix



ADJUSTED EBITDA RECONCILIATION

($ in millions) 2016A 2017A 2018A 2019A 2020A 2021A
Net income (loss) $ (2.7) $ 238 $ 10.7 $ (28.0) $ 85 $ (24.9)
Adjustments:
Financial expenses (income), net 0.8 (0.3) 1.3 3.4 2.7 (11.3)
Tax expenses 4.3 5.1 5.3 5.0 14.9 23.0
Depreciation and amortization 13.3 28.2 35.3 39.4 34.0 53.1
Share-based compensation expenses 6.3 10.8 10.5 8.2 28.3 1241
Revaluation of Contingent Liability 1.4 1.6 3.8 - - -
M&A costs - - - 6.1 17.8 11.7
Holdback compensation expenses - - - - - 3.7
Adjusted EBITDA $ 234 $ 48.2 $ 66.9 $ 341 $ 106.2 $179.4

Note: Although we provide guidance for Adjusted EBITDA, we are not able to provide guidance for projected Net income (loss), the most directly comparable GAAP
measures. Certain elements of Net income (loss), including share-based compensation expenses, are not predictable due to the high variability and difficulty of
making accurate forecasts. As a result, it is impractical for us to provide guidance on Net Income (loss) or to reconcile our Adjusted EBITDA guidance without
unreasonable efforts. Consequently, no disclosure of projected Net income (loss) is included. For the same reasons, we are unable to address the probable
significance of the unavailable information.



2021 QUARTERLY RESULTS:
ADJUSTED EBITDA RECONCILIATION

($ in millions) Q1-21A Q2-21A Q3-21A Q4-21A FY 2021
Net income (loss) $ 18.6 $ (61.9) $ 17.3 $ 0.6 $ (24.9)
Adjustments:
Financials expenses (income),net 0.8 0.1 (14.0) 1.8 (11.3)
Tax expenses 2.3 7.9 (3.5) 16.3 23.0
Depreciation and amortization 8.2 8.6 13.2 231 53.1
Share-based compensation expenses' 5.4 78.5 19.9 20.6 124.1
M&A costs & Transaction cost of Going Public? (1.5) 74 59 0.2 14.7
Connexity holdback - - 0.8 2.9 3.0
Adjusted EBITDA $ 33.5 $ 40.8 $ 39.6 $ 65.5 $179.4

A substantial majority is Share-based compensation expenses related to going public.
2 Relates to the acquisition of ION Acquisition Corp. 1 Ltd. and going public.

Tab%la



EX-TAC GROSS PROFIT

RECONCILIATION

($ in millions) 2016A 2017A 2018A 2019A 2020A 2021A
Revenues $ 5521 $ 757.9 $ 909.2 $ 1,093.8 $ 1,188.9 $ 1,378.5
Traffic Acquisition Cost (TAC) 427.7 544.2 627.7 798.0 806.5 859.6
Other Cost of Revenues 23.2 35.1 47.3 63.9 62.9 77.8
Gross Profit $ 101.2 $ 178.6 $ 234.2 $ 231.9 $ 3195 $ 4411
Other Cost of Revenues 23.2 35.1 47.3 63.9 62.9 77.8
ex-TAC Gross Profit $ 124.4 $ 213.7 $ 281.5 $ 295.8 $ 3824 $ 518.9




EX-TAC GROSS PROFIT
RECONCILIATION

($ in millions) 2016A 2017A 2018A 2019A 2020A 2021A
Revenues $ 552 $ 758 $ 909 $ 1,094 $ 1,189 $ 1,378
Gross Profit 101 179 234 232 319 441
Gross Profit Margin 18% 24% 26% 21% 27% 32%
Revenues $ 552 $ 758 $ 209 $ 1,094 $ 1,189 $ 1,378
ex-TAC Gross Profit 124 214 282 296 382 519
ex-TAC Gross Profit Margin 23% 28% 31% 27% 32% 38%



2022 FULL YEAR GUIDANCE:
EX-TAC GROSS PROFIT RECONCILIATION

Guidance
($ in millions) FY 2022
Revenues $1,666 - $1,678
Traffic Acquisition Cost (TAC) ($1003 - $1011)
Other Cost of Revenues ($106 - $112)
Gross Profit $552 - $560
Other Cost of Revenues $106 - $112
ex-TAC Gross Profit $661 - $669




HISTORICAL FREE CASH FLOW RECONCILIATION

($ in millions) 2019A 2020A 2021A

Net cash from operating activities $ 18 $ 139 $ 64
Net cash used in the following investing activities $ (44) $ (18) $ (39)
Intangible assets $ (6) (9) (14)
Purchase of IT equipment (servers) $ (38) (9) (25)
Free Cash Flow $ (26) $ 121 $ 25



OPERATING EXPENSES RECONCILIATION

‘Total expenses

Adjustments:

Share based compensation
Amortization of acquired intengibles

M&A and IPO related Costs

Total expenses after adjustments

R&D
117.9

(29.0)

(0.7)

88.2

2021A
S&M
206.1

(44.8)
(17.5)

(0.2)

143.6

G&A
130.3

(52.2)

(10.8)

67.3



2021 ADJUSTED OPERATING EXPENSES TO EX-TAC

GROSS PROFIT RECONCILIATION

Ratio of Adjusted G&A to ex-TAC Gross Profit

($ in millions) 2021A

Gross Profit 441
R&D 117.9
Ratio of R&D to Gross profit 27%
S&M 206.1
Ratio of S&M to Gross profit 47%
G&A 130.3
Ratio of G&A to Gross profit 30%
ex-TAC Gross Profit 519
R&D 88.2
Ratio of Adjusted R&D to ex-TAC Gross Profit 17%
S&M 143.6
Ratio of Adjusted S&M to ex-TAC Gross Profit 28%
G&A 67.3

13%



FREE CASH FLOW RECONCILIATION
2 YEAR COMBINED 2020-2021

($ in millions) 2020-2021

Net cash from operating activities $ 203
Net cash used in the following investing activities $ (57)
Intangible assets (23)
Purchase of IT equipment (servers) (34)
Free Cash Flow $ 146



ADJUSTED EBITDA RECONCILIATION
2 YEAR COMBINED 2020-2021

($ in millions) 2020-2021
Net income (loss) $ (16.5)
Adjustments:
Financial expenses (income), net (8.5)
Tax expenses 37.9
Depreciation and amortization 871
Share-based compensation expenses 152.5
M&A costs and public related costs’ 294
Holdback compensation expenses 3.7
Adjusted EBITDA $ 285.7

1) For 2020 periods, represents costs associated with the proposed strategic transaction with Outbrain Inc.which we elected not to consummate, and for 2021 periods, relates to the acquisition
of ION Acquisition Corp. 1 Ltd., the acquisition of Connexity and going public.



HISTORICAL FREE CASH FLOW % Conversion for

every 2 subsequent

Adjusted EBITDA ' Free Cash Flow years
($ in millions) ($ in millions)

2017+2016 15%

$179 2018+2017 48%
2019+2018 19%
2020+2019 68%
2021+2020 51%
$106 2022+2021 30%
$67
= - — ET

2016A 2017A 2018A 2019A 2020A 2021A 2022E 2016A 2017A  2018A 2020A 2021A 2022E

17.6% 22.0% 23.8% 11.5% 27.8% 34.5% 30.7%

Ratio of Adjusted EBITDA to ex-TAC Gross Profit

(1),(2),(3) Non-GAAP measure, see appendix for reconciliation to GAAP
TabO_QIa Note: Projections reflect the mid-point of 2022 guidance



