INVESTOR
PRESENTATION

YOUR WALLET

450,00 @

BID NOW

23h:59m:21s

Suggested for you

martacardi.. laurencan...

Q Search for user:

FOLLOW

Posts

See all

@;
glacomopa

FOLLOW



Disclaimer “\THT ”

IMPORTANT NOTICE - YOU MUST READ THE FOLLOWING BEFORE CONTINUING

This presentation has been prepared by the management of TaTaTu S.p.A. (the “Company”) for information purposes only. It does not constitute or form part of, and should not be construed as, an offer,
solicitation or invitation to subscribe for, underwrite or otherwise acquire, any securities of the Company or any member of its group nor should it or any part of it form the basis of, or be relied on in
connection with, any contract to purchase or subscribe for any securities of the Company or any member of its group, nor shall it or any part of it form the basis of or be relied on in connection with any
contract or commitment whatsoever.

Participants should read the information document of the Company dated [®] 2022 (the “Information Document”) which is available on the Company’s website at www.tatatu.com. The Information
Document includes a detailed description of the Company, its businesses, strategy, financial condition, results of operations and risk factors.

This presentation contains information about the markets of the Company and its subsidiaries taken as a whole (the “Group”) and its competitive position therein, including information about the size of
such markets, their competitive environment and dynamics as well as their growth prospects. In addition to estimates made by the Group, the information is taken primarily from studies and statistics of
independent third parties and professional organisations and figures published by the Group’s competitors, suppliers and customers. The Company can provide no guarantee that a third party using
different methods to collect, analyse or calculate data about market sectors would obtain the same results.

Furthermore, certain information included in this document are not historical facts but are forward-looking statements. These forward-looking statements may be subject to changes and adjustments.
Such forward-looking statements are included for illustrative purposes only. These forward- looking statements are based on current beliefs, expectations and assumptions, and refer in particular to the
Company management’s business strategies, its expansion and growth of operations, future events, trends or objectives and expectations, which are naturally subject to risks and contingencies that may
lead to actual results materially differing from those explicitly or implicitly included in these statements. These risks and contingencies include those discussed or identified under Chapter 5 of the
Information Document. The Company does not undertake to update or revise the forward-looking statements that may be presented in this document to reflect new information, future events or for any
other reason and any opinion expressed in this presentation is subject to change without notice.

This presentation does not constitute or form part of a prospectus or any offer or invitation for the sale or issue of, or any offer or inducement to purchase or subscribe for, or any solicitation of any offer
to purchase or subscribe for any shares or other securities in the Company in France, Italy, the United Kingdom, the United States or any other jurisdiction.

In the European Economic Area (“EEA”) the Information is only addressed to and directed at persons in member states who are “qualified investors” within the meaning of Article 2(e) of the Prospectus
Regulation, as amended (Regulation 2017/1129) (“Qualified Investors”).

Within the United Kingdom, the Information is intended for distribution only to persons who are Qualified Investors who (i) have professional experience in matters relating to investments falling within
Article 19(5) of the Financial Services and Markets Act 2000 (Financial Promotion) Order 2005, as amended (the “Order”) or (ii) are persons falling within Article 49(2)(a) to (d) (“high net worth
companies, unincorporated associations, etc.”) of the Order or (iii) are persons to whom it may otherwise lawfully be communicated (all such persons together being referred to as “relevant persons”) and
in such a case the Information must not be viewed, accessed, acted on or relied on in the United Kingdom, by persons who are not relevant persons and any investment or investment activity to which the
Information relates is available only to relevant persons and will be engaged in only with relevant persons.

Securities may not be offered, subscribed or sold in the United States absent registration under the U.S. Securities Act of 1933, as amended (the “U.S. Securities Act”), except pursuant to an exemption
from, or in a transaction not subject to, the registration requirements thereof and in compliance with the relevant state securities law. The securities of the Company have not been and will not be
registered under the U.S. Securities Act and the Company does not intend to make a public offer of its securities in the United States. Neither this document nor any copy of it may be taken or
transmitted into, directly or indirectly, into the United States as that term is defined in the U.S. Securities Act.

Neither this document nor any copy of it may be taken or transmitted into Australia, Canada or Japan or to any person in any of those jurisdictions.


http://www.tatatu.com./
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TaTaTu today LU

S L ~ First and only European social network built
Q) search Cinema = a LIVE Auction 1 on a committed manifesto: rewarding its

i | BID NOW
5.467,739 15h:02m : 495 users

o S e o “‘ , bl : e Dis rU ptiVe bUSinESS mOdEI Stemming frOm
gy Y/l m 1/ the founder’s creative DNA and anticipating
¢ r oY, o . i L

N DU IoUS the convergence of entertainment, education
and e-commerce

camil... @ camel... @ sofiac... @ adam... @

Croton) | Crotin)

; T

‘@ demimartz & &

In-house developed technology and
innovative mindset offering best user
experience and functionalities

Series Seeall

with solid and diversified monetization
strategies

Leveraging on a highly creative management
team experienced in the digital and

| Strong business profile, already at breakeven
| entertainment industry




TaTaTu s the first and only European social network built on a committed ‘“T"”’
manifesto: rewarding its users

Selected social media timeline, and key innovations launched

0O

2006

Q :

News feed launch

2006 @

140 characters 8 .
limit and

hashtags

QOOOE) 80%

2010
Filters and intuitive photo edit options

2011
Ephemeral

user-created content

QIISICILY

2016

FYP feed revolution and
sounds

OF SOCIAL MEDIA USERS FEEL

THEY ARE EXPLOITED WHILE

USING SOCIAL MEDIA PLATFORM

2020
Engagement is rewarded

‘05

‘10

|
‘2.0 Time

N

First mover opening a new phase for customers engagement through a balanced sharing of the

value created by digital impressions and users

Source: Prepared by TaTaTu management based on Oliver Wyman analysis



A global entertainment data caring platform creating a sharing

and circular economy

@ Likes

Platform

Other
publishers

Comments

Streaming (L2

—_—O—

- TNIATY e

Calls
In progress Viewer Creator
(passive) (active)
Texts @ Followers

N

il Tools to earn TTU Coins

Your Wallet Balance

Your Wallet

What is this about?

Account Balance

5.496,739m

1.374,185

Auctions

Redeem

E-commerce
nearby

@g Tools to redeem TTU Coins

Users are rewarded for interactions on the platform with virtual coins and can spend them within TaTaTu ecosystem

Source: Company information
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Disruptive business model stemming from founders’ creative DNA and

anticipating the convergence of entertainment, education and e-commerce

The first sharing economy in the entertainment
industry...

CREATING a ...oHARED WITH

VALUE... TATATU’S USERS
...AND DRIVING ALLOWING
ENGAGEMENT &= REWARD
LOOP SPENDING...

Source: Prepared by TaTaTu management based on Oliver Wyman analysis

...Wwhere user reward is a distinctive feature and drives
revenue and engagement loops

—
Users are attracted by Large user base Advertising revenues
a variety of attracts advertisers finance new content

entertainment tools

e N\

Content & Social
social tools media
\ /
\ . 4 \ E-commerce & /
Advertisement
redeem nearby
\ Revenues generation /
—
Users are engaged Interactions generate Gratified and engaged

though social media rewards to be users will invite friends

redeemed 10

AU



In-house developed technology and innovative mindset offering best ‘“""”’
user experience and functionalities

Users acquisition channels User experience and functionalities

EVCHILI

Dai valore al tuo tempo.
Guadagna TTU Coins facendo cio che ami

Digital
channel

Reels and .
stories

>

Videos, movies and
podcasts

Liking and

. (oMo
commenting

@ e E-commerce

Physical

channel . :
Ive auction

Call and
ideo-ca

Already in place Under development

11

Source: Company information



Strong business profile, already at breakeven with solid and diversified ‘“T“”’
monetization strategy

WA
chite) B - o
Top Fashion
‘\" (k(s,‘] (H‘

Top Sc{NEOR N’

FASH'?N Red Arli Large Top Handle (BS;ZY Leather Zumi Shoulder Green Leather Zumi

o .2 5 ' 15
[ ] [ )
Advertising ')60 Redeem nearby G E-commerce “

D % on total cash revenues as of 2026e (not including surveys, whose impact would be negligible)
12

Source: Prepared by TaTaTu management based on Oliver Wyman analysis



Leveraging on a highly creative management team experienced in the digital ‘“T“”’
and entertainment industry

Andrea lervolino Nicola Allieta Patrizia Conte Bojan Bjelic
Chief Executive Officer Chief Content Officer Chief Marketing Officer Chief Technology Officer
Previous experiences Previous experiences Previous experiences Previous experiences
« 15+ years in film production and » 10+ years in the production and distribution * 20+ years in digital adv. started in * 20+ years in IT, primarily software
distribution sector of video content through TVOD, SVOD, DOUb|eC|'Ck_ (current Google) _ development
« Last productions: “Waiting for the AVOD windows and iOS apps * Start upper n s.everal Europear\ big « CTO The Blue Minds Company
Barbarians’, “State of Consciousness”, « Producer of the first Italian portals (et.g. |oI.|t.and Ieonardo.lt} « Information System
“The Poison Rose” Docu-Series: SanPa * New business Director at yuEgsa. Architect s IT Solutions
« Entrepreneur in digital **ees: wsie exous * Tech Lead Global Blue
programmatic adv. at Oyster
* Lecturer in several Italian universities
Connections among influencers and Extensive movie Partnership with leading media and
celebrities collectiont? advertising companies

RS PRODUCTIONS PICTURES "« v o 1 o

/.\"_/ mMINERVA PARADO X

L S ThTA
N

e

( ) *a
N, A B

NS e 4

> L " n
( ) Al
\ \ \ ; et n

nnnnnnnnnnnn

GIVING BAC(

GENERATION

AAAAAAAAAAAAAAAAAAAAAA

BIVING BAE(

EENERATION

GIVING BAC( GIVING BACC

GENERATION GENERATION

nnnnnn

Forbes RollingStone

b=

O ﬂk‘ et ) BY Shorehre Media FREallency
- II ‘Q weben. Ty

Nina Dobrev Selena Gomez Charm La’Donna

MAKING
MUSIC

Antonio Banderas Johnny Depp Morgan Freeman Jeremy Renner

13

Source: Company information
Notes: (1) Not accessible in the Italian market
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OB Market, competition & customers
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Social networks’ users are expected to grow at a slower pace mostly ‘“""”
due to an already consolidated penetration

Social network users by select social networks (#bn) ¢ D

CAGR 16a-20a: +9.5%
2.3 CAGR 20a-26e: +2.6%
2.2 2.2
2.1 2.1
2.0
14 14
1.3 1.3
1.2
1.1
1.
.9

3 3 CAGR 16a-20a: +135.5%

. CAGR 20a-26e: +15.5%

0.5 0.5 0.5 .5 .5
0.4 4 0.4
; g}
CAGR 16a-20a: +20.2%
2015a 2016a 2017a 2018a 2019a 2020a 2021e 2022e 2023e 2024e 2025e 2026e

1.6 CAGR 16a-20a: +24.6%
CAGR 20a-26e: +6.7%

CAGR 20a-26e: +8.4%

15

Source: Prepared by TaTaTu management based on Oliver Wyman analysis



Technology and media companies need to identify, reach and super-serve ‘“T“"I
super users in order to drive growth

Super users profile

Group of users whose time @ Young, affluent and educated

spent on media and 44% of super users is aged 18-34

technology far exceed 0:'5&“ 70% of them holds at least a bachelor degree
those of other users

Super users

Standard users

Avg. time 10.3h 14.6h
spent(?) +40% time spent on media and tech

> Media 36X
—— spending 44% of spend is driven by super
users
i E-commerce 3.0x
Standard users é@—@‘ spending 60% of spend is driven by super
users

16

Source: Prepared by TaTaTu management based on Oliver Wyman analysis
Notes: (1) Includes the time spent watching video, playing video games, listening to music, listening to podcasts and using messaging/social media services. Multitasking is considered, so overlapping in consumption is possible



Digital advertising spending is expected to significantly increase...

...driven by the rise of RAVOD and social commerce businesses

2015 2020 2025
Digital
advertising
as % of global
media
advertising
spending(?)
M Digital
M Other
Mobile
advertising d 4
as % of global
digital 58% / /
advertising
spending
B Mobile
M Other

AU

Positive trend of global digital advertising spending keeping growing faster than traditional,
with mobile becoming the most targeted channel

Source: Prepared by TaTaTu management based on Oliver Wyman analysis
Notes: (1) Incl. advertising that appears on desktop and laptop computers, mobile phones, tablets and other internet-connected services and all the various formats of advertising on these platforms (excl. SMS, MMS and P2P messaging-based advertising)

17



Display advertising benefits from consumers surge in social media ‘“T“”’
and AVOD

Dlgltal advertising spendlng in target countries by format ($bn)

Target countries

B — 430
_ 383 6
281
Y a4 —I3—
— e 6
¥ 148
~ e 6

83
—iE—
75
37 IIIIIII
7 7
2015 2018 2021 2022 2023 2024 2025 2026

m Display ¥ Search?  m Classified CAGR

TaTaTu target countries advertising spending is expected to almost double in size over the next 5 years,
with display expected to keep growing at the highest pace over the next years

18

Source: Prepared by TaTaTu management based on Oliver Wyman analysis
Notes: (1) Including paid listings, contextual test links and paid inclusion; (2) Including banners (static displays), rich media, sponsorship, video (ads appearing before, during or after)
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0 3 TaTaTu value proposition and one-of-a-kind
business model

19



TaTaTu’'s journey: from inception to market launch

2019

000
0oo

e o

&

l (]
000
oaoo

Source: Company information
Notes: (1) By the end of 2022

Launch of TaTaTu
Beta version for iOS
and Android

Launch of social
media section

Launch of
e-commerce store

2020
Bartering
agreements for
=lg contentin exchange
enf  of advertising with

\Y%

important content
rights holders

Original series
production (Giving
Back Generation
with Selena Gomez)

2021

'/
-

\Y%

Preliminary test of
marketing
campaign

1.5k hours content
available and 160
exclusive video
contents

Launch of auction

Establishment of
social impact
department

AU

2022

I\~

\Y%

Market launch

Progressively
starting to acquire
New users

2.5k hours content
available(?)

Acquisition of
Mercato
Metropolitano and
business extension
towards redeem
nearby

= 20



What is TaTaTu? The first data caring engaged and rewarding community ‘“T“”’
that provides global entertainment

Differentiating factors

1
n
YOUR WALLET =0 NOw
450,00 © 23h:59m:21s

Suggested for you zeal

Online Shops

K

. Recommended for you
USA 2016 | T | Comedy 135 min Q Search for uzer / g é ‘
Tech Shop Sneakers Shop
) ) Social media Entertainment Rewarding TTU Coins Spending TTU Coins
Socially responsible at
heart > Interactive app to connect: — 10,000+ hours!? of video — Virtual currency-based — TaTaTu proprietary
posting, sharing content, content and user generated reward program e-commerce platform
liking, commenting, content implemented through — TaTaTu auctions
messaging and calling with — Free towatch proprietary loyalty TTU > Leveraging on redeem
your community Coin . nearby concept to support
— Rewards for social the usage of TTU Coins and
interactions and content related rewarding system
consumption and
generation

Value
to users

> ~ . s LS
The The The sport The social ESG
socialite cinephile lover activist

One single platform combining the best entertainment tools offering to users totally new value and experience 21

Source: Company information
Notes: (1) By the end of the business plan



TaTaTu combines the features of the existing players while introducing ‘“T“”’
disruptive elements

Platform
features

: N dded
(Rewaraing WA ) N 2ace
Video content u N
R Features not
Reels / user r ] .
created videos 8 @ available yet

and expected

Stories/ to be
ephemeral ) n implemented
videos et by year end
2022

@ v

Comment

Like

Chat

Time of daily usage(l)

22

Source: Prepared by TaTaTu management based on Oliver Wyman analysis
Notes: (1) Facebook: 38 min; Whatsapp: 38 min; TikTok: 26 min; Instagram: 20 min; Snapchat: 16 min; Twitter: 10 min; LinkedIn: 5 min; not available for Youtube and Netflix



Physical stores as Mercato Metropolitano to become a relevant part of ‘“T“"I
TaTaTu ecosystem fostering user acquisition and retention

H

2016
Year of first
openings

(o] g ]

4
# of storesin
London(?

%

3.75MI0
# visitors
per year

Special events

reserved to
TaTaTu users

Physical stores to represent a key lever for TaTaTu new users acquisition strategy as well as an additional
TTU Coins redeeming option

23

Source: Company information
Notes: (1) One additional store opening soon



New users nourished with engagement and retention will fuel the revenues “\T"”I
growth in a virtuous self-reinforcing business model

ENTICING CIRCULAR MODEL
Rewarding mechanism, data caring
environment, engaged community
drive users gratification, retention

and engagement

SPENDING REWARDS

Users can spend TTU Coins on the
TaTaTu e-commerce platform, on a
network of physical stores, or on
real-time auctions and unique
experiences

Source: Company information

USERS ACQUISITION
New users are acquired through targeted marketing and

word-of-mouth following existing users’ satisfaction as well

as through physical stores (acquired also via M&A activity)

BEST-OF-BREED ENTERTAINMENT
TOOLS

Users access a high variety of
entertainment tools and interact
through posting, sharing content,
liking, commenting, messaging and
calling

EARNING REWARDS

Virtual currency-based reward
program implemented through
proprietary loyalty TTU Coins
Reward for social interactions,
content consumptions and
generations

24



A user’s journey on TaTaTu platform designed as a virtuous circle...

Creates an account to “try
out” platform

Downloads the /®

app
Uploads profile
User is acquired . photo, gets first
through digital or . few followers

physical channel /

Awareness Consideration

\

8
\

Viewing short videos, movies & ‘@ @

vodcasts
Liking\ O [ﬁ

Rewarded for creating an
account

Platform becomes part of the user’s daily routine, as
entertainment and rewards drive engagement

\ Begins to upload more

\content to the platform

Spends TTU Coins on
the e-commerce and .
physical stores

AU

® Participates to interactive

\ real-time auctions

Acquisition Loyalty

Accumulates more credits towards
store / auctions

Invites friends
tojointhe @
platform

®®= @ Calling/ messaging

o/ <

\?/. Sharing

Commenting

User personas

The socialite

Source: Company information

The cinephile The sport lover

Referral

Sense of connection
in rewarding,
positive
environment

The social ESG activist

25



...A unique business model not replicable in the short term

AU

& N O K, otw | | 2=
u u = | |

g ik AL = = = oOo
Exclusive Standard User generated . . Social Redeem
content content content TTU Coins Auctions commerce nearby

Social
engagement
tools

— TaTaTu integrates a full-scale social media within a full-scale RAVOD+ platform
— User generated content will seamlessly integrate with premium content driving engagement

— TaTaTuopenly acknowledges the value that comes from the users and rewards them

— Users will be attracted by the variety of entertainment tools coupled with rewards and are retained and engaged

within the social network environment

ATTRACT SATISFY RETAIN

Source: Prepared by TaTaTu management based on Oliver Wyman analysis




TaTaTu model is inclusive by design: the one and only rewarding platform “\T“"I
for users

Beyond caring for personal data, TaTaTu cares about its community and beyond

Environmental Social Governance

WE CARE ABOUT
THE ENVIRONMENT

P |
WE CARE ABOUT WE CARE ABOUT
HUMAN RIGHTS THE EQUALITY

Balance and restore the environmental

. . e Partnership in place with We Do It Together Establish TaTaTu as a reference example in
impact related to TaTaTu activity in order to . . . .
. . Promoting diversity among employees and the global society for the respect of those key
support the sustainable business . . .
T — supporting more vulnerable groups values that is supporting

u HEALTH
ANE WILLGEING

& |~

IUIUTY

2 IR0
m‘m,

Source: Company information

= ]
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TaTaTuis not competing against legacy players, it is teasing them with

a revolutionary value offer

SOCIAL MEDIA

OEld @M &

INTEGRATED
ENTERTAINMENT

\NATY

DATA
CARING

OTT PLATFORMS

©Youlube s
‘ » play
Roxku

pluto®@

tobi infingCy NETFLIX @ hulu

AVOD SVOD

E-COMMERCE

— @
W
Facebook Marketplace ,

aAlibaba Group
- ~ PEEEEA

Source: Prepared by TaTaTu management based on Oliver Wyman analysis

prime video

- ) Google Play

TVOD

Express; amazon
P b N

A completely new value

proposition, taking advantage

from the recent trends and

focusing on the intersection of

promising markets:

— AVOD and digital
advertising spending

— Countries with consolidated
and increasing social media
user base

— Integrating e-commerce,
with big potential expected
for m-com spending

. 4

TaTaTu takes the best-of-
breed of the different players
and combine it in an unique
way to create an innovative
business model without any
direct competitor

WA

28



TaTaTuis bound to be a success “\T“T ”

FIRST EUROPEAN-BASED SOCIAL MEDIA PLATFORM
Caring for users data, acknowledging its value, and sharing it with its users

ONE-STOP-SHOP ENTERTAINMENT PLATFORM

C O With a unique combined offering of best-of-breed tech tools and a focus on fostering users
attraction and engagement both online and through physical stores

UNIQUE PROPRIETARY LOYALTY COINS REWARDING SYSTEM

Allowing spending through proprietary e-commerce, redeem nearby and interactive real-time
auctions

THE SECRET SAUCE: A UNIQUE ACCESS TO ENTERTAINMENT AND INFLUENCERS
ECOSYSTEM

Seconded by a full team of experts, supporting users engagement in the platform from day 1

A BUSINESS MODEL ALREADY AT BREAKEVEN
‘ Highly scalable, with first mover advantage and partially de-risked content acquisition

29
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Go-to-market strategy

30



TaTaTu app can be used across the world, however the immediate marketing ‘“THT”
campaigns will target 7 key countries in 2 waves

— Legend
First wave of marketing
campaign

Italy

Spain

France

UK

Second wave of
marketing campaign

¢ 0 N

Germany
usS
Canada

Do B

TaTaTu app availability

31

Source: Company information



Progressively increasing users time spent on social networks and online ‘“T“”’
video worldwide

Average daily time spent, social media & online video Key facts on dynamics on online video and social media
(worldwide) consumption time

3h04min 3h20min 3h23min 3h33min

ﬁER\ — = Users spend an increasing amount of time
— M 213 [ | online (3h33min spent on average in 2020)
200 lTI = Significant room for growth in EU and North

184

America target countries

"“‘I’"]’” = Online video viewing time is growing faster
E > O than social media time, mainly as a result of
} 0 i consumption preference shift
~15%
user
video/media
attention ] . ] o
o 599 599 329 31 WA - Capturing 15% of user onll.ne attentl.on time
ZZA = = 68 D = Average of 31 minutes of video/media
° Qj attention
2017 2018 2019 2020 TaTaTu target
Online video M Social media

32

Source: Prepared by TaTaTu management based on Oliver Wyman analysis



User base growth will follow a more conservative trajectory vs. other ‘“T""I

social networks

Users of selected social networks (millions) - First 5 years

WA £)

(2)

+498% CAGR 693

\

¥ +216% CAGR

4/  CAGR< 190
1 Facebook
50
35
l .12 .19 N/A
A

e . 1 0 1 { \
2022 2023 2024 2025 2026 2004 2005 2006 2007 2008 2010 2011 2012 2013 2014 2017 2018 2019 2020 2021

At the end of August 2022, the number of users has increased of 4 times
compared to the number of users at the beginning of January 2022

Source: Prepared by TaTaTu management based on Oliver Wyman analysis
Notes: (1) Visitor who completed the registration process of TaTaTu web or mobile app excluding any user detected as fraudulent or fake by TaTaTu fraudulent interaction detection tool; (2) Monthly active users



TaTaTu founder's secret sauce: unique connections and industry knowledge “\T"T”

TaTaTu’s unique relationships to accelerate users base organic growth

Connections among influencers and celebrities

AU e L o T L S L

5, W - 1/ING BAL

ERATI ()

GIVING BAB(

GENERATION

GIVING BAE(

GENERATION

GIVING BAC

GENERATION

GIVING BAE(

GENERATION

Antonio Johnny Morgan Jeremy
Banderas Depp Freeman Renner

Source: Company information

Proprietary content

BIVING BAE(

GENERATION

— Original TaTaTu
vodcast mini series

— TaTaTu will continue
producing new low-
budget content to
offer awide library
including exclusive
and original content

34
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TaTaTu's business model relies on a solid and straightforward set of cost ‘“T“"I

and revenues drivers
TaTaTu ecosystem illustration o)

{@: User
investment :6 Revenue VjB Action
Affiliated merchants fees €
# affiliated merchants *
Third-party reward € monthly fee per merchant * 12
. Global e-publishing market * %
Outside penetration * % revenue share Revenues from physical storé
(Mercato Metropolitano and
others)
Surveys
# surveys launched .
* price per completed . . @
questionnaire * % TaTaTu user Coins AUSIEIE (33
penetration generations A
It starts with the
— Social media actions g?
Avg. #actions (like, comments,
l etc.) * user
E-commerce
Transactions % on users base *
User base ‘“T"T” # users * average spending ticket *
. Social network users by country * average margin %
Inside expected penetration platform A
|:->I;a1;¢aTu 4 () Cash advertising £
Avg. min streamed * users # users
Marketing cost € € Premium content € Rewarding costs €
N . Technology cost o
CPA * new users + unitary % of revenues % of revenues (cash) + put agreements Cost of procurement of goods for free
retention costs * existing users ° with entertainment clients(?) e-commerce purchases + auctions

36

Source: Prepared by TaTaTu management based on Oliver Wyman analysis
Notes: (1) Put agreements with entertainment sector companies to acquire premium content in exchange of advertising on TaTaTu as strategic lever to de risk upfront investments in content and free up financial resources for other priority areas



TaTaTu’s P&L KPlIs (1/2) ‘N“T ”

Users base(?) (#k) Revenues (€m)

Approx. 350

47.4

24.6
Approx. 95

Jan-2022 Aug-2022 2020a 2021a

= Evolution still reflecting a diffusion of TaTaTu through word of mouth " Revenues currently entirely related to non-cash advertising based on
= Relevant marketing campaign to start after that necessary funding has bartering contracts in place :

b q it f : d also th h th = Revenues from physical stores (as of today Mercato Metropolitano only)

een se:tcufrg f,Iusers acquisition currently performed also through the considered starting from [July] 2022

support otintiuencers ) . = Cash advertising to start generating revenues from 2023 onwards, once a

= Users currently mainly based in European countries larger user base has been achieved
37

Source: Company information
Notes: (1) Visitor who completed the registration process of TaTaTu web or mobile app excluding any user detected as fraudulent or fake by TaTaTu fraudulent interaction detection tool



TaTaTu’s P&L KPIs (2/2)

AU

Adjusted EBITDA (€m)

Net income (€m)

0.0

2020a 2021a

Considered after the impact of premium content costs amortization

Profitability expected to progressively increase over time mainly

leveraging on cash advertising, redeem nearby and revenues from
physical stores, e-commerce

2020a

(0.5)

2021a

Source: Company information

Net income results further confirming the solidity of the business, being

already at breakeven

38
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Keep acquiring new users through <eting campaign in target countries as well
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TaTaTu simplified income statement, balance sheet and cash-flow

AU

Profit & loss Balance sheet Cash-flow
FYE 31/12 - €k 2020a 2021a FYE 31/12 - €k 2020a 2021a FYE 31/12 - €k 2020a 2021a
Revenues 24,596 47,396 Audiovisual content rights 4,131 6,368 Adjusted EBITDA (9) 1,924

Costs for services (532) (6,837) Brand 4,549 4,296 Premium content costs amortization 23,984 38,263

Staff costs (12) (180) Technological software 3,180 2,541 Change in NWC (23,082) (41,948)

Other operating costs (77) (192) Office equipment - 4 Net financial expenses paid 12 6

Premium content costs amortization (23,984) (38,263) Fixed assets 11,860 13,209 Other adjustments (833) g
Adjusted EBITDA 9 1,924 . . )

o Jus e. 0 05/)) 4 19 Net working capital (4,413) (3,704)  cash flow from operations 72 (1,747)

o margin .U .10

DTA 10 1,018 i -

DRA (22) (893) . Cash flow from investment (4)
EBIT (31) 1,031 Capital employed 7,457 10,523 Capital increase transaction (26) 300
% margin (0.1%) 229 Gross debt 5 2,213 New financing agreements 5 2,419

Net financial expenses 12 (3) (Cash & equivalents) (61) (816)  Repayment of loans - (213)
EBT (19) 1,028 Net financial position (56) 1,397 Cash flow from financing (21) 2,506

Taxes (469) 281 Employee benefits and other funds - 4 Change in cash 51 755
Profit / (loss) for the year (488) 1,309 Equity 7,513 9,122

Invested capital 7,457 10,523
42
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TaTaTu simplified income statement, balance sheet and cash-flow for 1H

2022

AU

Profit & loss

Balance sheet

Cash-flow

1H 2021a 1H 2022a

FYE 31/12 - €k

Revenues 38,647 53,720
Costs for services (1,130) (5,435)
Staff costs (51) (639)
Other operating costs (571) (305)
Premium content costs amortization (36,148) (45,579)

Adjusted EBITDA 747 1,762

% margin 1.9% 3.3%
D&A (447) (603)

EBIT 300 1,159

% margin 0.8% 2.2%
Net financial expenses (18) (825)

EBT 282 334
Taxes (50) (42)

Profit / (loss) for the year 232 292

FYE 31/12 - €k 1H 2022a

Source: Company information

Audiovisual content rights 5,666
Brand 4,169
Technological software 2,221
Assets under development 2,768
ROU of tangible assets 11,397
Other tangible assets 838
Goodwill 17,407
Fixed assets 44,466
Net working capital (7,387)
DTA 1,153
Capital employed 38,232
Gross debt 20,006
(Cash & equivalents) (3,278)
Net financial position 16,728
Employee benefits and other funds 4
Equity 21,500
Invested capital 38,232

Notes: (1) Including €505k equity contribution for future capital increase. Additional capital increase paid of 4,000,000 euros in September 2022

Adjusted EBITDA 1,762
Premium content costs amortization 45,579
Change in NWC (50,055)
Net financial expenses paid (815)
Other adjustments 36
Cash flow from operations (3,493)
Cash flow from investment (1,552)
Capital increase transaction (V) 2,820
New financing agreements 4,985
Repayment of loans (298)
Cash flow from financing 7,507
Change in cash 2,462
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