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And this is Truberries!

Telling stories through data

Brand value accelerators

Helping brands achieve their next big success
Supporting local heroes or global giants find their voice
Loving consumers all over the world (50+ countries)

Blending strategic thinking with creative and innovative solutions



3 challenges for e-commerce

Algorithmic addiction

e-commerce, from a market
space to a behavior
manipulation eco-system

Social media : engineered

dopamine spikes that drive
impulse buying
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Logistics sovereignty

Next level advantage: synergies

in their own mix through:
« Use of geopolitical assets, ie
ports
« Acquirement of warehouses
« Benefits conceptualized in
the last mile
« Attractive policy in returns

From traditional marketing
levers to full control of the

value chain and market
access

From trust-based choices to
dopamine-based shortcuts

As long as there is dopamine
satisfaction + low price, new

consumers are ok with
« Average to low quality
«  Unknown suppliers [ origin
« Absence of controls
« Ignorance of ethical
dimensions

From rational preference
models to a convenience-
first economy where
dopamine is the decision
driver




3 challenges for e-commerce

Dopavenience

Dopamine+convenience
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The phenomenon
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On September 2013: President Xi
Jinping publicly annouces the Silk
Road Economic Belt: global ports,
logistics, infrastructure network

China’s shift from “world’s factory”
to global trade and technology
power

Expansion of Chinese influence
abroad: commerce + geopolitics



41 6.5 M L monthly users, globally

+068%

VS year ago

truberries



The phenomenon Temu in USA

=
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Temu reached
5.2% of US e-comme
IN 18 months




Where perceived value outpaces quality concerns - |

Temu has created the firs

E retail model where perce

value beats real value, o

— scale.
~—

Even with 34% reporting
quality, 73% buy again

- AN
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The experience discovery e

Temu is applying Al to demand forecasting, personalization, dynamic pricing

The competitive edge in e-commerce is less about “having an online store” and
more about end-to-end supply chain + data feedback loops.

the brand or

platform becomes the stage for exploration,
social validation, and community.
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What Temu is doing

They are building a platform, be
a storefront, which supports
discovery,

social engagement,

referral, incentives.
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Temu is a friend we meet each month |"—|

E 34% ottemu  52% of Temu .A E

users in the US users in Athens have
| .
— make at least one bought in the last 30
___ -
purchase per days
month
Source: April 2024 survey from Source: Truberries, Nov. 2025
Omnisend,
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e https://www.emarketer.com/



Advertising

&)
$505 ML yearly on

advertisements, 00 Meta
Increasing its

marketing P
spending by 1000%

-

Source: Forbes

. https://www.forbes.com/sites/cmo/2024/02/21/why-temu-is-
trU!:)HeL[I‘kltTef spending-on-marketing-like-a-billionaire/



Addiction

addictive

as sugar”



Mythbusting

TEMU relates with a small part
of consumers

02 TEMU has needless things and
" limited budget allocation

I 03. Priceis the only advantage

I 04. People care about quality
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Why mythbusting

once you breadk the myths,

real opportunities appear
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Target group size

TEMU relates with a small
part of consumers

730,  buy occasionally or
regularly

Temu 21% 28% 45% To XpnoLyoTioLw
TEpPLOTACLAKA (1 dopd To
6unvon apaltdtepa)

Skroutz ‘ 5% # 27% 64%
To yvwplZw ar\d dev To EXw
XPNOLUOTIOLNCEL TTOTE
0% 20% 40% 60% 80% 100% | Aevo yvwpiZw

truberries Source: Truberries, November 2025

Fruitful Market Truths



Basket size

o2

TEMU has needless things and
limited budget allocation MYT“

Average basket size,
with 9.8 items
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A new need, Needlesshess

o2

TEMU has needless things and
limited budget allocation

are open to see
new ideds
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Price vs Entertainment

I 03. Priceisits only advantage MT“%

would still prefer Temu, if more
expensive than local store

Products at price comparison vs local physical neighbourhood store...

at parity at+10% at+20% at+30% at +50% would prefer
Temu, at any

price

truberries Source: Truberries, November 2025
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When Dopamine Discounts the Discount

I 04. People care about quality

admit lower quality, as the
other side of very low price

truberries Source: Truberries, November 2025
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A basket with average price of 10 X 5 euro/ item

37.4 days ago
9.8 items

9 N 8 times/year
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Yearly revenue

e L) WA Y IRl truberries

per 1ML Fruitful Market Truths
inhabitants




Temu is creating new demand,

not just stealing share.
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Source of Business

N Temu is draining
IS local commerce
truberries
Fruitful Market Truths
Global online platform/store 46%
Local online platform/store 25%

Brick and mortar store 12%




The new era

A destination
to search for
goods or to

escape and be
lost?

truberries

Fruitful Market Truths

80%

60%

40%

20%

0%

72%

28%

K, BTRRS




The new era

Welcome in the era of the “discovery commerce”

the brand
becomes the stage
for exploration,
social validation,
community
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Temuis...

I27

the joy of
abundance
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2 moments in the eternity

1. the moment of
selecting the goods

2. the moment of
unboxing
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The winners of e-commerce will be those who engineer both
mood and habit.
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CONCLUDING...
Temptation Loop
Emotional Rewarding

Meaningless-but-Fun

Unlimited Cheapness
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