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Pattern Group Inc.
Series A Common Stock

This is an initial public offering of shares of Series A common stock of Pattern Group Inc. We are offering 10,714,286 shares of our Series A common stock and
the selling stockholders identified in this prospectus are selling 10,714,286 shares of our Series A common stock. We will not receive any proceeds from the sale of shares of
Series A common stock to be offered by the selling stockholders.

Prior to this offering, there has been no public market for our Series A common stock. The initial public offering price is $14.00 per share. We have been approved
to list our Series A common stock on the Nasdaq Global Select Market under the symbol “PTRN”.

Following this offering, we will have two series of common stock: Series A common stock and Series B common stock. The rights of the holders of Series A
common stock and Series B common stock are identical, except with respect to voting and conversion rights. Each share of Series A common stock is entitled to one vote.
Each share of Series B common stock is entitled to 20 votes and is convertible at any time into one share of Series A common stock. All shares of our capital stock
outstanding immediately prior to this offering, including all shares held by our executive officers (other than David Wright and Melanie Alder (“co-founders”)), employees
and directors (other than our co-founders), and their respective affiliates, will be reclassified into shares of our Series A common stock immediately prior to the
consummation of this offering and all shares of capital stock outstanding immediately prior to this offering held directly by our co-founders will be reclassified into shares of
our Series B common stock. Upon the completion of this offering, all shares of Series B common stock will be held directly by our co-founders, both of whom are current
executive officers and directors. Upon completion of this offering, our co-founders, together with their affiliated family trusts (such trusts, the “co-founder trusts”), will
collectively hold approximately 86.5% of the voting power of our outstanding capital stock (or 85.9% if the underwriters exercise their option to purchase additional shares
of our Series A common stock from the co-founder trusts in full), which voting power may increase over time, and the holders of our outstanding Series A common stock
(other than the co-founders and the co-founder trusts) will hold approximately 13.5% of the voting power of our outstanding capital stock (or 14.1% if the underwriters
exercise their option to purchase additional shares of our Series A common stock from the co-founder trusts in full).

Following the completion of this offering, as a result of our co-founders’ ownership of our Series B common stock, we will be a “controlled company” under the
corporate governance requirements of the Nasdaq Stock Market and may elect not to comply with certain corporate governance standards. See the sections titled
“Management—Controlled Company” and “Risk Factors—Risks Related to Our Corporate Structure—We are a “controlled company” under the corporate governance
requirements of the Nasdaq Stock Market, and intend to avail ourselves of certain reduced corporate governance requirements” for more information.”

See the section titled “Risk Factors” beginning on page 21 to read about factors you should consider before buying our Series A common stock.

Neither the Securities and Exchange Commission nor any other regulatory body has approved or disapproved of these securities or passed upon the accuracy or
adequacy of this prospectus. Any representation to the contrary is a criminal offense.

Per Share Total
Initial public offering price $ 1400 $ 300,000,008
Underwriting discount(? $ 098 $ 21,000,001
Proceeds, before expenses, to us $ 13.02  $ 139,500,004
Proceeds, before expenses, to the selling stockholders $ 13.02 $ 139,500,004

(1)  See the section titled “Underwriting” for additional information regarding compensation payable to the underwriters.

The underwriters have the option to purchase up to an additional 3,214,285 shares of Series A common stock from the co-founder trusts at the initial public offering
price, less the underwriting discount, for 30 days after the date of this prospectus. At our request, the underwriters have reserved up to 1,071,428 shares of our Series A
common stock, or 5% of the shares being offered pursuant to this prospectus, for sale at the initial public offering price to certain employees as determined by certain of our
officers. See the section titled “Underwriting—Directed Share Program” for additional information.

The underwriters expect to deliver the shares against payment in New York, New York on or about September 22, 2025.

Goldman Sachs & Co. LLC* J.P. Morgan*
Evercore ISI Jefferies
Baird BMO Capital Markets KeyBanc Capital Markets Needham & Company Stifel William Blair

*In alphabetical order.

The date of this prospectus is September 18, 2025
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We Brands on Global
Ecommerce Marketplaces.

Proprietary technology + Al. On-demand expertise.
Global growth unlocked.
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@ Gilobal Offices
QO Distribution Centers

2024 Revenues Ecommerce 2024 Net Revenue Patents and
Data Points’ Retention Rate%? Patents Pending’

2024 Revenues Related 2024 Adj. EBITDA?® Global Marketplaces'  Brands'
to Brands > 5 years

1. As of July 31,2025.

2. For the definition and how we calculate Net Revenue Retention Rate, see the sections titled “Management’s Discussion and Analysis of Financial Condition and Results of Operations - Key
Business Metric and Non-GAAP Financial Measure.”

3. Adjusted EBITDA is a non-GAAP financial measure. For additional information about our non-GAAP financial measure, including reconciliations of the non-GAAP financial measure to the
most directly comparable financial measure stated in accordance with GAAP, see the section titled below “Management’s Discussion and Analysis of Financial Condition and Results of
Operations - Key business Metric and Non-GaAAP financial Measure.”
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power of
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HERBS SAKURA

If | had a do-over, | would
have moved Sakura to
Pattern 2 years before | did.”

Our partnership with
Patternis so important. It’s
driven so much growth.”

Kyle Bliffert, Julia Reed,

HOST DEFENSE' @) pura

We'’re seeing month-over- With Pattern’s strategic

month growth, with more to
come. I'm so optimistic about
our ability to stand up to the
competition.”

Casey Mullen,

partnership, we
transformed our
ecommerce presence and
set the stage for even
bigger growth."

Chad DeSpain,
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Shared values.
Shared

Because business is a team sport.

Data
fanatics

Capitalizing on data patterns
always has been, and always will
be, at the heart of what we do.

Partner
obsessed

We succeed only when our
brand partners succeed. Period.

Team of
doers

We have a bias for action. We are
accountable, responsible, and do
what we say we'll do.

Game
changers

We are nimble, intrepid problem
solvers who challenge the status quo.
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Through and including October 13, 2025 (the 25™ day after the date of this prospectus), all dealers effecting transactions in these securities,
whether or not participating in this offering, may be required to deliver a prospectus. This is in addition to the dealers’ obligation to deliver a
prospectus when acting as underwriters and with respect to their unsold allotments or subscriptions.

Neither we, the selling stockholders nor any of the underwriters have authorized anyone to provide any information or make any representations other
than those contained in this prospectus or in any free writing prospectus we have prepared. We, the selling stockholders and the underwriters take no
responsibility for and can provide no assurance as to the reliability of, any other information that others may give you. We and the selling stockholders are
offering to sell, and seeking offers to buy, shares of our Series A common stock only in jurisdictions where offers and sales are permitted. The information
contained in this prospectus is accurate only as of the date of this prospectus, regardless of the time of delivery of this prospectus or of any sale of our
Series A common stock. Our business, financial condition, results of operations, and prospects may have changed since that date.

For investors outside of the United States: Neither we, the selling stockholders nor any of the underwriters have done anything that would permit this
offering or possession or distribution of this prospectus in any jurisdiction where action for that purpose is required, other than in the United States. Persons
outside of the United States who come into possession of this prospectus must inform themselves about, and observe any restrictions relating to, the
offering of the shares of our Series A common stock and the distribution of this prospectus outside of the United States.
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A letter from
our founders,

Melanie Alder
and Dave Wright

The Early Days

Over 12 years ago, Mel and | met for lunch to explore what would eventually become Pattern
(originally iServe). | told her about my cousin, who had grown her girls’ hairbow brand
exclusively through digital marketplaces to nearly $2 million in revenue. We had no interest—
nor particular talent—for building our own brand, but my background in data and technology
left me fascinated by the sheer volume of consumer behavior data available.

Then came the breakthrough. We realized the entire digital marketplace could be distilled into
a simple formula:

Revenue = Traffic x Conversion x Price x Availability

Suddenly, success wasn’'t a mystery—it was measurable, and once measurable, it was
improvable. Every lever in that equation—traffic, conversion, price, availability—contained
hundreds of microlevers hidden in the data that could be surfaced and optimized through
machine learning and data science. By modeling those microlevers and acting on them at
scale, we saw the potential to change outcomes in ways that weren'’t previously possible.
From that moment, we were hooked. We knew we could build tools to help other brands
achieve the same, or even greater, results.

And here’s the thing—Mel and | are uniquely wired to focus obsessively on one thing. We've
both logged an embarrassing 5,000+ hours on Civilization VI (the greatest game ever made,
in our humble opinion). We play head-to-head, and yes—Mel has the lead...for now. If sheer
fixation were a superpower, we'd be unstoppable. So when we discovered the formula, solving
digital commerce instantly became our new video game.

PTRN FOUNDERLETTER
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For the first two years, | kept my day job, working evenings and weekends on Pattern, while Mel
poured countless hours into laying its foundation. I'll never forget the call from her one afternoon:
five pallets of product had just been delivered—to her driveway. She wasn’t quite sure how she
was going to get them in and out of her house, given the stairs leading up to her garage door.

| drove over to help, and for the next hour we broke down pallets, hauling products up and
down those stairs so Mel could process the orders. By the time we caught our breath, we both
agreed—it was definitely time to upgrade our “facility.”

Today, that “facility” looks a little different. Pattern now has more than 2,100 team members
across 24 global locations, including 8 dedicated distribution centers. From a driveway
operation to a truly global footprint—we've come a long way. And we're deeply convinced
we're just getting started.

The Insights That Shaped Pattern

Looking back, we recognize there were some key insights we picked up along the way.
Insight #1 - The Executive Dilemma: Limited Teams, Unlimited Demands

In the early days, we often heard brand executives frustrated that their ecormmerce teams
weren’t performing as expected. Our research shows why: 70% of brands have ecommerce
teams of 10 people or fewer. With the formula—Revenue = Traffic x Conversion x Price *
Availability— each lever is influenced by hundreds of microlevers, from keywords and content
to pricing and inventory. Managing all of that with such small teams is nearly impossible.

We first thought we had the answers—until we sat with these teams. Many were excellent in
one area, sometimes building $100M+ brands by excelling on a single lever. But the challenge
wasn't talent; it was scale. Few brands had the resources to manage the full equation across
every channel and geography.

We believed there had to be a better way: a technology-powered platform using machine
learning, natural language processing, and data science to optimize these microlevers at scale
and at a cost structure no brand could achieve alone. Back then, we didn’t call it Al—today,
everyone thinks of Al quite narrowly, but in truth, we've been doing Al for a very long time. By
bringing many brands together to create scale they could never reach individually, value is
created for all of them collectively. It's what we came to call the Executive Dilemmma—and the
problem Pattern was built to solve.

Insight #2 — Brand Partner Obsession: Our North Star

When we first created our company values, we rejected anything that felt aspirational. We
didn't want lofty statements about what we hoped to become—we wanted values that
reflected who we already were. Out of that process came our first value: Partner Obsession.

Brand Partner Obsession isn't just a value—it’s the principle that shapes everything we do and
the decisions we make. It drives our hiring, our business model, our global expansion, and our
financial strategy. It means trust before requiring trust, leaning in beyond what feels “fair,” and
believing it will be returned. Those reading this section will know that operating this way—as a
life principle—rarely fails to generate good karma.

Mel and | often reflect on how much our partners have shaped our trajectory—both personally
and professionally. Their success is our success, and brand partner obsession remains our
North Star.

https://www.sec.gov/Archives/edgar/data/1811935/000162828025042213/pattern-424b4.htm
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Insight #3 - Vectors of Friction: Speed, Cost, and Convenience

Early on, we developed a lens we call the Vectors of Friction—a way to test whether an
idea is truly worth pursuing. The question: does it eliminate friction in one of three areas—
speed, cost, or convenience? If it does, and it’s executed well, the chances of success rise
dramatically.

Take Little Caesars as an example of the speed vector. Their “Hot-N-Ready” model added
billions in value by removing the wait.

At Pattern, we've worked to weave in all three components. That's why we've built our model
as Outcome as a Service. Instead of charging fees or selling tools, we buy inventory up front
and take responsibility for delivering profitable sales across agreed upon marketplaces

and geographies. In practice, that means we write our partners a check rather than ask for
one—removing friction, aligning incentives, and delivering the outcome that matters most:
accelerated ecommerce growth.

From the start, reducing friction has been core to our model. As we scale, technology,
machine learning, and logistics give us cost advantages competitors can't easily replicate. In
the rapidly growing $2.4T+ ecommerce marketplace landscape, we believe the opportunity
lies in the long-term compounding effect of margin dollars and free cash flow rather than
solely margin percentage; this compounding effect will flow to the most innovative, partner-
obsessed value creators.

Insight #4 — Business is a Team Sport: The Engine Behind Everything

Extraordinary companies aren’t built by CEOs or executive teams—they are built by
exceptional teams (even if the execs keep practicing their “we did it” victory laps). Smaller
companies can thrive for a time on the genius of a few. At scale, though, the only true driver is
the collective strength of the team. This principle is the engine that powers everything we do:
partner obsession, reducing friction, cost to serve—it all depends on the team.

We've come to believe business is the ultimate team sport, largely because of the sheer size
of the teams involved—and | say that as someone with little athletic experience. Athletic
teams have a handful of players; businesses scale to thousands tackling global opportunities.
In sports, a few stars can dominate; in business, success depends on the strength of the
whole team. Pattern would have long since faded without the remarkable team that built this
company.

Every company tends to say, “We hire the best.” Statistically, that can't be true. Most firms
have an overconfident belief in their interview “read” of people. Unstructured interviews—the
free-form kind most of us default to—are weak predictors of job performance. Every great
company has to eventually defy this inertia deliberately, with a differentiated approach to
building teams.

Hiring great people is only the start—helping them stay and thrive is the real differentiator.
Before joining Pattern, our employees averaged 37 months at previous jobs. According to our
(admittedly nerdy) cohort survivorship model, expected tenure for us is 59 months. That's
nearly two additional years compared to their past average, and those extra years matter: by
then, knowledge and relationships compound into stronger results. Retaining great people
requires many things, and we're always iterating.

What makes people stay longer? Nearly everyone truly loves hard problems, speed,
innovation, autonomy, and teamwork. These are the things that energize high performers and
keep them engaged. But balance is different. For many overachievers, balance doesn't come

PTRN FOUNDERLETTER
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naturally—it has to be supported, even driven, at the corporate level. Without it, even the
most committed people eventually reach for change.

Work-life balance isn't just good for people—we believe it’s strategic for companies. A high
performer, working 60+ hours per week, when asked about job satisfaction, will often say,

“Amazing, | love it.” But beneath that response, there’s a natural pull toward balance—time with
family, health, or simply space to breathe. When that pullis left unmet, people begin looking
for change. To anyone reading this who's in that spot—working hard, probably loving the work,
but missing the other part of yourself—give us a call. You can have both, and thrive in all the
important aspects of life.

Long-Term Vision & Opportunity

Two of the most powerful macro tailwinds in the world today are the rise of Al and the
continued global shift to ecommerce. Pattern sits at the intersection of both.

Execution is what brings these combined bets on Al and ecommerce to life. Our cost-to-serve
advantage and reinvestment in technology create a flywheel where growth makes us more
attractive to brands, further strengthening our moat and expanding our reach. Tech + Al,
ecommerce, and execution at scale converge in Pattern.

Macro Tailwind: Artificial Intelligence and the Data Moat

Artificial intelligence is reshaping industries at an unprecedented pace. As traditional barriers
weaken, data becomes the differentiator that defines long-term winners. Companies with
scale, proprietary datasets, and IP will build moats that compound over time.

Patternis positioned squarely in this trend. Our platform is fueled by more than 46T customer
journey data points—spanning search, pricing, content, logistics, and consumer behavior—
compounding daily to strengthen our models. With 29 patents (issued or pending), a
technology team of more than 400 people, and ongoing investment in Al automation, natural
language processing, data science, and our technology platform, we are not only building one
of the strongest data-driven moats in ecommerce—we are among an elite group leading the
future of ecommerce Al.

Macro Tailwind: Ecommerce and Marketplaces

Ecommerce remains one of the strongest growth drivers in the global economy. Currently,
22% of global goods—representing approximately $4T annually—are purchased online, and
that share continues to rise. Within global ecommerce, marketplaces now account for roughly
58% of total revenue and are gaining share because they deliver on what consumers value
most—selection, price, and convenience.

We believe this dual exposure—rising ecommerce overall and the outsized growth of
marketplaces—positions Pattern to capture a disproportionate share of the digital commerce
opportunity.
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Investor Summary

At Pattern, these macro forces converge—Al, ecommerce, and execution at scale with cost-
to-serve advantages. Together, they create a platform advantage that compounds over time
and a category-leading position in a multi-trillion-dollar global ecommerce market. We believe
this represents one of the most compelling investment opportunities in the market today.

Thank You!

We are deeply grateful to everyone who has built Pattern alongside us over the past 12 years.
We are also tremendously grateful for our many partner brands for your trust and insights—
thank you! We take immense pride in what we have accomplished together, but we firmly
believe the best is yet to come.

We're just getting started.

Dave Wright & Melanie Alder

Ore B A QO

PTRN FOUNDERLETTER
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PROSPECTUS SUMMARY

This summary highlights selected information that is presented in greater detail elsewhere in this prospectus. This summary does not
contain all of the information you should consider before investing in our Series A common stock. You should read this entire prospectus
carefully, including the sections titled “Risk Factors” and “Management s Discussion and Analysis of Financial Condition and Results
of Operations” and our consolidated financial statements and the related notes included elsewhere in this prospectus, before making an

investment decision. Unless the context otherwise requires, the terms “Pattern,” the “Company,” “we,” “us” and “our” in this
prospectus refer to Pattern Group Inc., and its consolidated subsidiaries.

Overview

At Pattern, we are on a mission to help brands accelerate profitable growth on global ecommerce marketplaces. Today, our
proprietary technology and on-demand experts operate across more than 60 marketplaces to increase product sales to consumers in more
than 100 countries. Utilizing more than 46 trillion data points and sophisticated machine learning and artificial intelligence (“Al”)
models, we strive to optimize and automate key levers of ecommerce growth, including advertising, content creation and management,
pricing, forecasting and customer service. The result is a powerful platform that allows brands to navigate the complexity of operating on
global ecommerce marketplaces at scale.

The Ecommerce Opportunity is Massive

The approximately $4 trillion global ecommerce market is forecasted to grow at a compound annual growth rate (“CAGR”) of 9.5%
from 2025 to 2029, representing more than $490 billion of annual growth.! Consumers are increasingly shopping online and, as a result,
U.S. ecommerce sales are expected to grow more than five times as fast as all other U.S. non-ecommerce sales over this span.! Not only
is global ecommerce expanding, it is also becoming a larger share of retail, increasing from 10% of retail sales in 2016 to a projected
27% by 2029, with each 1% shift from brick-and-mortar to ecommerce representing over $140 billion in retail value.! Within global
ecommerce, marketplaces? commanded 58% of total revenue in 2024' and, in the United States, grew over 1.5 times as fast as direct-to-
consumer (“D2C”) channels in 2024

Ecommerce Market Size for Retail Goods

($BN)
% of total
retailsales  19% 20% 21% 22% 23% 24% 25% 26% 27%
$6,499
$5,947
$5,432
s $4,956
4,515
4167
$3,857 $416
$3370 $3,583
46% 44% 43%
54% 56% 57%
2021 2022 2023 2024 2025 2026 2027 2028 2029

B Marketplace B Other ecommerce M Total

* Euromonitor International Passport: Retail, 2025 edition, USS$, fixed 2024 exchange rate, current terms.

! Euromonitor International Passport: Retail, 2025 edition, USS$, fixed 2024 exchange rate, current terms.

Refers to a website or application that connects buyers and sellers to trade goods and services, including but not limited to Amazon, Alibaba, eBay, Etsy, Mercado
Libre and Walmart.

3 Factset, Ecommerce Intelligence (ID # FI3435US) (Accessed on July 28, 2025).
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Ecommerce is Simple for Consumers but Complex for Brands

For consumers, it is increasingly easy to shop online and have products show up at their doors within days or even hours. For
brands, the shift to ecommerce has created new opportunities to grow. However, in making shopping easier for consumers, much of the
complexity has shifted to brands. Brick-and-mortar retailers offer finite shelf space, relatively stable pricing and more straightforward
advertising and fulfillment processes. Conversely, ecommerce marketplaces leverage algorithms for product discovery and real-time
pricing, offer unconstrained shelf space that dynamically updates and necessitates always-on advertising to drive product visibility. The
stakes are heightened by the “winner-takes-most” nature of the ecommerce marketplace ecosystem where products on the first page get
at least 80% of clicks, while the top three listings on the first page get at least 60% of clicks.* Moreover, marketplaces present complex
and expensive warehousing, packaging and shipping challenges for brands to meet consumer expectations of same day or next-day
delivery. Most brands lack the resources, scale and capabilities needed to grow their ecommerce business profitably on their own. As a
result, they stand to benefit from a comprehensive solution.

Pattern is the Solution

We have spent more than a decade obsessing over how to make managing ecommerce easier for consumer brands so that they can
focus on what they do best: creating products that customers want to buy. Pattern’s platform sits as a thin layer between brands,
marketplaces and consumers.

( & BRANDS

/ﬁ 4 pattern

/ & BRICK&MORTAR \ ——= [ Ecommerce AccelerationPlatform  smm—
78% of Global Retail Sales TECHNOLOGY / ONDEMAND EXPERTISE

Walmart >}
@ GLOBALECOMMERCE
22% of Global Retail Sales | $4T Global Ecommerce Market

dJ' TikTok Shop X3 TrAwcon

TRAFFIC CONVERSION PRICE AVAILABILITY

\ ) —=  Revenue =

l L

( 2\ GLOBAL CONSUMERS \
EZ930©@e0 0 03002220 %
£ Qw0 - wO2S«wZT@F

* Euromonitor International Passport: Retail. 2025 edition, USS$, fixed 2024 exchange rate, current terms.

The diagram above shows Pattern’s position in the ecommerce landscape. Pattern is a third-party seller and works with brands to sell their products on global
marketplaces to reach consumers worldwide. The flags of nations represented under “Global Consumers” represent the global marketplace of consumers
generally.

Our patented technology and on-demand experts function as the “easy button” for brands as they navigate the complex ecosystem of
marketplaces, regions, languages, regulatory environments, technology point-solutions and agencies. We believe that, over time, brands
will have an increasingly difficult time managing all of this on their own, and Pattern will become an even more compelling solution to
the complexities of scaling and accelerating within global ecommerce.

The marketplaces on which we operate benefit from both the more positive consumer experience we offer, as well as the accelerated
consumer sales growth that our platform enables. Given our reputation for positive consumer

4 JungleScout, Amazon Product Ranking: How to Rank Page One on Amazon — May 2024, https.://www.junglescout.com/resources/articles/amazon-product-ranking/.

https://www.sec.gov/Archives/edgar/data/1811935/000162828025042213/pattern-424b4.htm 19/243



9/22/25, 9:21 AM Document
Table of Contents

experience and breadth of product selection, we receive inbound requests from marketplaces interested in working with Pattern as they
expand their third-party offerings.

Our Business Model

We believe that one of the best ways to monetize our technology and expertise is by purchasing products from our brand partners’
and selling those products to consumers on global marketplaces. We generate the substantial majority of our revenue from consumer
product sales on global ecommerce marketplaces. This model results in a more seamless, low-friction relationship that is familiar to our
brand partners and allows Pattern maximum control over the customer experience, including content, pricing, logistics and customer
service. In our experience, this business model aligns Pattern’s and our brand partners’ incentives toward maximizing growth.
Importantly, transacting directly with consumers also allows us to accumulate comprehensive marketplace data, perform real-time testing
and build more powerful predictive models. As a result of the advantages of our platform and business model, our revenue growth
outpaced the growth of the ecommerce segment by a multiple of 5.9x over the last four years.

How We Do What We Do

As the pioneer of ecommerce acceleration, Pattern defines what it means to be an ecommerce accelerator: a platform that combines
proprietary technology and on-demand expertise. Given the complexities that consumer brands face in scaling and accelerating global
ecommerce, we have organized our platform around a simple and intuitive formula, which we call the ecommerce equation:

@ = O (@l

TRAFFIC X CONVERSION X PRICE X AVAILABILITY

Revenue =

REPEAT FOR CUSTOMER LIFETIME VALUE

We have built a powerful ecommerce acceleration platform (“EXP,” or “our technology”) which is powered by Al and machine
learning to execute thousands of optimizations daily and drive this equation across tens of thousands of products on marketplaces around
the world. These optimizations include automated adjustments and recommendations powered by a massive flow of ecommerce data. We
have gathered more than 46 trillion data points to date comprised of keyword, shipping, advertising, sales, market share, click, social,
conversion, customer service and other data, a figure which grows by more than 100 billion data points each week on average.

Today, our software, with a combined total of 29 issued patents and patents pending, is supported by approximately 400 software
engineers, data scientists and other technology professionals who are dedicated to enhancing and innovating upon our technology to
further increase our capabilities. We believe our data and technology provide a competitive advantage and will continue to differentiate
our platform from alternative solutions.

We believe ecommerce complexity cannot currently be solved without the right combination of sophisticated technology and on-
demand expertise, and that it is unlikely to be solved in the near future by technology alone. We have a team that offers differentiated,
comprehensive, on-demand expertise and capabilities across marketplace management, marketing, fulfillment and brand protection on a
global basis. Our brand partners trust our industry experts with everything from day-to-day ad campaign management and creative
execution to strategic decisions, such as what product categories have the most potential or which global markets to enter. Our
operational experts also help brand partners access our worldwide fulfillment network, utilizing our proprietary Warehouse Management
System (“WMS”) to deliver efficient and scalable volume to marketplaces and, in some cases, directly to consumers across the globe.
Leveraging our technology, our in-house industry experts deliver data-driven outcomes efficiently across all aspects of the ecommerce
equation. Today, we sell tens of thousands of products

s We define brand partners as the consumer packaged goods companies with whom we contract.
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from more than 200 brands across different industries and geographies including the Americas, Europe, Australia and Asia. Our current
brand partners’ industry presence includes health and wellness, beauty and personal care, home and lifestyle, pet, sports and outdoors and
consumer electronics.

Our Results

We have developed and maintained, and continue to develop and maintain, strong and long-lasting brand partner relationships. For
the year ended December 31, 2024, approximately 87% of our revenue was attributable to brand partners that have been with Pattern for
more than twelve months, whom we refer to as existing brand partners. More than 48% of our revenue was attributable to brand partners
that have been with Pattern for more than five years. For the year ended December 31, 2024, our Net Revenue Retention Rate (“NRR”),
which measures revenue attributable to existing brand partners across comparable periods, was 116%. See the section titled
“Management’s Discussion and Analysis of Financial Condition and Results of Operations—Key Business Metric and Non-GAAP
Financial Measure” for information on how we define and calculate NRR.

We believe that we benefit from a powerful flywheel effect supporting our growth at scale: the more data we collect, the more
accurate our insights become and the faster we accelerate brand partners. As our brand partners grow and we attract new brand partners,
the more efficient our operations become and the more we can invest in technology. We use our technology and data advantage to
identify high-potential new brand partners and leverage a targeted, efficient go-to market approach to bring them onto our platform,
further fueling our flywheel. At the same time, our average cost to serve our brand partners globally as a percentage of revenue has
decreased over the past three years. As we continue to scale, we expect continued improvement, and we plan to share these savings with
our brand partners while we continue to invest in our platform.

In the year ended December 31, 2024, we generated revenue of $1,796 million, which represents a CAGR of 35% over the last two
years. During the same period, our net income increased $71 million from ($3) million to $68 million. Our Adjusted EBITDA during
2024 was $101 million, which represents a CAGR of 138% over the last two years.

Revenue NetIncome Adj.EBITDA
($MM) $1796 ($MM) ($MM) $101
$1,366
$68 $65
$991
$41
. =
- ]
($3)

2022 2023 2024 2022 2023 2024 2022 2023 2024

For the six months ended June 30, 2025, we generated revenue of $1,139 million, representing a 35% increase from $841 million for
the six months ended June 30, 2024. During the same period, our net income increased 31%, from $35 million to $47 million, and our
Adjusted EBITDA increased 33%, from $52 million to $69 million.

Adjusted EBITDA is a non-GAAP financial measure. For additional information about our non-GAAP financial measure, including
reconciliations of the non-GAAP financial measure to the most directly comparable financial measure stated in accordance with GAAP,
see the section titled below “Management’s Discussion and Analysis of Financial Condition and Results of Operations—Key Business
Metric and Non-GAAP Financial Measure.”
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Challenges that Brands Experience

Effectively selling across global marketplaces is extremely complex and requires brands to master an array of variables, including

traffic generation, demand capture, content optimization, brand consistency, inventory management, marketplace compliance, shipping
logistics, post-purchase engagement and international expansion.

At Pattern, we believe it is virtually impossible for brands to optimize each variable by themselves. These complexities apply

regardless of business model — whether they utilize 3P® or 1P7 selling strategies, brands are required to list and market their own products
on the marketplace while considering pricing and inventory levels.

With these complexities and opaque marketplace requirements, brands are presented with five key challenges:

Challenge #1: Growing profitably. Achieving profitable growth online <ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>