UNITED STATES

SECURITIES AND EXCHANGE COMMISSION
Washington, D.C. 20549

FORM 6-K
Report of Foreign Private Issuer

Pursuant to Rule 13a-16 or 15d-16
under the Securities Exchange Act of 1934

For the month of June 2026

Commission File Number: 000-51694

Perion Network Ltd.

(Translation of registrant’s name into English)
2 Leonardo Da Vinci Street, 24th Floor
Tel Aviv, Israel 6473309
(Address of principal executive offices)

Indicate by check mark whether the registrant files or will file annual reports under cover of Form 20-F or Form 40-F.

Form 20-F Form 40-F OJ




Explanatory Note

On June 29, 2026, Perion Network Ltd. (the “Registrant”) published an updated investors presentation on its website, a copy of which is furnished as Exhibit 99.1 to this Report of Foreign Private Issuer on Form 6-K and incorporated
herein by reference.

This Report of Foreign Private Issuer on Form 6-K and the information incorporated herein by reference, including the exhibit attached hereto, are incorporated by reference into the Registrant’s Registration Statements on Form S-8



file:///C:/Users/edgar4/AppData/Local/Temp/PROfile/mniv3uhx.qji/expand/content/exhibit_99-1.htm
https://www.sec.gov/Archives/edgar/data/1338940/000117891322000172/zk2227083.htm
https://www.sec.gov/Archives/edgar/data/1338940/000117891322003160/zk2228339.htm
https://www.sec.gov/Archives/edgar/data/1338940/000117891323002314/zk2329922.htm
https://www.sec.gov/Archives/edgar/data/1338940/000117891324001553/zk2431379.htm
https://www.sec.gov/Archives/edgar/data/1338940/000117891324003311/zk2432141.htm
https://www.sec.gov/Archives/edgar/data/1338940/000117891324004033/zk2432485.htm
https://www.sec.gov/Archives/edgar/data/1338940/000117891325001889/zk2533221.htm
https://www.sec.gov/Archives/edgar/data/1338940/000117891326002112/zk2635071.htm

Signature
Pursuant to the requirements of the Securities Exchange Act of 1934, the Registrant has duly caused this report to be signed on its behalf by the undersigned, thereunto duly authorized.

PERION NETWORK LTD.

By: /s/ Elad Tzubery
Name: Elad Tzubery
Title: Chief Financial Officer

Date: June 29, 2026




@5 PERION

Investor
Presentation

June 2026




Forward Looking Statements

of Perion with res

U ual r

ol UG
@ quarterh

iation and i I E L E [loss) B Il 4 pansaes, ratantion ar
. d . o . s




Perion at a Glance
NASDAQ (PERI)

@\ @-C:) FY2025

$293M Met cash S142M returned to $439.9M 2026 Guidance:

as of Mar. 31, 2026 Shareholders through o Revenue
share repurchase program® Contribution ex-TAC! $215M - $235M2 | +11% YoY
P e $203.4M
Contribution ex-TAC! Adjusted EBITDA’ S50M -S54M | v voy
$45.2M -
‘:’(5%. @ Ad]usted EBITDA Ad]. EBITDA/CoONt. ex-TAC? 23%
618 Employees 40+ Operates in $40.2M
worldwide as of Mar. countries worldwide Adjusted Free cash Flow!
31, 2026

2028 Growth Targets

20%+ 28%+

Pefion One Pro-Forma® 3-YR Contribution Ex-TAC Adj. EBIT

CAGR (From

So¢ glasany ot the appondi i this presantation

1 Cantritution cx-TAC [Resonae axchiding Frafie Acquikition Costs and medhabay), Adising

@8 Foccosn row o EITDA are narHEAAR Mossnes. Son reconciiotion of GAAP ta non- 3 Cokwiried ot Cantribubion ex-TAC and Adjusted EBTDA guidance midpoint.
‘. GAAP megsures af she gppendx io this prosoniodaon, 4 Sinoe inffation o5 of March 31, 2025 Tata qushaniod progrovm of S300 mikan.
Ihmpies o evenue monge of § 450 - 450 millan 5 A farmia numbers Sxckick soonch and alscontnucd Aegary.

5 Adfusidog ERITDA do Condnbution cx-TAC.




is an Advanced
Technology Company Redefining

Digital Advertising Through




Marketers are navigating
o fragmented universe of
screens, creative formats,
and placements, trying to
connect the dots and drive
business results.

Advertiser

Pinterest




Our unified multi-channel platform that plans, activates,
optimizes, and measures advertising across CTV, DOOH,
Retail Media, Social, and the Open Web.

The proprietary Al agent at the core of Perion One,
continuously optimizing advertiser outcomes across
channels and walled gardens in real time.

gmz- u';mnq);lmd\t:tm [prosontotisn
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Serving 52 out of the Fortune 100 Companies

=

17of the 19largest
Consumer & Retall
companies

l:&ll
4 of the 4 largest

Telecommunications
companies

2ofthe 3 largest
Alrline companies

v

6 of the 16 largest
Insurance companies

Across Key Industry Verticals

R

5 of theB largest
Pharmaceutical
companies

T
1@

4 of the 11 largest
Financial companies

6 of thel0 largest
Technology & Media
companies

e=2

Tof the 3 largest
Automotive
compdanies
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Clear Strategy

Perion One Platform
established as an Al execution
platform for marketers.

&3

Operational Readiness
Restructured the organization
for foster execution and cost
optimization

&

From Vision to Execution:
What We Built in Year One

@

Al-Driven Execution
Introduced Cutmax, our Al-agent,
available on Tiktok, Youtube,
Meta and more. Al is integrated
inour internal processes &
customer solutions.

A

Financial Momentum
Outrmax spend scaling rapidly,
growth engines continue to
acoelerate, Perion One spend
growing Yo, Positive cash flow
and adjusted free cash flow.

o

Growth Engines Accelerated
High double-digit growth across
CTV, DOOH, and Retail - ocutpacing
the market by more than 2x

P

Successful M&A

Highly successful acquisition
and integration of Hivestack
and Greenbids.

&

Ecosystem partnerships
Retail media, data integrations,
and internaticnal partnerships,
to accelerate adoption, reach,
and channel coverage.

A
1@

Capital Return

$200M Share Repurchase plan
authorized; $142 20 executed.
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Every Channel




The Performance OS for Modern Marketers

Advertiser

< s
@o PERION One

Al execution layer
4
[ Outmoax Al Agent 1
=111

II'G'.I Multiple Audience Data and Measurement integrations including Perion owned SORT

1 Multiple Open Web DSPs
== CTV - Display - Web

@-_,' Multiple Open Web 55Ps

CTV - Display - Web M DOOH DSP [ SSP

pDOOH - Perion-owned

DSP DSP DSP
n YouTube Sf.' TikTok x Meta

:I Farion-Ownad Opan acosydam - unlmiled comnacians

&




Perion One

Our intelligent Al infrastructure powers

CREATIVES DEEP DIVE
continuously optimizing in real time.
xRy el (AT

DELIVERY AND ENGAGEMENT
v Unified Campuaign Orchestration e e
$157,530 1,358,025
v Intelligent Insights In Real-Time nes naszc
v Creative Discovery & Innovation

V' Results That Matter




The intelligent

inside Perion One that
optimizes outcomes
across channels and
walled gardens.

NETFLIX

2 YouTube




From Impression to Outcome:
Al Optimizing in Real Time

The algorithm continuously identifies and prioritizes
top-performing audience and inventory suk
real time.

P

— including de
format — 2

Tablet b il ; Each unigue combination generat
- $onemia . performance data, as inventory and audiel
ments ngly granular.

1 and

performance.
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With Flexible Activations &
Integrations with Leading Partners

%:,qutlf, wn M theTradeDesk’ nexxsn deepintent*

axandr Basis VIANT.

Adelphic DSP

@ PERION

B PubMatic "bpenx

Ad Ad Dynamic FPublisher SORT®
Builder Server Creative Flatform Audience

Targeting ge MGSH“E

KANTAR @R Epsilon’ Adelaide

CATALINA niclsen  @NcSolutions IAS System1 00O SCOPE3

OAP - Diaha rmand Aordorm
.\ Soo giassany at the appendy & this presantatisn
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Perion’s Supply Path partners:

Ensuring Brands Appear In The Right Context!

BEAE TIME
GAMMNETT IHUFFPOSTI
MNasdaq OB
[Frisuné] Newsweek
2/ minute media

unna

STATIC FORTUNE

BUSIMESS SINCLAIR
INSIDER M i b

CAN max e [JE28.

v
peacocki  NETFLIX

tru® @ @ 2B YouTube

NEWS

oIt
atrorm
m M n?u}\lm;.]l

¢ | adams
lyh media
brandedcities
CAPTIVATE
®% Clear Channel
'TCDecau:

Z0
oM @

(=ES

iHaart

MEDLA

(itsiriusim)

FIREFLY
Grocery TV

OUTFRONT/




Every Touchpoint.

Checks upcoming week's Puts on streaming radio Drives to Work

weather onher phone to get ready for the day
Rebecca’s
Journey
Researches healtthy Puts on o Pedeast Opens work emails
dinner meals & opens an article

sent to her

® Awareness
Consideration

® Sales
Relaxes & watches Browses favorite Heads to site to
last night's Real entertainment / finalize cart before
Housawives fashion sites for in deals run out
% episode onCTV style winter shoes

e




Turning
Personalized

Stories into

When the!
rouds.get
tough,

A weather-aligned
reminder during a snowy

morning commute.
g shouldn’t.

CARVIEW com

A family-friendly ¥ £ € orocory s

- = & Basketball
commercial while she's il - TS T proctice.
winding down at the end / i | CARVIEW...
of the day. :

The location-driven push
she needs while she's out
on the town.

"




Personalized Experiences
For Brand &

Consumer Moment

Weather Aligned
Messaging &CTAs

Local Offers &
Nearby Lecations

Daytime & Location
Messaging

Weather Triggered
Product Promotion




Full spectrum of high-impact, adaptable

formats - engineered to balance performance,
cale, and creative innovation.

=
sSC

TOM CRUISE

Control all you
in omne unified plat

=

Adhesion Social Display ——
Inline - Interstitial Enhanced &
(Expandabile Or Performance Standard
Non-Expandable)

IHURFPOSTI Peog C FORTUNE




Own every CTV "NCltGhiﬁg moment.

it
N :1 - -

15 HERE!

o EEE——m

DIRECTV

Commercial Break Stay Live Pause Screen




> YouTube

Drives scale and engagement with hyper-targeted,
animated storytelling experiences.

Sponsored = Vit Colorass




L AALAR @ ClearChannel C5)|adams cAPTIVATE

lytmedia FIREFLY OUTFRONT/ brandedcities

It’s the perfect day to
get outside and grill!

Impactful experiences

that reach your audience
while they're on the go.




Organic Growth
Land & Expand model
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Outmax Land and Expand - Spend, Geos & Channels
$50K to $20M spend in 24 months

3400 YouTube -
+ Meta S * Performance drives trust, trust drives scale.
$20M L From a $50K YouTube test to $20M cross
330M Pt channelin under 3 years, earned through

= measurable results at every stage.

* Organic budgetgrowth. Expansion driven by
Al-delivered outcomes exceeding benchmarks,
not saoles pressure.

YouTube

= $4.5M

YouTube

100 S$50K ;
+ Repeatable pattern. Test — prove — expand is
how Perion One grows wallet share across the
$0 - entarprise base.

2023 2024 2025
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DOOH Fullstack Land and Expand
200 Euro — 506k Euro Spend a month in 90 days

Dec 2025 .
Spend: * Platform adoption accelerates revenue.
Spend EURE 506,078 €200 tGCEDUKlfl:rnrthinElDduys after
integrating Perion's DOOH Player as the
BO0k publishers operating systerm.
500k Implementation 0 * Repeatable across formats. Not an
A00k of DOOH Player i isolated win = the same Ferion One
execution model works across digital and
300k physical environments.
200k - « Bilateral stickiness. The platform that
100k scales advertiser spend also scales
0 publisher monetization, building network
Jun Jul Aug Sep Oct MNowv Dec effects on both sides.

2025 2025 2025 2025 2025 2025 2025 2025




Organic Growth

Partnerships




PERION

amazon ads
N’

Amazon DSP
New Partnership

This partnership brings together Perion’s unigue
creative capabilities and premium inventory with
Amazons exclusive audience data.

+ New Premium Demand Channel: Commerce
brands using Amazon as their DSP can now
access Perion’s solutions

+ Clear differentiation: Pairs Perion’'s Al-driven
creative and premium inventory with Amaozon's
unique audiences and measurement

+  Growth signal: Strengthens Perion’s platform
reach and long-term programmatic revenue
potential




PERION

Walmart
Connect

Walmart Connect
New Partnership

Combining Walmart Connect's powerful
omnichannel media solutions with Perion’'s Al-driven
creative and performance capabilities empowers
advertisers to:

s Help reach shoppers more effectively
through emnichannel touchpoints

+ Connect media exposure to actual sales
with closed-loop measurement

+ Better personalize campaigns at scale
through advanced optimization




PERION

Mastercard
New Partnership

Mastercard Services data is now integrated into the
Perion platform across Europe and the U.S

+ Advertisers can now activate aggregated
purchase insights based on real consumer
spend data directly within the platform

*» Makes it easier than ever to reach high-intent
audiences across key industries and drive
measurable impact

+ Transaction data is aggregated & anonymized
- no Pll, with independent third-party
anonymization




PERION

BestBuy Canada
New Partnership

Best Buy Canada has selected Perion as its end-to-
end technology partner to power and monetize its
programmatic in-store digital signage network,
creating one of the largest S5P-enabled DOOH media
networks in the Canadian market.

s Extends Perion's retail media footprint by
transitioning Best Buy Canadd’s in-store
screens to o programmuatic-first model

+ Deploys Perion’s complete Ad Server, SSP, and
Header Bidding suite, deepening platform
integration and share of wallet

« Establishes a repeatable playbook for
modernizing retall media networks globally,
building more predictable, infrastructure-level
revenue stredms




Albertsons Media Collective
Exclusive Partnership

PEB’ON Expanding into a $60B Retall Media Market Growing at ~15% CAGR'

= Partnership with one of the largest grocery retdilers in the U.S.

* Integrates Albertsons’ first-party data with Perion’'s
proprietary media technology

A|bel‘t50n$ MEdia « Enables measurable, commerce-connected campaigns

c LLECTIVE aligned with market demand for ROl accountability

# Positions Perion to capture share in one of the fastest-
growing ad categories globally

Primo Case Study: 5.5% Sales Lift

Click Here to Watch the Video >

Soure abhbinatar, Ratol Meda s A1 Spandng, 2024- 2029




PERION

McSorely Media

i

MEDIAMARK

McSorely Media & Mediamark
Exclusive Partnership

Exclusive Al Advertising Partnership Across Africa to drive growth.

New high-growth market Outmax now available across
Africa through exclusive partnership with McSorely Media
and Mediamark, addressing a programmatic market
forecast to reach $6.58 by 2029 (15.3% CAGR)

Clear differentiation: Pairs Perion's Outmoax real-time Al
optimization and programmatic DOOH with McSorely and
Mediamark's unmatched agency footprint across the
caontinent, a capability not currently available in the region

Growth signal: Creates o new recurring revenue channel
and expands Perion’s commercial footprint




Case Studies




WEBROOT

89% | 1.8% 1

CPA In 4 weeks

(Costper Acquisition) Site visitation Rate

Al Optimizations Drove Efficiencies
in CPA Week over Week

slihg ™~ swswme UIZIO

54.61

51.94

51.09
$0.53

g/25-101 10/2-10/8 10/9-10/15 10/16-10/22

[ )
e
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Bouygues Telecom Improved
Acquisition Efficiency and Reduced
Carbon Intensity with Perion Outmax

Bouygues Telecom partnered with Perion to optimize Meta campaigns
using the Outmax Al agent, improving acquisition efficiency while
reducing campaign carbon intensity through redl-time optimization

oQ Meta

-34% -51%
FTTH Acquisition Campaign Carbon
Cost Reduction Intensity

B.YOU

Juste la fibre

a seulement 23€99/mois
T—

bouygues

\¢
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C4 Energy Elevates YouTube
Performance with Perion’s Outmax

High-impact YouTube creative, combined with Qutmax’s real-time
optimization, helped C4 Energy strengthen brand awdreness, ad
recall, and view performance dcross premium YouTube inventory.

2 YouTube

4.1% 20.7% +80%

Skippable View Rate
Lift in Brand Lift in Brand (gg% higher than

Ad Recall Awdreness benchmark)

&
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Wepner's Campaign Powered by Perion’s
Outmax Improves Media Efficiency While
Reducing Environmental Impact

Leveraging Perion Outmax, Wepner delivered standout performance ocross
YouTube and Meta, driving both awareness and traffic at scale while
improving media efficiency and sustainability.

96% 97%

2 YouTube (v;:'c;rgﬁ;:l;;i:;f;zk} Viewability
% o
odbieta 0.94% +7.65%
TR Engagement Rate

IR - Click- [hraugh Rare
Lo glossary al the oppendis to this presentotion

-27%

Reduction in Carbon Intensity
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Uber's Real-Time DOOH Campaign
Drives Safety Feature Adoption
Through Cultural Relevance

Partnering with OMD, Uber leveraged Perion’s programmatic DOOH
capabilities during Mexico City's iconic Catrinas Parade to connect its
PIN Code safety feature to a culturally relevant moment. By
combining real-time DOOH activation with broader media
amplification, the campaign increased awareness, consideration,
and adoption of one of Uber's most important rider safety features.

+9% +162% +4.5pp

Increasein PIN

code usage Impressions Ad recall

Uber

Uber PIN.
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Ford's Outmax-Powered Campaign -33%
Improved Media Performance While Reduction in Carbon intensity
Reducing Environmental Impact

Leveraging Perion Outmax, Ford delivered stronger YouTube

performance while reducing the carbon footprint of its media
investment. Through Al-powered carbon-aware bidding, the campaign
improved visibility and cost efficiency.

3 YouTube
+12 points 22%
Viewability Reduction
improvements in CPM

CPM - CostPor Mic
% Soo glossary of the gppondh i this presomtation




Vaseline

How Vaseline turned live UV data into
real-time skin protection messaging
leveraging programmatic DOOH

Live UV-index data integrated directly into DOOH creative, dynamically
updating throughout the day to signal real-time exposure risk:

A clear color-coded system displayed:

= Green for low exposure
= Orange for moderate exposure
= Red for high exposure

LINDU;

M
lULIT.I\.NS‘!
Wasiung

&




A Trusted Partner of
The Most Recognized
Brands & Agencies

~
%

a—; Alibaba.com
m DIOR Reynolds &

gowpm  IFG Lﬁu PepTBoyt  MAibertsons
VER

ScottsMiradeGro  Whegyreens

@ madia Bcari.l‘!mi Il"' Bristal Myers Squibib

SAMSUNG @ lululemon OmnicomGroup h havas




2028 Targets

25%+ 20%+

Perion One pro forma' Perion One pro forma’
spand Contribution ex-TAC?
3-¥ CAGR 3-¥ CAGR
Plan Catalysts

9 o <+

Land & Expand Performance Al

Increcse customar stickiness Shift to performance Al-driven operating
with cross-channel Al-Driven advertising to capture leverage: Automation
solutions for CTV, DDOH, larger budgets, across delivary &

YouTuba, Meta & Wab. optimization.

-‘ I Fro formng numibers exciude Seorch and disconiinued legooy:
‘. 2 Conribution s 1AC and Agjusted FAT0A ore Non-GAAP MeTses 56 meooncllation of GAAP 55 Nan-GAAP IMSI=LGS Of the anperdl i this presantotian

2028 sorgats first infroducad Q4 2025: seoffirnad Qi 2026

Perion 2028: Scaling Perion One
with Profitable Growth

0,
28%
Parion Adj. EBITDA? to
Contribution ex-TAC?

£

Capital

Disciplined capital
deployment: Focused GTM
& investrment in innovation.




Perion 2028 Targets

= Perion One = Search & Legacy

$1.28
Perion One Platform Spend Surges
Perion One Spend
0.8 «  2022-2025 CAGR: 34%
+ 2025-2028 CAGR:25%+
$0.28 Search & Legacy' expected to remain stable
2022 2003 2024 2025 20268 2027E 2028E




Perion 2028 Targets

= Perion One = Search & Legacy

$1.28
Perion One Platform Spend Surges
Perion One Spend

o i o 2022-2025 CAGR: 34%
e 2025-2028 CAGR: 25%+
$0.28 search & Legacy' expected to remain stable
2022 2023 2024 2025 2026E 2027E 2028E
‘ 1t \os Soavoh and alsoontin a-margin hs octutios
!' 2 i : : gk '.1::::.1:\1:;.1.‘

See Forion Jne andspend dofintfans in Aopenaly




Perion 2028 Targets

Contribution ex-TAC?

g%chgn o »  2022-2025 CAGR: 19%
’ e « 2025-2028 CAGR 20%+
Perion One platform 2028 Contribution
' l ex-TAC reflects B5-90% of total.
2022 2023 2024 2025 2026E 2027E 2028E

e S G 19 RSN -DAA" IMSaRITeE aI Bhe SRpands o 1N De s nlasicn




Perion 2028 Targets

% of Contribution Ex-TAC

= adj EBIToa [ sem W RED cta W cocs

28%

22% 3% 7

Investments
Efficiency
2025 2026E 2028E
.“ | Coniribution cx-TAC ond Adjustod EBITDA aro non-GAAP massures. Soo roconciliolion of GAAP to nan-GAAP maosures af the gopondix fathfs presoniaodion

e

Target

Perion consolidated Adjusted

EBITDA/Contribution ex-TAC! margin of 28%

Catalysts

Disciplined Cost Management
to drive operational leverage

Invest to Scale
2026 investment in technology and go-to-market

Operational Efficiency
to drive decrease in G&A and COGS expenses




Financial KPIs

Q120286
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How We Measure our Business

Spend and Contribution ex-TAC are the true indicators
of our underlying growth, reflecting platform adoption and scale

Spend S Revenue 5 Contribution EX-TAC
(Represents Customer Adoption) (Met Revenue)
Spend Contribution EX-TAC
Whatitis: Total media budgets running through the platform. What it is: Revenue excluding traffic acquisition costs.
Why it leads: Provides early indications of platform adoption, Why itleads: The main profit driver. it better represents
customer trust, and long-term scale. top-line performance than revenue alone.

1 Man=-GA AP matics. Aogse 5o bhe Appondi dothés preson dofon for definifions and @ reconcitiodion & the noovest GAAP malic
Soo glessary at the appendi i this presentation




Perion Total Spend ($M) Perion Spend by Product Lines ($M)

266.0
2191
204.0
178.6
1559 i

Q1-24 Q2-z4 Q3-24 a4-24 Qi-z8 Q228 Q3-25 Q4-25 Q128 ai-24 G224 Q3-24 Q424 Q125 Q225 Q326 Q435 =i Brl

B Search [l Legacy [l Perion Cne

b} Porion One + lagacy repressnt A sing Soldhons
BNy MR "y

LY ] legary incluce s kaw-margin b
Mambers may nat agd due o rounding




Revenue

Perion Total Revenue (M) Perion Revenue by Product Lines ($M)

W search W Legacy [l Perion One

157.8
129.6 e
108.7 110.5
i
Q1-24 Q224 Q3-24 Q4-24 Q1-25 Q2-25 Q3-25 Q4d-25 Q1-26 Q1-24 Q224 Q324 Q4-24 Q1-25

sod of Perian One + lagacy
whes




Contribution ex-TAC!

Perion One Contribution ex-TAC grew 7% YoY representing 81%
of total contribution ex-TAC in Q1'26, up from 75% in QI'25

Perion Contribution ex-TAC ($M) & Margin (%) Perion Contribution ex-TAC by Category ($M)

B Secarch [l Legacy [l Perion One

Frs Lk 465 85 b
4% dd%
42%
s
a1-24 Qz24 03-24 a4-24 Q125 2-28 03-28 Q425 Q128

Q24 G2.24 0324 Q4.24 Q126 Q228 Q328 Q428 a1i.26

Romse soe the Apponaic b
.;'ga:,. neludes fow-mangin
‘. Mumbes oy not addduedar
So0 gmaqrmmeq)mndx - t.'is prl'smm

conciiofon of coch o the noavest GAAP

'u'u_ whins




Growth Engines

Perion’s primary growth drivers consistently
outpacing the broader market growth' on CTV and
DOOH channels, Retail Media vertical, alongside the

adoption of our Al Agent technology, Outmanx.

| Soen ekdariebor dabey B ine 2025 53

So¢ glassary ot the appandis i this presantation




Growth Engines -

CTV Channel grew 68% YoYin QI'26
Vs 17.5% Expected Market Growth in 2026

10.7

Qi-24 Q2-24 Q324 Q4-24 Q125 Q225 QI-25 Q4-25 Q1-26

.“ 1 Soumce cMonictorgata une 2025
‘. Soo glossavy ot the gopondix o this presontation




Growth Engines -

DOOH channel grew 29% YoY in QI'26
Vs 16.3% Expected Market Growth in 2026

83.7
69.3
60.7 60.6
48.9 47.2
37.7
Q4-24

Qi-24 Q2-24 Q3-24 Qi-25 Q225 Q325 Q425 Q1-26

.“ 1 Soumce cMonictorgata une 2025
‘. Soo glossavy ot the gopondix o this presontation




Growth Engines - ($M)

(Market vertical; includes CTV, DOOH, Display and other channels)

Retail Media grew 27% YoV in QI'26
Vs 20.3% Expected Market Growth in 2026

Q1-24 Q2-24 Q3-24 Q1-25 Q2-25 Q3-25 Q1-26

2 bt
'\-. mgmwmmowdxhtmwm




Growth Engines - ($M)

(Al Agent Tech Solution; includes CTV, Social, Display and other channels)

Outmax Al Agent nearly doubled from 2024 to 2025 and grew 316% YoY in Q126

i ' )

a1-24 Q2-24 Q3-24 a4-24 1-25 Q2-25 23-25 Q4-25

.‘ ‘A.ntu:'. : oy 1:,-\ il ezt roanaing
‘. wgmaqrmmotppmdxhtmwmm




Financial Results
& Outlook

Q12028




b
L6

Results
A A
$90.4M $7.0M
-2
= v
$39.7M $0.5M
Contribution Adjusted
ax-TAC! EBITDA'

Vertical Channel

Technology

2
i@
Growth Engines

A A
68% 29%

YoY Spend growth Yo¥ Spend growth
cTv DOOH

A

27%

Yo Spend growth
Retail Media

Y
316%
YoY Spend growth?
Qutmax Al Agent

Hon-0AAF memos Plegss see the Appenda 0T 0Ys presenioion for o reconodiotion of 800h 00 the neorast GAAF melric

2 On e puelarma basi
S gl ¥ ey B e

Q1 Business & Financial Highlights

*if:’

Highlights

Outmanx Expansion
Launched on TikTok -
generated $1M in spend

Reseller Initiative
South Africa - Mediomork & McSarely Media

2028 Target Plan on track

Perion One spend increased +6% YoY
Perion One Cont. ex-TAC increased +7% YoY

Balanced, disciplined copital allocats
2.5M shares repurchased in QI'26 ($24.1M)
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Adjusted EBITDA!

$0.5M

Vs, $1.8M LY

Contributionex-TAC!

$39.7M

44% Margin

Revenue

$90.4M

1% YoY growth

1 Man=-GA AP matics. Aogse soo bhe Apponai dothés presoniolion for o moonciiofon of aoch do the neavest GAAR moeirc
2 includes cash canh equiwaionts shart dorm dopasis ond movkal able socurifies

Cash Flow from
Operations

$6.7M

Ad]. FCF' $7.0M

Net Cash?

$293.0M

Share Repurchase
$24.M




Adjusted EBITDA! (sM) and Margins

ey
24%
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GAAP and Non-GAAP! Net Income (Loss) (sm) & EPS (s)

GAAP Net Income (Loss) Non-GAAP Net Income
B GAAP NetIncome (Loss) == GAAP EPS (Diluted) B GAAP Net Income {Loss) == GAAP EPS (Diluted)
0.11 0.11
-0.19 e

Q1-25 Q1-26 Q1-25 Q1-26
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Cash from Operations & Adjusted Free Cash Flow! (sv)

Highlighting the cash-generative nature of our business model

Cash from Operations Adjusted Free Cash Flow'

a1-25 Q1-26 Q1-25 Q1-26
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Disciplined Cash Deployment

Investing in Growth While Maximizing Shareholder Returns

W CapEx W Adjusted FCF W BuyBack
cN |

2
10.0
- .
— EES e

FY2024 FY2025 FY2026E
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Net Cash! (sMm)

Generating cash
from operations

312.9 22l
e ———
Het Cash as of Operating
December 31, 2025 Betivity

sh oomh oquiiTionts Shavt dovm aopasits and movat ol socurites
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Returning cash
to shareholders

Investingin
Organic growth

Net Cash as of
March 31, 2026

Buyback Capex




Share Repurchase Program

Accumulated spend (sm) Number of shares repurchased (M)
& Average Share Price (3}

1902 75 e

9.1

a7
x5
2.0
i

Q224 a3-24 0424 0125 a2-25 Q325 04-25 0128 Q.24 Q.24 424 ai28 G225 G325 Q428 Q126

[ )
e




FY2026 Financial Outlook

2025A 2026E
Contributionex-TAC $203.4M $215M - $235M'
Adjusted EBITDA? $45.2M $50M - £54M
Adj. EBITDA/Contribution ex-TAC? 22% 23%

O NGM-GAAP mogsures. Soc roconciioiaon of GA AP fo nan-GA AP maosunes ot the GF‘:\.".‘"G’J. tothis I:‘.T.“'u'.‘ﬂ!\i.ﬂﬂ
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Large Omnichannel

Growth Op portunity

Strong focus on high-growth channels
and market verticals:

CTV, DOOH & Retail Mediag, through
integrated cross-channel execution

€3

Unified Media Performance
with Perion One

A single platform to plan, activate, optimize

& analyze across channels, bridging
creative and media with octionable

insights for performance-driven outcomes

ool
Al as the OSof Advenising
Al-native execution infrastructure for

modern advertising, with a proprietary
Al ogent embedded into Perion One

I Annudly, on @ non-G4AR bass

Favd
ill

Profitability

& Cash Generation’

Over a decade of positive annual
Adjusted EBITDA & Operating Cash Flow,
combined with efficient operations with
scalable technology foundation

&

Global Footprint

Presence in Morth America,
South America, EMEA & APAC;
Allows us to follow advertiser
budgets across geographies and
capture spend wherever it flows

o0o

m

Experienced Management

Led by a highly experienced, global
management team with a track record
of delivering innovation and valug: ..
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Glossary

Spend

Revenue

TAC & Media Buy

Contribution ex-TAC

Contribution ex-TAC margin
Adjusted EBITDA margin
Perion One

Legacy

Walled Gardens

[ )
e

Gross advertiser and media dollars activated through Perion. A measure of scale and adoption.

Total reported revenue, recognized on either a gross or net basis in accordance with GAAP accounting principles,
depending on Perion’s specific role in the transaction.

Traffic acquisition costs and media buy; represents amounts paid to publishers, media owners, and advertising
partners in transactions where revenue is recorded on a gross basis.

Revenue excluding TAC and media buy. This represents the portion of revenue retained by Perion and serves as o
prirary metric for evaluating core value creation

Contribution ex-TAC divided by Revenue.
Adjusted EBITDA divided by Revenue, and Adjusted EBITDA divided by Contribution ex-TAC

Perion’s unified, Al-native execution platform. The company’s go-forward business.

Historical, lower-margin business activities that are monitored and managed separately from the core Perion
Cne platform.

Closed advertising ecosystems {e.q., Meta, Google, Amazon, TikTok) where the platform controls data, targeting
and measurement within its own environment.




Qutmax

DSP

S5P

DMP

CPA

CTR

CPM

o
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Glossary

Perion's proprietary Al agent embedded within Perion One. It automatically optimizes advertiser campaigns
across channels and walled gardens in real time, driving outcome-based performance.

Demand-Side Platform, technology that enables advertisers and agencies to buy digital ad inventory
programmatically across multiple sources through a single interface.

Supply-Side Platform, technology that enables publishers to manage and sell thelr ad inventory
programmatically, maximizing yield across multiple demand sources.

Data Management Platform, a system that collects, organizes, and activates audience data from multiple
sources to improve ad targeting and personalization.

Cost Per Action, a pricing model where the advertiser pays only whena user completes an action, such as a
purchase, sign-up, or download.

Click-Through Rate, the percentage of users who click on an ad after seeing it. Calculated as clicks divided by
impressions.

Cost per Mille, the cost an advertiser pays per 1,000 ad impressions served. The standard pricing unit for display
and video advertising.




Condensed Consolidated Balance Sheets

Current Assets 11/o3/2026 nhajaozs
Cash and cash equivalents 521 60,0
Restricted cosh 1.2 12
Short-term bonk depaosit 1734 151.0
Morketoble Securities 676 79
Accounts receivable, net 1508 187.9
Prepaid expenses ond other currant assets

254 178

I.nnq—‘rarm Assets

Property and equiprment, net 142 n7
Operating lease right-of-use assets 16.3 172
Goodwill and Intangible assats, net 3511 3552
Deferred toxes 137 a3

Other assets 0.6 0.6

Current Liabilities 1joaf2026 nhzf2028
Accounts payoble n3g 129.9
Accrued expenses and other llabilities: 340 378
Short-term operating lease liobility 17 23
Deferred revenue 12 12
Short-tarm payment obligation related to acquisitions _16.9 173

Lang-Term Liabilities

Payment obligation reloted to acquisitions 0.5 0.4
Lorg-term operating lease liability 7 200
Daferred taxes 71

Other lomg-term liabilities 1.6




Consolidated Statements Of Operations - GAAP

il et
Achvertising Solutions revenua s 84 a29.2 S8 758 44 anz 80.6 87.7 mo 687
Search Advertising revermse 653 781 861 1144 820 343 mn.g 324 228 262 37

Cost of MEvanwne 16 a6 a8 0o ns i s 3 2.3 3o 138 e 73
Trafiic acquisition costs and media buy 1.8 W0Ls w0a.on 1416 a8 18] B4& T4H 487 55.4 Eas ] 0.7
Resecrch and developmeant 24 8.2 8 (1] 9.8 ol 8.3 a5 2] 89 a8 8.7 (1)
Saling ond markating B0 e ] 6.4 Wi B0 e 65 7.7 185 T 195 N4
Genenal ond odminstrative 65 74 7 [ E] BE 0.0 22 7 94 9.2 8.8 ol a4
Changes in fair value of contingent consideration LX) 0 21 LB - 0z
Dapreciation ond amortisation 14 a4 14 =4 ] 48 48 18 35 is 43 48 14 48
Restructuring costs and other charges = = - = = 8.8 - = 13 = = = -

Income (loss) from Operations . 2 . [ﬂ.'] -2 En.o} '.'.-l]

Financial incame (expense), net 14 6.2 A 8.3 5.5 B7 6.4 18 14 a8 24 08 23

incoma (loas) before Taxss on incoma

Taxes on incomae {tox banefit) 41 a6 E7 8.7 22 05 (03) i {3.2)

Net Earnings (loss) per Share - Basic ! ! (o.08)
Net Earnings (lces) par Share - Diluted (0.13) (a.19) (0.08)

Ho. of shares - Basic (M)
Mo. of shares - Diluted [M)




Condensed Consolidated Statements of Cash Flows

sh Flows fram opsrating octivites

Fint Income (loss) 2.8 4 128 0.8 e (w2} 2i 48 (o) (28) (a1} a0 (am)
adjustrnants required o reconcile ret incorme to net cosh (80) Fo 1] 13 133 {a.8) [14.4) 1 (0.8) 11 248 (1] A 87
Hatcash provided by (used in] oparating activities 7.8 414 401 50.2 [T (20.5) 16.2 43 {71 n3 59 .8 8.7
Irvesting activities

Depaoaits, markatable seourthes and othoer (a5.4) 50 (283} a3 {201} 434 M|E {111 78 (&) 128 {227) (2008
Cash poid in connection with ocquistions, ned of cosh acgquired 8 = = (s} - a = 7 - (2n.8) - o '
Nat cash provided by (used in) inveating activities [48.4) 50 {28.3) (8.7} [20.1) 41.4 5 0.8 7.9 [25.4) 128 (327} (20.5)
Finaneing octivites

Netcash provided by (used in) financing activities n.z) ol ol 0.1 (51.8) (38.3) (12.3) (6.5) (32.3) (7.8) (23.4) (24.1)
Effisct 1 - 0z (o) - 02 {o:3) (1] 03 - (1] -

88

me3 78.0 L 5L




Reconciliation of GAAP to Non-GAAP Results

GAAF Income (loss) from Operations

Stock-based compansation sxpenses 34 3l 4.4 71 B4 87 L] 9.9 78 5 0.2 LX) B0
Retention and other ocquiskion-reloted expenses - a3 0.4 i3 L8 7 0.4 19} L) 25 s 15 16
Unusual kegal costs = o = o = = o0 0.6 0.2 2 ol 02
Changes in fair value of contingent consideration W.E 0 21 L5 02
Armoniztion of aoquined intangible ossets a0 a0 30 35 41 43 o i) 2% a7 43 41 42

3 = = = L] = = 13 = - = =

Restructuring costs and other charges =

GAAF Het income (loss)

Sock-based compensalion axpenses a4 31 4.4 71 B4 57 B2 88 746 75 0.2 (5] BO
Amontization of ocquined intangible ossets 0 a0 a0 15 41 43 3.0 1] 29 a7 43 43 42
Retention ond other ocquisition reioted expenses = 0.3 0.4 i3 L8 7 o4 L) 18 15 L1-] 18 26
unusual lsgal costs - = - - - - (1] a5 02 = al 0z
Changes in foir value of contingent consideration - L] 0 21 - 15 - - - - - - 02
RESIUCIUTING ©oats and other charges 68 13

Foreign exchange gains (sses) associated with ASC-842 [{:1] [GR)] (1)) Qa1 = {0.2) 0.3 03 (o.4) 20 o4 o7 ol
Revaluation of ocoquisition-related contingent consideration ol al al al - - - - - - o4 o2 -
Taems on the above tems (0.3) (0.3) (0.3) {0.3) {0.8) {0.3) 0.2} (1] (0.:2) (o.4) (0.5) {0.8) {0.5)

Mon-GAAP Het iIncome




Reconciliation of GAAP to Non-GAAP Results

al-21 Qi-13 a-13 o4-T3 Q-4 Qr-24 -4 Q-4 Q-8 kil Q3-8 ‘o418 qi-28

w03 mnos 80.4
Traific acquisition costs and media buy (79.8) (MoL5) (108.0) {1415) {#7.8) (58.9) (54.8) {74.8) (487} (55.4) (58.5) (.8} (s0.7)
Cantribution ex-TAC

GAAP Costs and EXxpansss

Tratfic coquisiion costs and media buy (ra.8) (L8} (108.0) {ra28) (87.8) (Ba.8) (54.8) (4.8) (48.7) (6.4} (58] (.8) (s0.7)
Depreciation and amarisation (3.4) (a4) [EFY] (aa) (a.8) {an) [EXY] [EL)] (28) (4.3) (4.8) (B.0) (a.8)
Slock- based compensation mpenbit (2.4) (an {a.4) an (5.4) (57) (6.2} (n.8) (7.8) (7.6) 00.2) (5.9) (B.0)
Retantion and cther ocquisiton-relabsd expenses - (0.3) {o.4) (3.3) (1LB) 7y (0.4) 1] L9} [15) (1.8 (28) (28}
Unugual legal coms = - = = 5 = = (o) {0.6) (0.2) = (o) (0.2)
Changes in foir value of contingent considenation - {14.8) (o) (1)) = {1s) - - - - - - (0.2)
ReStruCILing costs and other Chonges - - - - (R - - fuz) - - - -

Hen-GAAP Operating expenses and Cost of Revenus J - . . Lt

Het ensh provided by {used in) speroting actlvities

PUChases of propamy and egulpment, net of sckes (0.2) {o.2) (o3} (0.4) {o.7) (4.3) L7} L) (0.7} 03]
Caphaized software development costs = E = = = = = fo.a) (0.8) 0.7}

:.:E:nmul'pmpoﬂ\' and equiprment related o our new carpanate heodguarter ) ~ = ) ; o3 P v 3 o5 P - .

Portian of he cosh payment of conBngent considention in sxcess of the - . g ; ) - = i ; . : ; B
ocquisition dote fair value %

Retantion poymant related to acquisitions
Adjusted fres covh flow
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Reconciliation of GAAP to Non-GAAP Results

Stock-based compensation expenses

Amortization of acquired intangible assets 29
Retention and other acquisition related expenses 19
Unusual legal costs 0.6
Changes in fair value of contingent consideration =
Restructuring costs and other charges 13
Foreign exchange gains (losses) associated with ASC-842 (0.4)
Taxes on the above items (0.2)

Non-GAAP Net Income

| a2 § a2 J change
mmm

42 45%
26 37%
0.2 (67%)
0.2 -

- (100%)
a1 (125%)
(05) 150%

Non-GAAP diuted samingspershare | on_§ on |
No.ofshares-pited () | as1 B a2 |




Reconciliation of GAAP to Non-GAAP Full Year 2026 Guidance

Revenue 480 490
Traffic acquisition costs and media buy 245 255
Contribution ex-TAC 215 235
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Perion One

- Distribution by Channel ($m)

Ql-24 qQ2-24 Q3-24 Q4-24 qi-25 qQ2-25 Q3-28 Q4-25 qQi-26
DOOH 377 498 489 831 47.2 B0.7 69.3 837 606
CcTv B2 10.2 25 15.8 107 n4 240 305 180
Web & Other 426 433 40.4 56.5 55.0 B64.2 59.0 60.0 38.7
Social = = - = = = 19 1.2

1.8

ureding
 Hho Cutmias Al agont




Thank You.

@s PERION
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