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Sky Investor Day presentation

29 June 2021

Sky will hold a virtual investor day event today, beginning at 9:00am and concluding at
approximately 12:00pm (NZST). A copy of the presentation material is attached.

Investors and analysts are warmly encouraged to register for the event. Details on how to
participate are as follows:

e Live via video webcast (please note registration is required beforehand):
https://globalmeet.webcasts.com/starthere.jsp?ei=1454703&tp_key=852d942654

e Live via teleconference: Please join the teleconference 5-10 minutes prior to the
start time.

Click to join

Simply Click to join here and enter your information to be connected. Note: the link
becomes active 15 minutes prior to the scheduled start time.
Prefer to dial in? Participant Passcode: 706651

Location

Phone Type

Phone Number

New Zealand

Tollfree/Freephone

0800 423 972

New Zealand, Auckland

Local

+64 (0)9 9133 624

Australia Tollfree/Freephone 1 800 590 693

Australia, Brisbane Local +61 (0)7 3105 0937
Australia, Melbourne Local +61 (0)3 8317 0929
Australia, Sydney Local +61(0)29193 3719

Hong Kong

Tollfree/Freephone

800961 113

Hong Kong, Hong Kong

Local

+852 3008 1533

Singapore

Tollfree/Freephone

800 186 5106

Singapore, Singapore

Local

+65 6320 9041

United Kingdom

Tollfree/Freephone

0800 358 6374

United Kingdom, Local

Local

+44 (0)330 336 9104

United States/Canada

Tollfree/Freephone

866-519-2796

If your country is not listed above, please contact us prior to the event at

investorrelations@sky.co.nz to make additional arrangements.


http://www.skytv.co.nz/
https://events.globalmeet.com/Public/ClickToJoin/ZW5jPUtpMDZMc3dvZk5ra2dqUUZPeVp4eDlzaHl1NW5jVGVodEtGUTJ0WFZJNjc5c2Q1MFpXT2tFUT09

ENDS
Authorised by: James Bishop, Company Secretary

For further information, please contact:
Chris Major

Director of External Affairs

+64 29 917 6127
chris.major@sky.co.nz

Investors can also submit queries to: investorrelations@sky.co.nz
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Agenda

1. Our Strategy Sophie Moloney 2:05am
2. Our Customers Maria Barlow-Cooper ?:15am
3. Our Content & Partnerships Jonny Errington ?2:30am
4. Connecting Customers and Content
Streaming Customers Ricki Taiaroa 10:00am
Sky Box Customers Corrie Labuschagne 10:10am
Sky Broadband Daniel Kelly 10:20am
New Sky Fan Experience Sophie Moloney 10:35am
New Sky Box Bridget McNeill 10:45am
5. Our People Michael Frampton 11:10am
6. Financial Performance Andrew Hirst 11:20am
7. Summary Sophie Moloney 11:30am
Close 12:00pm

Q&A 92:45am

Q&A 10:55am

Q&A 11:35am



* Our Strategy

Sophie Moloney
Chief Executive

Sophie is an accomplished New Zealand media
leader who brings deep international experience to
the Chief Executive role. She joined Sky UK in 2003
and has held senior commmercial, legal and strategic
roles at Sky New Zealand, Sky UK, Sky News
Arabia, Abu Dhabi Media and OSN. Prior to being
appointed Chief Executive, she was Sky's Chief
Commercial Officer.
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* Our Strategy

Sophie Moloney
Chief Executive

* Significant satellite advantage enables New
Zealand wide reach; accessing high ARPU customers

* Well established and growing streaming business
A data driven and customer led focus
* Delivering the content that matters to customers

 Open to partnering where it makes sense

* Investing for growth and a more efficient Sky

* With a resolute focus on execution including recent
examples:

Discovery and ESPN co-exclusive deals

Securing NRL and NZRL to the end of 2027

Neon merged platform and

Successful Sky Broadband launch

4 Investor Day 2021



Our three-year targets include:

Stabilising Sky Box
customers and returning to
growth, including through
the new Sky Box

Growing Neon and Sky Sport
Now customers by
10% — 15% CAGR

Continuing to deliver the
content that matters to
customers

Growing revenue by
$75-S100m+ p.a. by FY24

Achieving annualised non-
programming opex saving of
$10-S15m p.a. by FY24

Investing 50-60% of capex in
growth initiatives by FY24

5 Investor Day 2021

Maintaining positive free
cash flow throughout

Maintaining capex within a
long term average of
7-9% of revenue
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Our strategy

2

WHAT MATTERS MOST? Our cu st.1e rs |

WHAT DO WE DO? We connect New Zealanders with the sport and entertainment they love,
in ways that work for them, right across the country™

WHAT WE'RE FOCUSING ON o Nurturing and e Being the preferred Growing revenues e Being a place
growing our Sky partner for key and reducing where our crew are
Box and Streaming rightsholders, operating costs empowered to do
customers content creators their best work

and distributors

HOW WE WILL DELIVER © =] Listening and responding == Securing the rights that A Evolving our Sky Box and
2= J to our customers to meet —~ matter, and creating local — Streaming technology
their needs content that resonates with to give customers the
our customers best experience, and use
innovative technology to
attract new fans
THE 'BEDROCK' OF OUR BUSINESS o Rapid and sustained execution, e Being an efficient, adaptive,

and enabling our people to succeed and profitable business

é Investor Day 2021



* Presentation team

Our Strategy Our Customers Our Content & Partnerships Streaming Customers Sky Box Customers
Sophie Moloney Maria Barlow-Cooper Jonny Errington Ricki Taiaroa Corrie Labuschagne

Sky Broadband New Sky Box Our People Financial Performance Chair
Daniel Kelly Bridget McNeill Michael Frampton Andrew Hirst Philip Bowman

7 Investor Day 2021 S"‘Y



MATTERS MOST?

! , — <
WHAT DO WE DO? We connect New édlandem'the sport and entertainment they love,
in ways that work for them, right across the coun’
WHAT WE'RE FOCUSING ON c Nurturing and e Being the preferred Growing revenues e Being a place
growing our Sky partner for key and reducing where our crew are
Box and Streaming rightsholders, operating costs empowered to do
customers content creators their best work

and distributors

HOW WE WILL DELIVER ® =] Listening and responding 2= Securing the rights that Evolving our Sky Box and
22— J to our customers to meet —~ matter, and creating local — Streaming technology
their needs content that resonates with to give customers the
our customers best experience, and use
innovative technology to
attract new fans
THE '‘BEDROCK' OF OUR BUSINESS c Rapid and sustained execution, 9 Being an efficient, adaptive,

8
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and enabling our people to succeed and profitable business

sky



> Sky continues to bring New Zealanders choice and ease
of viewing with the ultimate aggregator play

9 Investor Day 2021 S"\Y



* Qur Customers

01.

What the data
is telling us
about existing
and potential
customers

02.

How our data
and insights
toolkit supports
greater
customer-
centricity

» I

Our (o]1]¢

Strategy Customers

Our Streaming
Content Customers

03.

How insights are
informing our
customer life-
stage
opportunities

Sky Box Sky
Customers Broadband

Maria Barlow-Cooper
Partnerships Content Strategy Lead

Maria has had a long relationship with Sky's
customers having been with Sky since May 2003.
Over this time, Maria has been in a variety of key
content focussed roles including leading the
launches of over a dozen of Sky's Entertainment
channels. Previously she was a TV producer and
worked in broadcasting aimed at youth.

Sky Fan New Sky Our Financial
Experience Box People Performance

Summary



» 1/3 of all NZ households are Sky Box customers and
another 1/3" are open to becoming customers!
1.8m

100%
NZ households' population

We have a strong, stable customer base, and
room to grow our market penetration

|
The key to growing new audiences is getting

the value equation right, aggregator
1.2m o.6m

partnerships and platform innovation
67% 33%

Non-Customers Sky Customers
|

[ |
1.0m 0.2m
55% 12%
Open to paid content  Not open to paid content

|

0.6m 0.4m ——» Could be open to
33% 22% sky
! ] @ SPORT

Open to Sky Not open to Sky NOW|

1 1 Investor Day 2021 1. LEK Market Sizing & Audience Segmentation, Feb 2020 S"‘Y



* The largest population growth to come is in the 65+

age groups

NZ Population by Age Groups'
2030 2010 2010 2030

80+
75-79
70-74
65-69
60-64
55-59
50-55

45-49

40-44
35-39
30-34
25-29

20-24

Male Female

A decade ago, older families and 'emptying’
nesters had power in numbers

Looking ahead we can see how important the
over 65s will become - this group is core to Sky's
current loyal base

A segmented lifestage based approach to our
product offerings will be critical to meeting the
needs of an increasingly diverse population

1 2 Investor Day 2021 1. Stats NZ Census 2018, NZ population by age groups S'Y



* We must continue to serve existing customer strongholds
while extending appeal to a wider audience

90%

are over 45

1
Sk)’ Box Customers Our traditional customer base tends to be

over-representative (vs NZ population); older,
with a higher proportion of males, NZ
European, from more provincial and rural

'®) locations and with higher income
38%

To broaden Sky's audience we need to attract
a more diverse customer base, while
maintaining our appeal to our traditional
loyalists

62%

Male Female

59%

are under 45

Non Sky Box Customers'

57%

Female

43%

Male

1 3 Investor Day 2021
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* Our Sky Nation panel connects us to valuable
customer feedback

/ “ | "Thanks for givi [
y giving us the opportunity to
\ @/, 25'000 have this voice"
\ /;_:)/ Sky Customers
. F)
From Cape Reinga to Bluff
o
(iTE 15"‘ "Thanks for listening to customers and
| Business projects trying to provide products that have been

\.'

',9.'@ | ﬁl raised or requested”

™
20% 65% o 65,000

Surveys received
Happy or delighted

"I am quite impressed that all these options

In rural NZ . ] ] )
with Sky are being discussed and I'm being asked for
. my opinion”
55%  44% 1% OF 10+NPS
M . @D Score increase
ale Female Gender diverse

1 4 Investor Day 2021 S"‘Y



* We've transformed our wealth of data into rich insights
with Dot Loves Data’s help

Sky Data Dot Loves Data Data insights

at our fingertips
D loves
data I

° URBAN =
| RURAL =
‘ ‘ Index ®~

1.5b datapoints ‘)us

Unique Segmentation

15 Investor Day 2021 S !(Y



» Life-stages influence customer preference and our
engagement strategy

IR
- Y
y 7]

Native Streamers

22%

of households

18%

of total market spend?

Zghi=

Budget Conscious
Families

15%

of households!

13%

of total market spend?

Sky/Neon/SSN represents

56% of pay TV spend?

Aspiring Families

23%

of households’

29%

of total market spend?

Sky/Neon/SSN represents

60% of pay TV spend?

Connected Nesters

15%

of households

19%

Heartland
Champions

25%

of households!

219%

of total market spend?

Sky/Neon/SSN represents

840/0 of pay TV spend?

16

Investor Day 2021

28%
prefer Sky
via an APP?

33%
prefer Sky via new
Hybrid (IP/Satellite) Box?

1. VEM quant Sep 20 - Total market open to Sky. 2. LEK Market sizing study n=2000
Feb 2020. Note: Consumer claimed total spend on paid content.

35%

prefer to stick to
existing Sky Box?

©
SKY




* We understand how to acquire, grow, nurture and retain

customers in each segment

N

Native Streamers

Seeking convenience
and entertaining
content that suits
their transient
lifestyle

Sky Go, Neon and
Sky Sport Now

Investor Day 2021
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Budget Conscious
Families

Looking for
affordable content
that suits the whole
family

Acquire through:
Price and package
innovation

:. - ' @.
W : S

Aspiring Families

v
9 = y <

Looking for a one
stop shop, simplicity
and convenience

Grow through:
Becoming the
ultimate aggregator

Connected Nesters

Interested in unique,
curated content
that's good value for
money

Innovation and
recognition

Heartland
Champions

They love Sky and
are committed, but
with increasingly
tight budgets

Retain through:
Service and
recognition

sky




> There is significant opportunity

V4
DD[I
Growth

A large proportion of NZ
households are still open to Sky,
representing a significant
opportunity for future growth

ﬁ@

Innovation

Evolving our offering to meet the
needs and expectations of an
increasingly diverse New Zealand
will be key to realising our growth
opportunity

090

e

Partnerships

Combining the strength of the
bundle and partnerships with
affinity brands will create an
'‘Ultimate Aggregator' position for
Sky - the antidote to consumer
frustration around an increasingly
fragmented streaming landscape

1 8 Investor Day 2021



 Our Content and
A Jonny Errington
Partnerships e Commarce e

O1. 02. 03.

Decisions Changes in the Sky’s

that deliver content positioning
value for landscape within the New
customers and Zealand market
Sky

Jonny joined Sky in 2072 and has held a range of
senior legal and commercial roles in that time, most
recently as Head of Commercial and Head of Sports
Partnerships. He has played a key role in negotiating
content deals and leading Sky's commmercial
activities. Jonny brings over 20 years of media and
legal experience to his role. Prior to joining Sky, Jonny
worked at Spark, and at Warner Bros. and as a
lawyer in both in-house and private practice roles in
the UK and Europe.

p I
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* Our data driven approach lets us understand the
value of content

OVERALL SPORTS
RANKING

DIVE INTO A SPORT

| SPORT OVERVIEW

WHO'S WATCHING?

HOW ARE PEOPLE
WATCHING?

WHAT ELSE ARE THEY
WATCHING?

WHY ARE THEY
WATCHING?

STAR PLAYER

Sport overview

FILTERS 57 KEY METRICS
Date range
01/01/2019  01/06/2020

S ——— 481K 70% 88% 45M
Multiple selections
DISTINCT % OF SKY % OF SPORTS TOTAL HOURS
% of sports viewing % of sky viewing HOUSEHOLDS CUSTOMERS CUSTOMERS VIEWED

All Al

HOUSEHOLDS BY HRS VIEWED PER MONTH HOUSEHOLDS BY % OF SPORTS VIEWERSHIP

@ Selected nousehoids ==Medan ARPU = Average ARPU e

seholds ==Median ARP RP

SPORT EXAMPLE PARTNERSHIP COMPETITION

Sport X VI8 All VoAl a4

LOCATION ®

$XXM  $XX

TOTAL MONTHLY
REVENUE

MEDIAN ARPU

SKY USAGE
@incex @5port @Seactes

3 g 3 z

E AE 2 f

3 2 3 2

T %

Average hours viewed (per month) % of Sports Viewership Lo MEOIUM -

CONTENT TYPE VIEWING TYPE BY PLATFORM SEGMOMENTO CUSTOMER VALUE )

®rcus @ltems 518 8 U.Edv 550 @incex @Soort @Seiecte

£ " ;

m -

o £

2 n h % of Households
. ree W ts - EEE———
. ecls ts . @Fia/o
Olive @Fiaycs H m Low MEDIUM RIGH Low WIGH
DEPRIVATION (DDI) PACKAGES 0] VIEWERSHIP OVER TIME ALL CUSTOMERS TOP REGIONS
OL.e @Fiyycacc
Starter + Sport + Ent ] m
§
g
:

S

Viewer Hours

Starter + Sport

14%

20
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> Using data tools to determine non-renewal impact

— Sport X

Data Insights

Customer Profile

Ouvur Actions Outcomes

Dashboard revealed
characteristics including:

* Location of fans
* Sky usage metrics

« ARPU

\'4

Established the value of Sport X
to households as a % of sport
viewing

\'4

Quantified potential churn risk
from engaged households - low

Sky SPORT

c.2,500 'Engaged’ households

* Sport X comprised 20% of their
Sky Sport viewing across the
season

120 'Super Fan' households

* Watched over 5 hours per
month during the season

* Sport X comprised 10% of their
total viewing across the season

Transparent customer
communications

0.03% Sport X viewers' response
volume

\'4

* Tcustomer spin down

Proactive and personalised
communications to over 300
households with the strongest
engagement in Sport X,
advising of the change

* No churn detected

* 0.5% of NPS customer surveys

Communications emphasised in period mentioned Sport X

sport offerings we knew i}

No impact on NPS
households also watch

- No impact on Customer

Clear pathway for further Satisfaction tracking

feedback or information

Reactive save offers in place

Investor Day 2021
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> The changing content landscape

*  Consolidation - trend for global players reshaping the industry

* Covid impact and opportunity - content availability and right sizing
the content that matters

* Direct to Consumer (DTC) - platforms have been in market for
some time and continue to arrive

*  Co-exclusivity opportunities - can reduce costs without
compromising customer appeal

* The more they stay the same - what isn't changing is the size of our
market, our geography and Sky's reliable delivery to all New
Zealanders

2 2 Investor Day 2021 S"‘Y



* The power of the bundle sets us apart, providing a one
stop shop for customers

Our customers watch more TV

\Z/ N/ *  Power of the bundle - Clear demonstration during lockdown with
news and a broad entertainment slate keeping audiences engaged

sky > Non-Sky

160 mins 88 mins * Breadth of content - Key exclusive content drives seasonal
per day per day acquisition, and the breadth of content offering not available free-
to-airis the main reason customers subscribe to Sky (44%)3

Our customers love TV

" j » : + Content lovers - Sky Box customers are not just linear
ompared to non-Sky customers

consumers. They are just as likely to subscribe to streaming

(Q) 105%  more likely to watch Sport services?

@ 40% mopa kel Bowatch Diraing . Aggregctlop - With dozens .of direct to consumer options, .
fragmentation and app fatigue, Sky steps into the opportunity to be

@ 37% more likely to watch Kids shows the aggregator

31% more likely to watch News

et o . "

@ 24% more likely to watch Crime

5 20% more likely to watch Documentaries

23 Investor Day 2021 1. Nielsen TAM, APS+ with Sky Average converted to viewer hours, 2020. 2. Nielsen S’Y

CMI - Q120 - Q4 20 - Sky TV. 3. TRA Brand tracker Q1 - 2021



Volume of content — Continue to right size the level of content for
Kiwis via over 530 global and local partners across sport and

entertainment
World class sports production - Remains in our DNA - over 500
hours of original local sports content created so far in 20217

> Sky is a content business

©
N

R WARNER BROS.

funding available to support Sky Originals strategy 2

Locally created channels - Some of our most successful channels

ﬂ‘m HB@
N
(B|B|C]
STUDIOS

RUGBY
sky A2

A &
FOX ®CBS 2
2023
©iscovery I CNN (%) JYWTIME
& N 9.

’ VILLAGE
SN oV B Gy P\
i . AE
N~
sky

e
ORIGINALSNZ

Sky Originals — Building on a successful local production
strategy that appeals to core and new emerging demographics -

A

are created and curated by Sky3
Destination for sport and entertainment -
Value add to partners with rich content and customer insights

enabling competitive and disciplined decision making

RE vv
s, SONY
O CNBC
1. IBMS Premiere Reporting YTD 15t June 2021 2. Funding NZ On Air, NZ Screen

L&ﬂ
EN NATIONAL

foxtel A4 GEOGRAPHIC N
nickelodeon sky|studios
Production Grant and Te Mangai Paho 3. Sky Sport, Sky 5, Jones, Vibe - Nielsen

TAM, AP5+ - All Day Channel Share, released channels

Investor Day 2021
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> Exciting, newly expanded partnership with NRL and NZRL

*  Extended partnership with NRL and NZRL until 2027
*  Focus from all parties on increasing engagement through:

- Collaboration on developing exciting, long-term programmes to
grow and develop Rugby League

- Reaching wider audiences through a number of digital initiatives

- Strengthening of the women's game and for our children and
young people throughout Aotearoa

5 Investor Day 2021 S !(Y



> The appeal of Sky's partnership with benefits model

g Sky
oeumdy ON DEM

O =S K
o OB B < S

M N
] 'H‘\'\.-L:)J
- &

Reach — Sky's multi-platform and world leading PayTV penetration
rates provide unequalled access for content providers to reach
audiences and monetise content across a variety of revenue

streams

Value add - Our partnership approach with rights holders provides
added value

- Insights

- Expertise

- Innovation

- Content

Dependable - Reliable delivery across NZ, including commmercial
premises

26 Investor Day 2021
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* Our Content Targets

Content availability

Content rights

Programming costs

3 Year Targets

Continue to deliver the content that
matters to customers

Accessing co-exclusive rights
opportunities

Return to within 45-50% of
total revenue

27
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- Streaming Customers

Ricki Taiaroa

Head of Entertainment Streaming

01. 02. 03.

Our Continued How we are

streaming growth in growing

operating entertainment customer

model and sports engagement

streaming and tenure
Ricki has been with Sky since September 2019 in a
variety of digital leadership roles and led the
integration of Lightbox in 2020. Previously he was ¢
management consultant in the US before holding
leadership roles at Telstra and Foxtel in Australia.
) I
Our Our Our Streaming Sky Box Sky Sky Fan New Sky Our Financial Summary
Strategy Customers Content Customers Customers Broadband Experience Box People Performance



Embracing the best of Sky delivered in a different way

STREAMING CUSTOMERS (000s)

352
251
196
&=

H1FY18 H2FY18 H1FY19 H2FY19 H1FY20 H2FY20 H1FY21 H2FY21
- Streaming’ - Lightbox Wholesale

STREAMING REVENUE ($m) & ARPU ($)

Neon /Sky
Sport Now

CAGR 54%3

H1FY18 H2FY18 H1FY1? H2FY19 H1FY20 H2FY20 H1FY21

+ Consistent growth in streaming customer numbers and revenue, led

through acquisition? and organic growth in Neon and Sky Sport Now
reaching new audiences

- Includes low numbers of RugbyPass customers and relatively stable
Retransmission customers subscribed to Sky's package products

- Compound Annual Growth Rate (CAGR) is 33% from H1 FY18 to H1
FY21, CAGR for Neon & Sky Sports Now only over the same period
is 54%

* Neon and Sky Sport Now structured as nimble, semi-autonomous
operations with a strong 'start-up’ approach

* Significant developments completed within past two years
- Aug 2019 relaunch of Sky Sport Now product with 12HD channels
- Jul 2020 merge of Neon/Lightbox with increased functionality

29 Investor Day 2021

1. Streaming includes; Neon, Lightbox, Sky Sport Now, RugbyPass and Retransmission customers. ’
(excluding free trials). 2. Lightbox was acquired in January 2020 (and merged with Neon in July S"
2020), RugbyPass was acquired in August 2019. 3. Excludes RugbyPass and Retransmission.



* Neon has continued to strengthen its market position
since launching the merged platform

@) O * Engagement, tenure and subscriber metrics have all
/O (+4ppt) PY (+3.6) + /() increased since we launched the new merged Neon

Paid Subscriber service in July 20203

Monthly Active Average Tenure
Engagement? (months)? Growth

* Free trial conversion has averaged over 70% in H2
despite the presence of dip-in, dip-out content such
as Zack Snyder's Justice League

* Subscriber numbers have increased each week since
we announced and implemented a 14.3% price rise
from $13.95 to $15.994

1. Engagement is defined as the percentage of the paying base active in a given month. 2. Tenure is

30 Investor Day 2021 defined as the total months as a paying customer that a subscriber has accumulated since first
subscribing to Neon. 3. Comparison periods are August 2020 (our first full month post-Lightbox/Neon "
merge) and 31 May 2021. 4. Price increase announced 16 April and implemented 17 May 2021.



» Data-powered content discovery is growing audience
engagement and retention

Pre-launch In-season Post-season
‘Grow the audience’ ‘Stimulate and broaden’ ‘Retain and winback’

Identify high-potential viewers Set viewing milestones Define high-affinity shows We've automated
the identification,
\'4 Vv v stimulation and
Direct and social Send personalised, automated Adapt content schedule and retention of
communications to recommendations at promotions to address affinity customers
targeted audience milestones clusters
v

Automated stimulation for
less engaged customers

Guide viewers to other shows

31 Investor Day 2021 S"‘Y



Growing engagement and retention for ‘A Discovery of
Witches’ audience

Pre-launch In-season Post-season

‘Grow the audience’ ‘Stimulate and broaden’ ‘Retain and winback’

* Discovery of Witches viewers

Audience New season Audience transition ) i dt ds hiah
activation launch to affinity shows were transitioned towards high-
begins affinity shows (Men In Kilts, The
Nevers or The Handmaid's Tale)

* 67% of the Discovery of Witches
base engaged with at least one
of these three recommended
shows

Viewership

e e A e

= Discovery of Witches (DoW) viewership El DoW audience: viewership of top three recommended affinity shows

3 2 Investor Day 2021 S"‘Y




Data-led scheduling maximises support for key content
adaptive releases for our ‘Drama Lovers’

Regular ‘tent-pole’ titles sequenced throughout the year

THE HANDMALD'S TALE
|

4

b ]

J
)

Smaller binge releases to maintain audience

Library titles automatically promoted on-platform and through direct comms

3 3 Investor Day 2021
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> Sky Sport Now delivering sustainable growth in new
customer pools

* Engagement, tenure and subscribers have all grown
relative to comparable period in 20203

* Most significant viewing growth has been in on-
demand content (+31%) and pay-per-view events
(+73%)

* Engagement can fluctuate by time of year and
availability of content. Sky's year-round content line-up
across numerous sports encourages strong
engagement and tenure

R e
. 1 (3
(L1 \
l -
- A AN
~

—— 1Y

83% (-2ppt) p) 12.0 e ‘\L\i: 8\1

Weekly Active AVerage Tenure Paid Subscribe\‘ .
Engagement?! (months)? Growt \ :

1. Engagement: Average weekly number of customers who consumed content as a percentage of those who had access to
3 4 Investor Day 2021 content at any point within the week. 2. Tenure: Average total tenure of the active subscription base excluding all
transactional passes. Paid passes only and includes current and previous subscriptions. 3. Comparison periods are July "

2020 and May 2021 (sport had not fully returned in May 2020 and in June 2020 the sporting calendar was limited).



> Using data driven agility to grow customers and increase
fan engagement

Rationale

Constantly scanning for
tactical opportunities ...

\'4

+ Customer data
*+ Sportdata

* Sport schedules and results

... to quickly generate initiatives
to attract new customers,
increase engagement or trigger
reactivation

Data Insights

Drawing from a range of
sources

\'4

* Customer behaviour, viewing
and purchase history

* Affinity sports

* Potential audiences and
customers at risk or lapsed

* Sports calendar and marquee
events

* Compelling state of a
competition or match

* Winning streaks, unexpected
results, 'hot’ personalities

GET YOUR
S5PASS
sky sporTRE

SEE GEORGE
TAKE ON THE
GIRO D'ITALIA

GET 10% OFF ANY
SKY SPORT NOW PASS

4TH TEST FINAL DAY

CRICKET
AUSTRALIA

AUS v IND

Outcomes

50% conversion of new
customers via 'tactical’ day
passes to a subsequent pass

\'4

Europa League Final Day $5 Pass
27 May 2021

* 9.7% of total viewing audience
brought in on Day Pass

* 45% of Pass buyers were new
to SSN

* 48% of Pass buyers purchased
another Pass within 28 days.

3 5 Investor Day 2021
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* Streaming Customer Targets

3 Year Targets

Maintain strong engagement1
for Neon / Sky Sports Now

80% / 75%

1
Increase customer tenure

for Neon & Sky Sports Now 12 - 18 Months

Grow Neon and Sky Sport

_ o)
Now customers 10 - 15% average annual growth

CINTRIGEIINCEINIAETLUER 15 — 25% average annual growth

36 Investor Day 2021 1. Definitions for these measures are provided on previous slides.



- Sky Box Customers

01.

How we are
stabililsing the
Sky Box
customer base

Our Our
Strategy Customers

02.

How Sky is
unlocking
value to drive
retention and

acquisitions
p I
Our Streaming Sky Box
Content Customers Customers

Corrie Labuschagne

Head of Sales and Operations

Corrie has been with Sky since 2019. Prior to
joining Sky, he was Group Executive Head of Sales
at the Multi Choice Group, Africa’s leading
Entertainment company. He also held various
leadership roles at Samsung in South Africa from
2008 to 2016, including Head of Product and
Commercial Lead for their mobile business.

Sky Sky Fan New Sky Our Financial
Broadband Experience Box People Performance

Summary



The Sky Box customer base is stabilising

SKY BOX CUSTOMERS (000s)

671
652 628 610 590 577 566

H1FY18 H2FY18 H1FY19 H2FY19 H1FY20 H2FY20 H1FY21 H2FY21

Il Direct’ [ Reseller?
SKY BOX REVENUE ($m) & ARPU ($)

357 .
322 308 200
283 271
$86 $83 $84 $83

HT1FY18 H2FY18 H1FY19 H2FY19 HT1FY20 H2FY20 HTFY21

- Revenve

H1FY21indicated we are reaching a stable core with modest net
positive increase in direct customer numbers, for H1, for the first
time in 4 years3, although we expect some volatility to remain in
the short term

Annualised churn was 12.4%, with direct customer churn lower still,
at 9.5%

Revenue decline is relative to subscriber reduction

ARPU decline is stabilising and slowing in the short term and was
$79 at H1 FY21 which included the impact of one-offs*

1. Direct customers are those with a direct relationship with Sky.2. Reseller customers received their Sky ’
3 8 Investor Day 2021 Box subscription through Vodafone. Reseller customers were progressively migrated to a direct
relationship with Sky between October 2020 and March 2021. 3. Increase excluded positive impact from "

Reseller migration 4. One-offs include the migration discounts applied to Vodafone migrated customers.



* Recent initiatives are supporting continued stabilisation

Vodafone Reseller! migration (completed by May 2021)

*  Following the migration of 33.8k customers to a direct relationship
with Sky, churn of these subscribers improved by 55%+

New Sky Go released (March 2027)

* Active monthly users increased by 27% since March with positive
customer response to additional functionality and content

*  Sky Go users have 8% lower churn in the first year of joining
compared to non-users with new Sky Go positioned to improve this
further

Sky Broadband (successfully launched)

* Positioned to add value for Sky Box customers and expected to
further improve customer retention

1. Reseller customers received their Sky Box subscription through Vodafone. Reseller customers

39 Investor Day 2021 were progressively migrated to a direct relationship with Sky between October 2020 and March S"‘Y

2021.



How Sky is improving retention through cost effective
strategies

SKY BOX CUSTOMER CHURN BY TENURE (DIRECT CUSTOMERS) Customer value management initiatives use our improved data and

— insights capability and a test and learn approach to continue stabilisation

P i «  Total churn improved from 12.8% at FY 2020 to 12.4% by H1 FY21

- Once customers have been with us for over 2 years, churn rates
27% improvement fall dramatically (improving by 27% for O-1year tenure and by 15%
®®  Ngrmmmmmmmesnsgms for 1-2 year tenure)

40%

30% - Our core Sky Box customer base is loyal — 70% have been with Sky

1 (o)
25% SRR R 13 for over 5 years, with low churn rates of 6%
20% - * Building the capabilities and foundations for improved retention
%
of base . . . .
_ A e e - Salesforce CRM implementation enables personalised and timely
L . .
St eee T tneeeaa communication
-..

0% o, = . . .

55% of base T — 70 - Loyalty program plan is underway with the expectation of further

° . .
5% of base retention improvement
0% - Focus on continuous improvement in Care Centre process,
H1FY17 H2FY17 HIFY18 H2FY18 HIFY1® H2FY19 HIFY20 H2FY20 H1FY21 capability and technology

0-1Years

eseee Total 1-4 Years o 5 Years

40 Investor Day 2021 1. Direct customers are those that have a direct billing relationship with Sky ’
(excludes previous Reseller customers) '\



> Our approach to activating new customer acquisition

Our test and learn acquisition initiatives are delivering volume

9 o == % 1 O O% $ 7 growth and positive cost improvement

Conversion Increase in digital Increase in outbound *  Data insights inform acquisition decision making and customer
on inbound sales contribution incremental ARPU onboarding

* Returning customers, through targeted acquisition activities,
make up >20% of total acquisition

*  Deeper discounts removed from our largest volume sales
channel (inbound call centre), with conversion rates maintained
above 20%

*  Web relaunch in October 2020 doubled digital sales channel
contribution, reducing variable cost per acquisition

* Increased new customer ARPU by $7 through driving
attachment of 2 or more premiums to outbound telemarketing
from March 2021

41 Investor Day 2021 S"‘Y



 Sky Box Customer Targets

3 Year Targets

Sky Box customers
stabilised and returned to Achieve customer growth
growth

Revenue stabilisation achieved
Sky Box revenue stabilised (exclusive of broadband)

Annualised Sky Box
customer churn

<10%

42 Investor Day 2021



* Sky Broadband

01.

Our approach
to entering

the

broadband
market

Our Our
Strategy Customers

02.

Our broadband
product and
service
proposition

Our Streaming
Content Customers

Daniel Kelly
Head of Broadband

03.

What success
will look like

Dan joined Sky as Head of Broadband in October
2020 to lead Sky's Broadband delivery and
business. He has over 15 years of telco experience
leading consumer and SMB teams to deliver
innovation and optimise business performance.

) I

Sky Box Sky
Customers Broadband

Sky Fan New Sky Our
Experience Box People

Financial
Performance

Summary



* We used a deliberate, phased approach to exceed
customer expectation

Discovery Design Build Trial Targeted Selling In Market
Definition Functionality Capability Operationalise Volume & Quality
Q @) 0
CIAIVY 4

* Customer co-design and build » Test capabilities with trial * Multi-phased below-the line *« Target all fibre homes
+ Agile co-located team customers targeted marketing

» Activate sales channels

* Value focused delivery * Dedicated trial team * Build operational muscle * Above-the-line marketing

* |everage existing platforms » Digital access support
for rapid deployment

44 Investor Day 2021 S"‘Y



* Using a partnerships model to deliver Sky Broadband
provides a high quality experience with lower fixed cost

. . . . . . .
K O.C U S - R U S Vocus strategic partnership injects telco expertise
0g®

Fibre partnerships delivers on customer proposition, desired
experience and support to grow

oo irzfast €NADIe  Rorthpower

FIBRE fibre broadband . Brooqlbond creating foundation for even better service
experience

e service cloud " marketing cloud . WlEl pgrtners help to dellvgr best in market experience with
optimised setup and fast fix

Bringing WiFi to life with innovative world first

|
KA@ N ’-\ @ 9 *  Strengthening entertainment proposition through unique and
t®0 exclusive content partnership with global leader

i 1"RouteThis AR

4 5 Investor Day 2021 S !(Y



> We built our value proposition using a ‘non-telco’ approach

Quality

‘Deserving of the Best’

©)

LA

Faster fibre speeds

WiFiin every room of
your home

Do more, watch more
with no interruptions

Value
‘Good honest Value’

Hero $79 plan
1GB at TOOMB prices
No data caps
Latest WiFi tech included

Simple prices with no
hidden surprises

Service

‘Hassle free setup and use’

2

"Quicker to install than
unpacking the box"

Tools and guides to get,
and keep you, connected

Technicians to make it
even easier

Loyalty

‘Showing the love’

First to know
No contract

Discounted tech install

46 Investor Day 2021



Innovative service is delivered through a hybrid model

Self-Service Kiwi Team
New Sky App putting powerful service and Local Sky crew and partners ready to
support tools in customer pockets help when customers need us most

47 Investor Day 2021 S !(Y



Data and insight driven marketing strategy with
responsive reporting

Know our customers Market where prospective
intimately customers are

Monitor, track and respond

Customer BB Report
- data | 423 425 25 7 1785 .
orus ot loves Awareness Building . Rocuars b Sees Chasnel R by 5
Data : '
100/
% Trials II!E.HI 4
Enable 0e® ' v o
oS Quant IIII I \\) 0
research Ho ‘
Corelogic Customers
Qual’ Consideration Jdb
Northpower research alol"( snowflake
Testing
v Near real-time reporting and data insights
D t insight f Itiple dat
eep customer Insight Trorm muftiple data Supported by new data platforms
sources
Conversion * Accessible timely data insights

ldentify customer opportunity

Linked to Local Fibre Company Commercial decision making

opportunity

4 8 Investor Day 2021 S"‘Y




Broadband 900/400 speeds

HERO

Ideal for most kiwi homes

$79..

Non Sky Box price $109

For bigger homes where
Wi-Fi needs to go further

$89..

Non Sky Box price $119

100MB speed options available

$79..

How we are doing - early response?

93%

900/400 speed
plans

20%

Sales online

$82.58.....

ARPU (Broadband and voice)

17%

Attachment of
voice services

17%

Attachment of
WiFi booster/s

Investor Day 2021

1. Data is current to 24 June 2021.



* Sky Broadband Targets

3 Year Target
Attachment rate to Sky 8_13%
Box customer base
Market share 3-5%

5 O Investor Day 2021
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* New Sky Fan Experience

Sophie Moloney

Chief Executive

x|

Our Our Our Streaming Sky Box Sky Sky Fan New Sky Our Financial Summary
Strategy Customers Content Customers Customers Broadband Experience Box People Performance



«  When we were considering the question of
customer value in a digital context, we started out
thinking about the broadband experience

* One of the frustrations we identified were those
pockets of the home that have coverage gaps, but
you can't really figure out why

* Thisled to someone asking, "what if you could see
WIFI"?

* It turned out to be a great question — with an
exciting answer

5 2 Investor Day 2021 SW



Introducing WiFi Guy

-

WiFi Guy is the virtual assistant in
Augmented Reality that is helping our
Broadband customers troubleshoot and
understand the service in more depth

Ooh, | could stay here all day.
This signal is strong! Now lead
on, I'll be following behind you.

Test another room

I'm done seeing my WiFi

1. My Wave Limited has provided, and is continuing to provide, services and software to Sky \
53 Investor Day 2021 Network Television Limited in relation to The Wi-Fi Guy and the proposed new Sky fan y A
experience. Geraldine McBride is a director of both Sky Network Television Limited and My Wave R

Limited. _ #
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Where else could this technology lead us?
(

y —

* As we developed WiFi Guy, it became
clear very quickly that we are only just
scratching the surface of what's
possible for supercharging custo
experiences with Artificial Intelli
Augmented Reality and innova
digital technology solutions

*  We also see a strong opportuni
add more value to our sports
partnerships

5 4 Investor Day 2021



A new Sky fan experience emerges

We also see exciting opportunities in:
« Connecting with a wholly digital fan-base

« Adding more value to our sports partnerships, with
collaborative solutions to fan engagement

« Generating new revenue streams, with inclusive revenue-
sharing arrangements in respect of digital collectibles
noting the recent success of NBA Topshots

«  New ways to engage with content and players and fans
at live events

« Sky has secured exclusive partnerships with technology
providers MyWave.Al and Veve

MYWAVE.AI  yave

INTELLIGENT PERSONALISED OUTCOMES

sky

5 5 Investor Day



Our next steps to revolutionise the Sky fan experience

+ Collaborating with all partners to refine specific

TOM ABERCROMBIE
opportunities .‘

« Developing robust, commercially viable models
«  Moving quickly to capture the opportunity

- Leveraging partnerships to deliver at a faster
pace

L\

~ reakErs
“This is an incredibly exciting opportunity that will allow fans to be
connected to our game and our club like never before. Growing fan
experience and supporting deeper engagement at home and at the
park is a massive opportunity and Sky have really captured the Concept Digital Collectibles
potential of the digital realm with this initiative.”

Rob Croot, Vodafone Warriors Chairman

5 é Investor Day 2021 SW
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» Technology transformation and additional capability is

delivering a more nimble Sky

TECHNOLOGY TRANSFORMATION

Then Now Future
FY17 FY21 FY24

- Cloud driven platform system

- Cloud driven with on premises hardware

- Transitioning from hardware to Cloud On Premises hardware

86% of systems have moved to the cloud or are in
transition, and investment is focused on software and
cloud

Streamlining operations is lowering operating costs,
reducing risk and enabling a more nimble Sky

A centralised data lake across platforms is allowing
greater insight into customer preferences

Reinvestment in new capability is creating opportunities
(e.g. Salesforce)

Transformation is enabling increased delivery capability
and momentum (launch of merged Neon platform,
enhanced SkyGo, and launch of Sky Broadband)

5 7 Investor Day 2021



* New Sky Box

01.

Our customer-
led approach to
designing Sky’s

new box
Our Our
Strategy Customers

02.

The product
proposition
and
experience

Our Streaming
Content Customers

Bridget McNeill
Head of Product

03.

How we will
deliver on
success

Bridget has been with Sky since 2017 and has held
various leadership roles in our technology and
product teams prior to being appointed to her
current role in March 20271. Bridget has spent most
of her career in the pay-tv industry in the UK and
Europe, including 6 years in the Netherlands
working for Liberty Global as Director of TV Design
& Production, and Director of TV Product.

a |

Sky Box Sky Fan New Sky Our Financial
Customers Broadband Experience Box People Performance

Summary



Over 6000 conversations with New Zealanders
informed our design

Engaged over 6000 New Zealanders to pinpoint what Sky must do
to remain, or become, the primary entertainment solution in their
household

Customers told us they don't just want to talk about a box, they
want to talk about a better Sky experience

Validated the things Sky does well, that customers love, that we
need to continue to deliver on

Explored what Sky needs to do better, to keep existing customer
loyalty, and attract new customers

Identified Validated
customer Validated Tested solution with

needs with problems to benefits customers
in-home solve nationally and non-
interviews customers

5 9 Investor Day 2021



Our customers want a connected entertainment experience

sky

A fhe Undoing

Drama, Crime, Mystery * 1Season * 16+

: 5
¢ EN
b)) 2 . (I
\ 2 A ey A ¥ DOMINA
Ly NEVERS™ ¢

BaE
m-

My Favourite Channels

A Discovery of Witches EastEnde: Shelock Holmes: A Game

S2E E6 « MVSL S1E6216+ PG of Shadows « MV
6:30 pm - 7:20 pm 6:55 pm - 7:25 pm 615 pm - 8:30 pm

Continue Watching
New Amsterdam Parks and Recreation Euphoria
S3E5.M : S2E6 /M > = S1E2.18VSLE

iy
33 mins remaining 8 mins remaniflg 'A 45 mins remaining
- _—r —
TV Shows Mystery Romance

Most Popular in NZ

1 AR

Rick Stein's Secret France
S1E4+PG

o
Love Island UK; :\
S6EN M by

o -

13 mins remaining

Fashion

This is what they asked for...

Reliability and dependability of satellite TV and hard drive recording

An experience that is integrated, personalised, intelligent, easy-to-use
and seamless across the Box and personal devices

Easier, bundled access to other content services and Apps

OQur priority is to create a connected and enhanced experience that
better serves Sky and partner content

é O Investor Day 2021
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> Sky’s new entertainment hub is the solution

q‘I’TZ

It's for you

Personalisation

7

It's easy

Discovery

[

It's everywhere

Multi-device

O
®0

It just works

Performance

61
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Our new Sky box will deliver a market-leading experience

for customers

sky e o

All Blacks V Wallabies

A AII BIacksVWuIIables ;(:/

LIVE) Bledisloe Cup * 2022 - G

» WATCH LIVE = DETAILS

What's On Sky Sport

Dakar Rally Week 2 His|

=
Fren:hTopmr-ﬁals ig Bas Australia OpenDoyB
Sky Sport1-G B y Spor ‘rv] Extra Coviiga ky Sport 4= Sky Sport 5 =Gz =

‘ ‘,. Sky :‘g

45 mins remaining” | ins remaining ins remaining § i inii ins remaining SN
” W

It's for you

Recommendations based on what
you’ve watched

Personal profiles for everyone in the
family

It's everywhere

Unified experience across the Box
and Sky Go

Switch between TV and personal
devices with instant pause and

play

It's easy

Voice enabled remote control for
quicker discovery of content from
Sky and partners

Skip credits and intro to get quickly
to the next episode

It just works

A hybrid Box with the reliability of
satellite TV for all Sky and Free-to-
Air channels

Combined with internet delivered
on demand and App content

More recording capacity

4K-HDR ready

62 Investor Day 2021
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New Zealanders responded positively to the benefits

Sky’s new Box will bring

85% of existing customers
found the new Box appealing

"It sounds great. | love the recording memory, the On demand, the
movies, the High Definition etc., all of it"

"It is a great step forward and will provide us with all the TV viewing
we need in our own time"

"All the channels on one Box. More hours recording. Voice control
remote. It sounds so exciting. We will definitely get it when it comes.”

Native Budget Conscious Aspiring
Families

Streamers Families

22% 15%

of households of households

of households

The new Sky Box has broad gppeal for existing customers
! |

77% of non-customers (open to Sky)
found the concept appealing

"It seems to have all we need from an online streaming, and have
the latest shows. Ability to record, that's great”

"It is combining lot of features from different platforms and giving
it to its subscribers in one”

"It seems to tie in streaming and live tv, plus record features. So it
appears it may cover everything | currently have with multiple
providers"

Connected Heartland
Nesters Champions

15% 25%

of households of households

Don't change a thing

63 Investor Day 2021

1. Customer and Non-Customer quotes source: Yabble / Sky 2020

sky



> We will build the new Sky Box with our partners’ help

We investigated multiple options to find a solution that would meet Sky's needs, including:

v Speed to market v Proven in market
Able to be integrated with existing systems v Able to support our customer and business needs

* Largest, global TV operating system - 140 partners in-
market

* 100m customers globally every month

o
q n d ro I d tV Customisable experience for Sky customers
* Access to Google product road map
« Google PlayStore with 3 party apps comes built-in

* Voice-enabled remote includes Google Assistant

* Speed to market — pre-built operating system

é 4 Investor Day 2021 s !(Y



> The foundation for the new Sky Box infrastructure is

already there

sky sky

On demand
Metadata
Analytics

Customer
management

Satellite TV Digital
channels Platform

sky

» AllBlacks V Wallabies ,'{5‘,(‘7 !. V\ .
= .. w2y A a0,

} 3

@‘é o

Our building blocks

Large portion of the required capability for launch leverages
existing Sky systems, as well as our Digital Platform

A hybrid set top box has been selected as it is mostly a digital
platform-driven device that uses satellite to access linear
channels, with local recording

It allows for a seamless, connected experience between the
Box and Sky Go

We have committed to retaining the parts of the experience
that current customers love

65 Investor Day 2021
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* New Sky Box Targets

New Sky Box In New
Zealand homes

Customer target

Investment funding

3 Year Target

mid-year 2022

150-200k by end of FY24

Within 7-9% capex envelope

éé Investor Day 2021
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Our People

01.

Our new
operating model

Our Our
Strategy Customers

Michael Frampton

Chief People and Operations Officer

02. 03.

Measures for Our Priorities

SUCCeSS

Michael joined Sky as Chief People Officer in
September 2020 and was appointed Chief People
and Operations Officer in April 2021. Michael is an
award-winning HR leader with over fifteen years'
executive experience in New Zealand and abroad,
delivering people strategy, organisational
transformation and service redesign.

) I

New Sky Our
People

Financial
Performance

Sky Box Sky Fan
Customers Broadband Experience Box

Our Streaming
Content Customers

Summary



» An operating model* with customers front and centre

Customer Teams

Sky Box

Heartland Budget Canscious| Asoiring Families Connected Native
Champions Families finng Fam Nesters Streamers

Broadcast Infrastructure | Content Delivery | Product Development

Commercial Finance | Business Intelligence | Financial Control

Strategic Communications | Strategic Initiatives | Brand & Insights

Commercial and Content Partnerships | Programming | Production

]] NEON Sky Sport Now Broadband Advertising Sales Sky Business Rugby Pass ]

Enablers :

Senior

Chief People and Operations Officer

People Enablement | Culture | Property | Operations

Chief Commercial Officer

<

4 Y &

Chief Executive Officer Chief Financial Officer Chief Customer Delivery Officer

Customer teams
empowered and right-
tooled

Enabling teams aligned
to customer priorities
and value

New ways of working
built on rapid cycle test-
and-learn

A flatter, faster, fitter
organisation

68

Investor Day 2021
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* Our new People Strategy is driving engagement, which
underpins performance

Employee Engagement measures whether our people are with us, and whether they get it

| eadership, Culture, Development, Enablement and Alignment are all drivers of engagement

Performance has shifted markedly in just one quarter

Engagement is rising... and there's more work to do

FY21: Q2-Q3 FY21: Q2-Q3

+11% +6%

Leadership Culture

69 Investor Day 2021



 We're right-sizing, right-skilling and right-focussing

Leadership

Development

Enablement

Alignment

®
Y
Jed

New Operating Model

Bringing to life the
operating model,
structure and ways of
working that make Sky
nimble, fast and
customer-obsessed

L)
iy

Work Environment

Improving and
modernising the
environments in which our
people work

\J
Be

@
-
'a
i

Culture

Defining and living into
our values and building an
organisation that reflects

the customers and
communities we want to
serve

T

B,

Tools for Productivity

Delivering the tools,
technology and
connectivity for people to
do their best and most
productive work

/2
-

Leadership and Capability

ldentifying capability gaps
and implementing targeted
development and
recruitment strategies.
Growing new leaders

7O Investor Day 2021
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* Financial Performance

01.

Revenue
stablisation and
growth

Our Our
Strategy Customers

02.
Costs
management
and capex
investments
Our Streaming
Content Customers

Andrew Hirst

Interim Chief Financial Officer

03.

Outlook for key
financial metrics

:" \

Andrew is a Deloitte Corporate Finance Partner on
secondment to Sky as Interim Chief Financial
Officer. Andrew is a highly experienced strategic
corporate financial advisor, and in his 15 years as a
Deloitte partner has advised a wide range of New
Zealand and offshore corporate clients NZX and
offshore listed companies.

» I

Sky Box Sky Fan New Sky Our Financial
Customers Broadband Experience Box People Performance

Summary



* Core revenues stabilised, with growth from existing and

new business

FY22 to FY24 Targets

FY21F1
$525-$535m

Strecxming2 $70-$75m
Other (Commercial

! 100-%$105
Advertising, etc) b $ m
Other (New services -
Broadband, etc)
Total revenue $695-$715m

* Revenue transitions from declining to stabilised over next 2-3 years

* Subscriber numbers stabilised and return to growth through increased
acquisitions and reduced churn. Driven by improved customer experience initiatives
and new Sky Box

* Core Sky Box ARPU increases through Broadband attachment

* Revenue growth continues, albeit at a more modest rate than recent years
* Subscriber growth through Neon and Sky Sport Now, with stable ARPUs
* RugbyPass revenue growth as audience and network business accelerates

* Commercial and advertising revenues return to pre-Covid levels

* Grow new services revenues to be 10-15% of total revenues
* Targeting 8%-13%+ Broadband attachment for Sky Box customers

* Targeting revenue growth of $75-$100m+ p.a. by FY24, largely from Broadband
as well as stabilised and growing core revenues

72 Investor Day 2021

1. Basis of FY21 guidance provided on 3 February 2021. 2. Streaming consists of Neon, Sky Sport ’
Now, Retransmission and RugbyPass "



* Revenues continue to diversify; proven ability to launch

new offerings

REVENUE BREAKDOWN %

FY18 FY21 FY24'

Sky Broadband - Streaming - Sky Box - Commercial & Advertising

Revenue diversified since FY18 following successful ramp-up of
Streaming. This will continue with further Streaming growth and
the addition of Sky Broadband

Success in Streaming proves Sky's ability to successfully launch new
offerings in response to customer demand, with revenue CAGR of
34% since FY18. Despite a more mature market, and expectation of
new entrants to the Direct to Consumer streaming market in the
next few years, expect Streaming revenue growth of 15-25% p.a.

Recent launch of Sky Broadband to continue to deliver on our
promise to customers will also help to stabilise Sky Box revenues,
aided by the power of the bundle

The same drivers that we expect will slow the growth of our
Streaming business (i.e. new market entrants) will help drive our
Broadband growth

Investor Day 2021 1. Forecast S'
73 Ky



» Programming costs largely locked in for next 2-3 years, targeting co-
exclusivity savings and further non-programming cost savings

FY21F FY22 to FY24 Targets

* Locked in key content that matters to our customers

* Programming costs stepped-up from 2H FY21, mainly due to impact of new rugby

Programming rights and ) deal

operations $5208s52om * Targeting significant savings on deals through co-exclusivity and other
partnerships

* Disciplined, data driven renewal and acquisition decisions

* Increase in sales & marketing spend (part of Subscribed Related cost) to support
revenue growth in Sky Box and Streaming, as well as new services (e.g.
Broadband)

* Targeting further non-programming cost savings of at least $10-15m p.a. by FY24
(on top of the net $15m p.a. already achieved since FY18)

* Broadband costs largely variable in nature

Non-programming costs $215-$220m

* Deprecation & amortisation reduces by $20-25m p.a. by FY24, consistent with
lighter capital model and reduction in Optus lease costs (see below)

Depreciation &

Amortisation $105-$110m

Right of use costs
(included in D&A and $40m * New Optus deal delivers lower costs from December 2021

interest costs)

74 Investor Day 2021 1. Basis of FY21 guidance provided on 3 February 2021 S’Y



» Continue to deliver cost efficiencies as we move to a new,
leaner operating model

OPEX BREAKDOWN %

00

I New Products I p&aA I Operating costs?

*  Since FY18, Sky has reduced non-programming operating costs
by net $15m p.a., and further reductions of at least $10-15m
p.a. targeted by FY24

* Transitioning non-programming cost base to a more lean and
dynamic operating model, as our new product costs (e.g.
Broadband) are largely variable in nature

*  Moving to a lighter capex model following investments in
software and cloud solutions, which will drive further operating

cost savings and reduce depreciation & amortisation by $20-
$25m p.a. by FY24

*  Leaner operating model will enable programming
cost challenges to be addressed, as our programming costs
(made up of rights and production) as a percentage of revenue
peak by FY24, before settling back at around 45-50%

75 Investor Day 2021 1. Forecast 2. Non-programming operating costs S’Y



» We continue to move towards a capital-light model, and focus our
investment in areas that enhance and grow revenue

CAPEX BREAKDOWN %

Target range of
Revenue/Capex

Initiatives that drive revenue and
subscriber growth (e.g. new Sky Box
development and units, Sky Broadband
routers and mesh units?, etc)

Grow 50% - 60%

Initiatives that drive customers
experience improvements, and a more
Enhance 20% - 30% lean and dynamic operating model,
resulting in lower operating costs (e.g.
automation, digitisation, etc)

Initiatives that maintain our current
Maintain 15% - 25% position and ability to broadcast (i.e.

1
FY21 FY24 "keep the lights on")

- Maintain

Grow - Enhance

Investor Day 2021 1. Forecast S'
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* Summary — outlook for key financial metrics

FY21F!

FY22 to FY24 Targets

Comments

$695-$715m

Revenue

$535-$545m

EBITDA $170-$182.5m

Return to growth, with
significant revenue
uplift from new
products

Programming costs

largely committed,

target further non-
programming savings

Re-setin FY22, with
growth over the
medium/long term

Remain at 7-9% of

Core Sky Box and Other revenues stabilised; Streaming revenues continue to grow; 10-15% of
total revenue from new products and services (e.g. Broadband and RugbyPass)

‘New normal’ programming costs with recent strategic rights deals

Significant programming savings targeted from co-exclusivity and partnerships

Further non-programming savings of at least $10-15m p.a. by FY24 (on top of net $15m p.a.
achieved since FY18)

FY21includes one-off impacts (e.g. Covid-19 content savings) and Other Income (e.g. gain on
sale of OSB, contingent consideration settlement, etc)

Reduces from FY21 for the next 2-3 years due to 'new normal’ cost structure and without the
one-off impactsin FY21

Expect upper end of 7-9% target range as we invest in new Sky Box

45-%$55 . ) ) .
D eI revenue Increasing the proportion of growth capex following 2-3 years of re-investment
S _ Positive free cash flow generation, but at low levels, for next few years as we absorb 'new
Maintain positive free , . .
) normal’ programming cost base and invest for growth
cash flow while re- . : . . . .
Free cash flow . : Capital management options (incl. dividends) considered in the context of our strong balance
investing for long term - . . :
sheet and available free cash flows, which will be influenced by the need to return revenues to
growth . . . .
sustained growth, achieve further cost savings, and invest for growth
FY21 quidance No change to guidance ranges provided on 3 February 2021,
9 albeit we expect to be at the upper end (or possibly above) on EBITDA and NPAT
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* What success looks like — Sky's 3 year targets

OUR FOCUS AREAS

Nurturing and growing Sky Box and
Streaming customers

Stabilise and then grow Sky Box customers

Sky Box customer churn <10%

Sky Broadband attachment rate of 8% - 13%

Grow Neon and Sky Sport Now customers by 10% - 15% CAGR
Average tenure for Neon and Sky Sport Now of 12 - 18 months

Being the preferred partner for key rights
holders, content creators and
distributors

Continue to deliver the content that matters to customers
Accessing co-exclusive rights opportunities
Neon engagement 80%; Sky Sport Now engagement 75%

Growing revenues and reducing
operating costs

Sky Box revenue stabilised’

Streaming revenue growth of 15% — 25% CAGR

Grow new business revenues to 10% - 15% of total revenue
Revenue growth of $75m - $100m+ p.a.?

Programming costs return to be within 45% - 50% of total revenue
$10m -$15m of non-programming operating cost savings p.a.?3

Being a place where our crew are
empowered to do their best work

Year on year increases in employee engagement scores

THE ‘BEDROCK’ OF OUR BUSINESS

Rapid and sustained execution and
enabling our people to succeed

New Sky Box in New Zealand homes by mid-year 2022
50% - 60% of capex on growth initiatives

Being efficient, adaptive and profitable
business

Maintain positive free cash flow throughout
Depreciation & amortisation reduced by $20m - $25m p.a.?
Capex maintained at long term average of 7% - 9% of revenue
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Corporate partnership

The media industry is undergoing significant consolidation and change, both globally and domestically.

Today's presentation outlines the steps Sky is taking to address these challenges and to succeed in a
changing market.

Over the last twelve months Sky has received a number of unsolicited approaches around potential
transactions, all of which have been highly conditional and incomplete.

With the capital structure now stabilised, a strong position in the NZ market, and a revitalised strateqgy, the
Board does not believe the current share price reflects the underlying value of the company.

Sky will review strategic investment partnerships that will deliver sustained ongoing growth to the rights
content and distribution reach of the company, which in turn will accelerate the creation of shareholder
value.

In this context the Board has appointed Jarden to review any such approaches.

Sky's leadership team and staff maintain their absolute focus on delivering the strategy outlined today,
whilst being open to exploring opportunities to accelerate further sustainable value creation for
shareholders.
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* Disclaimer

* This presentation has been prepared by Sky Network Television Limited and its group of companies (“the Company”) for informational purposes. This disclaimer applies to this
document and the verbal or written comments of any person presenting it.

* Information in this presentation has been prepared by the Company with due care and attention. However, neither the Company nor any of its directors, employees, shareholders nor
any other person give any warranties or representation (express or implied) as the accuracy or completeness of this information. To the maximum extent permitted by law, none of the
Company, its directors, employees, shareholders or any other person shall have any liability whatsoever to any person for any loss (including, without limitation, arising from any fault
or negligence) arising from this presentation or any information supplied in connection with it.

* This presentation may contain projections or forward-looking statements regarding a variety of items. Such projections or forward-looking statements are based on current
expectations, estimates and assumptions and are subject to a number of risks, and uncertainties, including material adverse events, significant one-off expenses and other
unforeseeable circumstances. There is no assurance that results contemplated in any of these projections and forward-looking statements will be realised, nor is there any assurance
that the expectations, estimates and assumptions underpinning those projections or forward-looking statements are reasonable. Actual results may differ materially from those
projected in this presentation. No person is under any obligation to update this presentation at any time after its release or to provide you with further information about the
Company.

* The Company has used the non-GAAP financial measure EBITDA when discussing financial performance, as the directors and management believe that this measure provides useful
information on the underlying performance of the Company. EBITDA is defined by the Company as earnings before interest expense, income tax, depreciation, amortisation and
impairment, and unrealised gains and losses on currency and interest rate swaps. You should not consider this in isolation from, or as a substitute for, the information provided in the
unaudited consolidated financial statements for the six months ended 31 December 2020, or the audited consolidated financial statements for the year ended 30 June 2020, which are
available at https://www.sky.co.nz/investor-relations/results-and-reports.

* The information in this presentation is of a general nature and does not constitute financial product advice, investment advice or any recommendation. The presentation does not
constitute an offer to sell, or a solicitation of an offer to buy, any security and may not be relied upon in connection with the purchase or sale of any security. Nothing in this
presentation constitutes legal, financial, tax or other advice.
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