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IMPORTANT	
  NOTICE	
  &	
  DISCLAIMER	
  

This	
  presenta,on	
  has	
  been	
  prepared	
  by	
   the	
  management	
  of	
  migme	
  Limited	
   (the	
   ‘Company’)	
   in	
   connec,on	
  with	
  mee,ngs	
  with	
  private	
  and	
   ins,tu,onal	
  
investors,	
  and	
  not	
  as	
  specific	
  advice	
  to	
  any	
  par,cular	
  party	
  or	
  person.	
  The	
  informa,on	
  is	
  based	
  on	
  publicly	
  available	
  informa,on,	
  internally	
  developed	
  data	
  
and	
   other	
   sources.	
   Where	
   any	
   opinion	
   is	
   expressed	
   in	
   this	
   presenta,on,	
   it	
   is	
   based	
   on	
   the	
   assump,ons	
   and	
   limita,ons	
   men,oned	
   herein	
   and	
   is	
   an	
  
expression	
  of	
  present	
  opinion	
  only.	
  No	
  warran,es	
  or	
  representa,ons	
  can	
  be	
  made	
  as	
  to	
  the	
  origin,	
  validity,	
  accuracy,	
  completeness,	
  currency	
  or	
  reliability	
  
of	
   the	
   informa,on.	
   The	
   Company	
   disclaims	
   and	
   excludes	
   all	
   liability	
   (to	
   the	
   extent	
   permiMed	
   by	
   law)	
   for	
   losses,	
   claims,	
   damages,	
   demands,	
   costs	
   and	
  
expenses	
  of	
  whatever	
  nature	
  arising	
  in	
  any	
  way	
  out	
  of	
  or	
  in	
  connec,on	
  with	
  the	
  informa,on,	
  its	
  accuracy,	
  completeness	
  or	
  by	
  reason	
  of	
  reliance	
  by	
  any	
  
person	
  on	
  any	
  of	
  it.	
  

	
  

Forward	
  Looking	
  Statements”	
  Disclaimer	
  

The	
  documents	
  provided	
  contain	
  statements	
   related	
  to	
  our	
   future	
  business	
  and	
  financial	
  performance	
  and	
   future	
  events	
  or	
  developments	
   involving	
   the	
  
Company	
   that	
   may	
   cons,tute	
   forward-­‐looking	
   statements.	
   These	
   statements	
   may	
   be	
   iden,fied	
   by	
   words	
   such	
   as	
   "expects,"	
   "looks	
   forward	
   to,"	
  
"an,cipates,"	
   "intends,"	
   "plans,"	
   "believes,"	
   "seeks,"	
   "es,mates,"	
   "will,"	
   "project"	
   or	
   words	
   of	
   similar	
   meaning.	
   We	
   may	
   also	
   make	
   forward-­‐looking	
  
statements	
  in	
  other	
  reports,	
  in	
  presenta,ons,	
  in	
  material	
  delivered	
  to	
  stockholders	
  and	
  in	
  press	
  releases.	
  In	
  addi,on,	
  Company	
  representa,ves	
  may	
  from	
  
,me	
  to	
  ,me	
  make	
  oral	
   forward-­‐looking	
  statements.	
  Such	
  statements	
  are	
  based	
  on	
   the	
  current	
  expecta,ons	
  and	
  certain	
  assump,ons	
  of	
   the	
  Company’s	
  
management,	
  and	
  are,	
  therefore,	
  subject	
  to	
  certain	
  risks	
  and	
  uncertain,es.	
  A	
  variety	
  of	
  factors,	
  many	
  of	
  which	
  are	
  beyond	
  the	
  Company’s	
  control,	
  affect	
  
the	
  Company’s	
  opera,ons,	
  performance,	
  business	
  strategy	
  and	
  results	
  and	
  could	
  cause	
  the	
  actual	
  results,	
  performance	
  or	
  achievements	
  of	
  the	
  Company	
  to	
  
be	
  materially	
  different	
   from	
  any	
   future	
   results,	
  performance	
  or	
  achievements	
   that	
  may	
  be	
  expressed	
  or	
   implied	
  by	
   such	
   forward-­‐looking	
   statements	
  or	
  
an,cipated	
  on	
  the	
  basis	
  of	
  historical	
  trends.	
  Due	
  to	
  rounding,	
  numbers	
  presented	
  throughout	
  this	
  and	
  other	
  documents	
  may	
  not	
  add	
  up	
  precisely	
  to	
  the	
  
totals	
  provided	
  and	
  percentages	
  may	
  not	
  precisely	
  reflect	
  the	
  absolute	
  figures.	
  The	
  documents	
  provided	
  in	
  this	
  presenta,on	
  include	
  supplemental	
  financial	
  
measures	
  that	
  are	
  or	
  may	
  be	
  non-­‐GAAP	
  financial	
  measures.	
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Presenta,on	
  Title	
  3	
  

Title	
  Slide	
  .	
  	
  

WHERE THE WORLD COMES TO PLAY



migme	
  Limited	
  is	
  a	
  digital	
  media	
  group	
  with	
  millions	
  of	
  acGve	
  users	
  focused	
  
on	
  emerging	
  markets.	
  The	
  company	
  is	
  headquartered	
  in	
  Singapore	
  and	
  was	
  
listed	
  on	
  the	
  Australian	
  SecuriGes	
  Exchange	
  (ASX)	
  on	
  11	
  August,	
  2014.	
  
	
  
OperaGng	
  Businesses:	
  
	
  

migme*	
  (100%):	
  Social	
  networking	
  &	
  entertainment	
  plaWorm	
  
for	
  emerging	
  markets.	
  Headquartered	
  in	
  Singapore	
  with	
  offices	
  
in	
  Malaysia,	
  Indonesia,	
  Taiwan,	
  and	
  representa,on	
  in	
  South	
  
Asia	
  (140	
  Staff)	
  –	
  www.mig.me	
  	
  	
  
	
  
alivenotdead	
  (100%):	
  Ar,st	
  &	
  media	
  community.	
  
Headquartered	
  in	
  Hong	
  Kong	
  (3	
  Staff)	
  –	
  www.alivenotdead.com	
  	
  	
  	
  
	
  
LoveByte	
  (100%):	
  Couple’s	
  app	
  (social),	
  avatar	
  app,	
  and	
  virtual	
  
gias	
  creator	
  /	
  provider.	
  Headquartered	
  in	
  Singapore	
  (4	
  Staff)	
  –	
  
www.lovebyte.us	
  
	
  
Sold.sg	
  (100%):	
  Pay	
  to	
  bid	
  e-­‐commerce	
  business	
  opera,ng	
  in	
  
Singapore,	
  progressively	
  rolled	
  out	
  throughout	
  the	
  group	
  –	
  
www.sold.sg	
  
	
  

*	
  main	
  opera,ng	
  business	
  

MIGME	
  LIMITED:	
  CORPORATE	
  OVERVIEW	
  

CODE	
  :	
  ASX:MIG,	
  Deutsche	
  Börse:	
  WELA	
  (WKN:	
  
A117AB)	
  

LAST	
  PRICE:	
  A$0.82	
  (ASX)	
  

ISSUED	
  CAPITAL:	
  	
  
262	
  million	
  ordinary	
  shares	
  
18	
  million	
  unlisted	
  op,ons	
  

MARKET	
  CAP	
  (FD):	
  Approx.	
  A$230	
  million	
  

BOARD	
  

•  Howard	
  Dawson	
  (Chairman)	
  

•  Steven	
  Goh	
  (CEO	
  &	
  Cofounder)	
  
•  John	
  Lee	
  
•  Dmitry	
  LeviM	
  

•  Andi	
  Zain	
  
•  Stephen	
  Llanwarne	
  
•  Charles	
  Pan	
  
•  Yichin	
  Lee	
  
TOP	
  SHAREHOLDERS:	
  

Big	
  Build	
  Enterprises	
  Ltd	
  (FIH	
  Mobile	
  Ltd)	
  	
  18.6%	
  
Founders	
  &	
  Board	
  members	
  18.8%	
  
Employees	
  6.8%	
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The	
  next	
  1bn	
  Internet	
  users	
  experience	
  will	
  be	
  driven	
  by	
  low	
  cost	
  Android	
  phones,	
  and	
  what	
  the	
  Internet	
  will	
  mean	
  for	
  them	
  is	
  
as	
  different	
  for	
  the	
  last	
  2bn,	
  as	
  it	
  was	
  for	
  East	
  Asia	
  to	
  the	
  first	
  world	
  model.	
  migme	
  is	
  posiGoned	
  to	
  be	
  a	
  winner	
  in	
  this	
  ground	
  

shib	
  and	
  is	
  focussed	
  on	
  blue	
  ocean	
  markets	
  (special	
  focus	
  on	
  Indonesia,	
  South	
  Asia,	
  and	
  the	
  Philippines).	
  

5	
  

THE	
  OPPORTUNITY:	
  THE	
  RISE	
  OF	
  THE	
  REST	
  OF	
  THE	
  WORLD	
  

1999-­‐	
  
1st	
  world	
  

~700m	
  people	
  	
  
Access:	
  mobile	
  +	
  broadband	
  

$:	
  adver,sing	
  markets	
  
Iden,ty:	
  the	
  person	
  you	
  are	
  

Companies:	
  Facebook,	
  TwiMer,	
  others	
  

2003-­‐	
  
East	
  Asia	
  

~1.5bn	
  people	
  
Access:	
  mobile	
  +	
  broadband	
  

$:	
  premium	
  /	
  gaming	
  
Iden,ty:	
  the	
  person	
  you	
  want	
  to	
  be	
  
Companies:	
  Tencent,	
  Daum,	
  GREE,	
  

others	
  

2010-­‐	
  
Rest	
  of	
  the	
  World	
  
~3.5bn	
  people	
  
Access:	
  Mobile	
  

$:	
  premium	
  /	
  gaming	
  
Iden,ty:	
  the	
  person	
  you	
  want	
  to	
  be	
  

Companies:	
  ?	
  



migme	
  was	
  born	
  out	
  of	
  mig33	
  (feature	
  phone	
  based	
  chat	
  service),	
  but	
  in	
  March	
  2015	
  is	
  a	
  contemporary	
  social	
  	
  
entertainment	
  network	
  focussed	
  on	
  low	
  cost,	
  mobile-­‐first	
  markets.	
  In	
  Q2,	
  we’ll	
  have	
  an	
  updated	
  feature	
  phone	
  

client	
  and	
  an	
  IOS	
  client	
  for	
  key	
  high	
  end	
  users.	
  In	
  the	
  future,	
  we	
  plan	
  to	
  rollout	
  a	
  number	
  of	
  unique	
  entertainment	
  
experiences	
  for	
  the	
  markets	
  we’re	
  focussed	
  on,	
  and	
  will	
  announce	
  progress	
  when	
  appropriate.	
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MIGME	
  AS	
  A	
  SERVICE	
  

Android	
  

Web	
  /	
  mweb	
  

Miniblog	
   Video	
  chatrooms	
   Gamified	
  iden,ty	
  

IOS	
  

Feature	
  
phone	
  

?	
  
March	
  2015	
   Q2	
  2015	
   Future	
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ECOSYSTEM	
  BUSINESS	
  MODEL	
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WHY	
  DOES	
  IT	
  MATTER?	
  

Users	
  reveal	
  personal	
  data	
  through	
  
interacGng	
  on	
  the	
  plakorm.	
  	
  	
  

	
  
Data	
  is	
  used	
  to	
  target	
  

adverGsements.	
  	
  	
  
	
  

Content	
  providers	
  have	
  to	
  pay	
  to	
  
have	
  their	
  content	
  seen.	
  

Users	
  interact	
  on	
  the	
  
plakorm	
  and	
  engage	
  in	
  
premium	
  acGviGes	
  	
  

(virtual	
  gibs	
  &	
  games).	
  
	
  
	
  

migme	
  shares	
  revenues	
  with	
  
content	
  providers,	
  media	
  
companies,	
  and	
  handset	
  /	
  
telecoms	
  companies.	
  

migme	
  has	
  a	
  differenGated	
  and	
  aligned	
  business	
  model	
  for	
  emerging	
  markets	
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EXAMPLE	
  :	
  CITA	
  CITATA	
  &	
  MIKEY	
  (INDONESIA)	
  

19.0k	
  

51.6k	
  

163.3k	
  

@officialcitacitata	
  

7.6k	
  

4.3k	
  

34.7k	
  

@migpapua	
  

In	
  mid	
  February,	
  	
  a	
  well	
  known	
  singer	
  Cita	
  Citata	
  (@officialcitacitata)	
  
made	
  a	
  racially	
  insensi,ve	
  comment,	
  and	
  Mikey	
  (@migpapua)	
  a	
  popular	
  
Indonesian	
  idol	
  finalist	
  responded	
  in	
  migme.	
  Both	
  ar,sts	
  have	
  built	
  an	
  
equivalent	
  to	
  larger	
  following	
  in	
  migme	
  than	
  on	
  other	
  social	
  media.	
  
Resulted	
  in	
  higher	
  interac,ons	
  in	
  migme	
  than	
  on	
  other	
  social	
  media	
  (by	
  
replies	
  /	
  shares),	
  both	
  ar,sts	
  received	
  virtual	
  gias	
  and	
  interacted	
  with	
  
their	
  users	
  (over	
  4,000	
  gias	
  over	
  2	
  days	
  to	
  which	
  they	
  get	
  a	
  revenue	
  
share),	
  and	
  the	
  story	
  was	
  widely	
  reported	
  in	
  mainstream	
  media	
  	
  
across	
  the	
  country.	
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PEER	
  COMPARISON	
  

Name	
  /Code	
   Revenue	
  /	
  Market	
  
CapitalisaGon	
  (A$)	
  

Monthly	
  AcGve	
  
Users	
  /	
  Footprint	
  

Business	
  Model	
  

Facebook	
  (US:FB)	
   $15bn	
  /	
  $285bn	
   1.44bn	
   Global	
  business.	
  1st	
  world	
  mone,sa,on.	
  

TwiMer	
  (US:	
  TWTR)	
   $1.7bn	
  /	
  $30bn	
   302m	
   Global	
  business.	
  1st	
  world	
  mone,sa,on.	
  

Tencent	
  (HK:	
  0700)	
   $16bn	
  /	
  $241bn	
   830m	
   China	
  focused.	
  Interna,onal	
  investor	
  in	
  TMT.	
  Mone,sa,on	
  primarily	
  through	
  
premium	
  ac,vi,es	
  such	
  as	
  virtual	
  gias	
  +	
  games	
  +	
  ecommerce.	
  

Weibo	
  (US:	
  WB)	
   $416m	
  /	
  $4.2bn	
   156m	
   Miniblog.	
  China	
  Focus.	
  Mone,sa,on	
  through	
  adver,sing.	
  

Daum	
  (KR:	
  35720)	
   $1bn	
  /	
  $6.9bn	
   48m	
   Korea	
  focused.	
  Mone,sa,on	
  through	
  premium	
  ac,vi,es	
  (virtual	
  gias	
  +	
  games).	
  

Momo	
  (US:	
  MOMO)	
   $55m	
  /	
  $2.9bn	
   69m	
   China	
  focused	
  da,ng-­‐centric	
  social	
  network.	
  Mone,sa,on	
  through	
  subscrip,on	
  
and	
  premium	
  ac,vi,es	
  (gias).	
  

yy.com	
  (US:	
  YY)	
   $745m	
  /	
  $4.6bn	
   105m	
   China	
  focused	
  video	
  chatrooms.	
  Mone,sa,on	
  through	
  premium	
  ac,vi,es	
  (gias).	
  

Tian.ge	
  (HK:	
  1980)	
   $138m	
  /	
  $1.3bn	
   14.4m	
   China	
  focused	
  video	
  chatrooms.	
  Mone,sa,on	
  through	
  premium	
  ac,vi,es	
  (gias).	
  	
  

migme	
  (ASX:	
  MIG)	
   $3m	
  /	
  $230m	
   >14m	
   Android	
  first,	
  emerging	
  markets	
  (non-­‐East	
  Asia).	
  Mone,sa,on	
  through	
  premium	
  
ac,vi,es	
  (gias,	
  games,	
  ecommerce).	
  

migme	
  is	
  a	
  unique	
  and	
  differenGated,	
  listed	
  social	
  media	
  ecosystem	
  business,	
  	
  
giving	
  investors	
  unique	
  exposure	
  to	
  the	
  rise	
  of	
  the	
  Internet	
  to	
  the	
  next	
  1bn	
  users.	
  



1.	
  Announced	
  merger	
  with	
  La,n	
  Gold	
  Ltd	
  and	
  Project	
  Goth	
  Inc.	
  (“mig33”) 	
  January,	
  2014	
  

2.	
  Acquisi,on	
  of	
  alivenotdead	
  Pty	
  Ltd	
  (“alivenotdead”) 	
   	
   	
  February	
  2014	
  

3.	
  FIH	
  Mobile	
  Ltd	
  placement 	
   	
   	
   	
   	
   	
  May	
  2014	
  

POST	
  LISTING:	
  

4.	
  Comple,on	
  of	
  merger	
  and	
  lis,ng	
  of	
  group	
  as	
  migme	
  Ltd	
  (“migme”)	
  	
  
	
  and	
  announced	
  over	
  5m	
  MAUs 	
   	
   	
   	
   	
  August	
  2014	
  

5.	
  Signed	
  distribu,on	
  agreements	
  with	
  SmarWren,	
  Spice	
  Mobile	
  and	
  	
  
	
  Trikomsel	
  (Indonesia) 	
   	
   	
   	
   	
   	
  August	
  2014	
  

6.	
  Ar,st	
  agreement	
  with	
  Universal	
  Music	
  (Indonesia)	
   	
   	
   	
  September	
  2014	
  

7.	
  Acquisi,on	
  of	
  couples	
  app.	
  LoveByte	
  Pte	
  Ltd	
   	
   	
   	
   	
  October	
  2014	
  

8.	
  Signed	
  agreement	
  with	
  payment	
  provider,	
  DOKU	
  (Indonesia) 	
   	
  October	
  2014	
  

9.	
  Announced	
  Quarterly	
  Results	
  with	
  over	
  7m	
  MAUs 	
   	
   	
   	
  October	
  2014	
  

10.	
  Ar,st	
  agreements	
  (Indonesia)	
  with	
  Sony	
  Music,	
  Warner	
  and	
  others	
   	
  November	
  2014	
  

11.	
  Apps	
  &	
  games	
  API	
  +	
  $400k	
  investment	
  in	
  MatchMe 	
   	
   	
  December	
  2014	
  

12.	
  Acquisi,on	
  of	
  pay-­‐to-­‐bid	
  business	
  Sold.sg 	
   	
   	
   	
  January	
  2015	
  

13.	
  Announced	
  Quarterly	
  Results	
  with	
  over	
  10m	
  MAUs 	
   	
   	
  January	
  2015	
  

14.	
  Extend	
  ar,st	
  engagement	
  model	
  to	
  Nepal	
   	
   	
   	
   	
  March	
  2015	
  

15.	
  Added	
  global	
  music	
  service	
  Deezer 	
   	
   	
   	
   	
  April	
  2015	
  

16.	
  Comple,on	
  of	
  share	
  placement	
   	
   	
   	
   	
   	
  April	
  2015	
  

17.	
  Announced	
  Quarterly	
  Results	
  with	
  over	
  14m	
  MAUs 	
   	
   	
  April	
  2015	
  

The	
  52	
  week	
  -­‐	
  High	
  /	
  Low:	
  	
  A$1.06	
  /$0.30	
  

CORPORATE	
  MILESTONES	
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migme	
  Trading	
  History	
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CORPORATE	
  ACTIVITY	
  

•  AUGUST	
  2014:	
  SmarWren,	
  Trikomsel,	
  Spice	
  Mobile.	
  	
  Provide	
  an	
  es,mated	
  coverage	
  of	
  >	
  
50%	
  of	
  all	
  smartphones	
  sold	
  each	
  month	
  under	
  USD$200	
  

•  SEPTEMBER	
  2014:	
  Universal	
  Music	
  (Indonesia)	
  

•  OCTOBER	
  2014:	
  DOKU	
  Payments	
  

•  NOVEMBER	
  2014:	
  Sony	
  Music	
  Indonesia,	
  Warner	
  Music	
  Indonesia,	
  E-­‐Mo,on	
  
Entertainment,	
  GP	
  Records	
  and	
  others.	
  Es,mated	
  70%	
  coverage	
  of	
  the	
  music	
  industry	
  

•  DECEMBER	
  2014:	
  Games	
  API,	
  Night	
  Spade	
  Mobile	
  Game	
  Studio	
  and	
  TweenSoa	
  	
  

•  APRIL	
  2015:	
  Global	
  music	
  service	
  Deezer	
  	
  

WHAT	
  DOES	
  THIS	
  MEAN?	
  

	
  

	
  

	
  

	
  

	
  

	
  

CHALLENGES	
  

•  Community	
  forma,on.	
  Forming	
  repeatable	
  communi,es	
  within	
  the	
  migme	
  plaWorm	
  to	
  
lower	
  the	
  churn	
  rate	
  and	
  lead	
  to	
  repeatability.	
  	
  

•  Tuning	
  the	
  plaWorm.	
  Con,nuous	
  improvement	
  to	
  increase	
  the	
  probability	
  that	
  exis,ng	
  and	
  
new	
  users	
  engage	
  in	
  meaningful	
  ac,vi,es	
  that	
  leads	
  to	
  a	
  rise	
  in	
  all	
  the	
  key	
  metrics	
  to	
  the	
  
company.	
  

	
  

.	
  EXAMPLE:	
  INDONESIA	
  

•  Popula,on:	
  240m	
  People	
  

•  Over	
  200m	
  mobile	
  phone	
  subscribers,	
  
98%	
  prepaid	
  

•  Es,mated	
  40m	
  phones	
  being	
  shipped	
  
in	
  2015	
  

•  Es,mated	
  mobile	
  Internet	
  devices:	
  
2m	
  IOS	
  devices,	
  30m	
  Androids,	
  30m	
  
Symbian	
  

•  11	
  network	
  operators	
  

•  Es,mated	
  6m	
  unique	
  credit	
  card	
  
holders	
  

•  Total	
  digital	
  adver,sing	
  spend	
  of	
  USD
$50m	
  (2013)	
  

•  Es,mated	
  5,000	
  ar,sts	
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Handset	
  pre-­‐
installs	
  

Lower	
  cost	
  of	
  customer	
  acquisi,on	
  leading	
  to	
  increase	
  in	
  MAU,	
  raises	
  
branding	
  awareness,	
  and	
  extends	
  reach.	
  

Music	
  
Partnerships	
  

Lowers	
  churn	
  rate	
  (monthly	
  decay	
  of	
  MAU),	
  brings	
  new	
  users	
  on	
  board	
  
(increases	
  MAU),	
  creates	
  premium	
  interac,ons	
  between	
  users	
  and	
  ar,sts	
  
(increases	
  number	
  of	
  mone,sing	
  users	
  and	
  ARPPU	
  per	
  user).	
  Each	
  ar,st	
  
may	
  bring	
  an	
  average	
  number	
  of	
  users	
  to	
  the	
  plaWorm	
  and	
  drive	
  an	
  average	
  
sales	
  amount	
  per	
  month.	
  

Payments	
   Ease	
  of	
  access	
  to	
  payments	
  increases	
  the	
  probability	
  that	
  we	
  increase	
  the	
  
number	
  of	
  mone,sing	
  users	
  and	
  the	
  mone,sa,on	
  rate	
  and	
  ARPPU.	
  



•  Pathway	
  to	
  shareholder	
  value	
  means	
  establishing	
  userbase	
  momentum,	
  align	
  growth	
  in	
  Monthly	
  Paying	
  Users	
  
(MPU),	
  and	
  managing	
  the	
  Average	
  Revenues	
  Per	
  Paying	
  User	
  (ARPPU)	
  with	
  an	
  array	
  of	
  relevant	
  services	
  

•  ConGnued	
  focus	
  on	
  creaGng	
  revenue	
  opportuniGes	
  (ArGsts,	
  Games,	
  Sold.sg,	
  Ecommerce)	
  
•  Deployment	
  of	
  payment	
  infrastructure	
  to	
  support	
  revenue	
  growth	
  
•  Business	
  is	
  posiGoned	
  for	
  growth	
  in	
  MAU,	
  MPU	
  and	
  ARPU	
  (Average	
  Revenue	
  Per	
  User)	
  for	
  the	
  2nd	
  half	
  of	
  2015	
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KEY	
  FINANCIAL	
  METRICS	
  

*Quarter	
  represents	
  50	
  days	
  opera,ng	
  results,	
  represen,ng	
  the	
  period	
  post	
  the	
  merger	
  date	
  and	
  cash	
  inflows	
  men,oned	
  are	
  a	
  product	
  of	
  the	
  merger	
  process	
  
between	
  LAT	
  (the	
  listed	
  en,ty)	
  and	
  all	
  the	
  assets	
  of	
  Project	
  Goth	
  Inc.	
  group	
  which	
  held	
  assets	
  of	
  migme	
  and	
  associated	
  en,,es.	
  	
  

At	
  LisGng	
  Date	
  
11	
  Aug	
  14	
  

Q3	
  2014*	
   Q4	
  2014	
   Q1	
  2015	
  

Monthly	
  Ac,ve	
  Users	
  (MAU)	
   >5m	
   >7m	
   >10m	
   >14m	
  

Average	
  Monthly	
  Paying	
  Users	
  (MPU)	
   N/A	
   33k	
   33k	
   27k	
  

Ar,sts/Verified	
  Users	
   N/A	
   >30	
   >150	
   >380	
  

Cash	
  Receipts	
  from	
  Opera,ons	
  ($A’000)	
   N/A	
   $306	
   $565	
   $1,125	
  

Net	
  Opera,ng	
  Cash	
  Inflows/(OuWlows)	
  ($A’000)	
   N/A	
   $(1,613)	
   $(3,723)	
   $(3,240)	
  

Net	
  Other	
  Cash	
  Inflows/(OuWlows)	
  ($A’000)	
   N/A	
   $801	
   $(266)	
   $339	
  

Cash	
  ($A)	
   $11.0m	
   $9.7m	
   $5.9m	
   $3.2m	
  



Aug	
  
’14	
  

Dec	
  
’15	
  

>10m	
  
MAUs	
  >5m	
  	
  

MAUs	
  

Market	
  	
  
3.5bn	
  
People	
  

The	
  
Future	
  

Winning markets through partnerships, acquisitions and 
platform development: 

•  Fire hydrants (sources of large numbers of new 
users): Distribution, Pre-installs, Apps, Media & 
Telco Partnerships 

•  Engagement: Apps (Games, Ecommerce, Media 
Partnerships) 

•  Viral: Apps & Games, Media Partnerships 

•  Monetisation: Premium Activities (Virtual Goods, 
Games, Other premium activities), Payment 
Providers 

Focus: 

•  Key emerging markets: South East Asia 
(Indonesia, Philippines), South Asia (India, Nepal, 
Pakistan, Bangladesh etc.), and Africa (led by 
South Africa). Option markets: Middle East, 
Eastern Europe, South America 

 

WHAT’S	
  NEXT	
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•  Large	
  scale,	
  strategically	
  differen,ated	
  opportunity	
  in	
  digital	
  media	
  

•  Path	
  to	
  revenues	
  and	
  shareholder	
  value	
  is	
  through	
  building	
  the	
  audience	
  (MAU),	
  
crea,ng	
  valuable	
  services	
  and	
  interac,ons	
  that	
  results	
  in	
  mone,sing	
  users	
  (MPU)	
  
and	
  sales	
  per	
  user	
  (ARPU).	
  Range	
  of	
  services	
  include	
  virtual	
  gias,	
  games,	
  
ecommerce	
  and	
  other	
  premium	
  ac,vi,es.	
  

•  Experienced	
  team:	
  Execu,ve	
  and	
  management,	
  Board,	
  Shareholders	
  

•  Building	
  a	
  focused	
  relevant	
  corporate	
  track	
  record	
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SUMMARY	
  



Thank	
  you	
  
Find	
  out	
  more	
  

e:	
  steven.g@mig.me	
  •	
  m:	
  +65	
  85226176	
  •	
  migme:	
  crazygrape	
  


