Pureprcfile@

A big data insights and
programmatic media company

1H FY16 Results Presentation




Agenda

Page(s)
@ Business Overview 3-5
@ Financial Performance 6-12
® What we do 13-15
- Data & Insights 16-18
- Programmatic Media 19-22
@ Strategy & Operations 23-26

@ Outlook & Objectives 27-28

1H FY16 Results Presentation 2



Pureprofile key attributes

. in generating valuable
consumer data and insights

. to capitalise
on convergence of data technology
and programmatic media

. N a
rapidly-expanding global market
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Solid organic growth and
improvements in financial metrics

YoY revenue Gross
increase margin

Operating
EBITDA

$1.0m

+62% 52%

$9.3m to $14.9m (+11% YoY
margin
Improvement)

(+251% YoY growth)

Balancing
iInvestment in new
technology with

» Solid growth across Constantly

all key businesses improving
operational

capabilities and
iInvestment in new
technology

» Sparc Media
acquisition
delivering strategic
growth

profitable growth

1H FY16 Results Presentation 4



Our expanding global footprint

New York (')
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London @ Q Krakow
@ Thessaloniki

Q Mumbai

Q Sydney
Melbourne Q QAuckIand

120

Employees prior to
IPO July 2015

172

Employees
February 2016



Financial performance



Financial performance

Pro-forma revenue: 62% increase pcp Operating EBITDA: 251% increase pcp

TH FY15 TH FY16

TH FY15 THFY16
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Strong revenue growth across core businesses

Data & Insights: 44% increase pcp Programmatic Media: 73% increase pcp

TH FY15 TH FY16 TH FY15 TH FY16
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Pro forma financial performance

A S$'M

. 1HFY15 1HFY16 Q Double digit revenue growth across each
Half year ending 31 Dec %

Actual Actual product category

Data & Insights 3.8 5.4 44%
Programmatic Media 5.5 9.5 73% (-) Gross profit margin increased to 52% (pcp 42%)
Total revenue :
Cost of sales 5.3 7. 34% Q Pro forma operating EBITDA of $1.0 million
Gross profit 3.9 7.8 98% (+ $1.7m pcp)
Pro forma operating EBITDA « (0.7) 251%
Underlying NPAT o (0.8) 0.6 169%
Notes:

(1) Operating EBITDA excludes interest, tax, depreciation, amortisation, and one-off non-operating transaction costs associated with the share based payments, IPO
and Sparc Media acquisition and integration and one-off, non-operating costs, which are not representative of the Group’s ongoing operations.

(2) Underlying Net profit ( Loss) after Tax excludes one-off non recurring transaction costs associated with the IPO and Sparc Media acquisition.
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Cashflow & working capital

A $'M
(‘7 Increased working capital
Half Year ending 31 Dec HY15 HY16 , ,
. requirements in H1 from robust
Operating EBITDA (0.7) 1.0
Change in working capital (0.9) (2.0) programmatic media revenues ()
Operating cashflow
Capex - PP&E - (0.2)
Development costs - capitalised (0.7) (1.2)
Free Cash Flow (2.3) (2.4)
Net proceeds from IPO (after costs) - 7.6
Sparc acquisition - (2.9)
Net cashflow (2.3) 2.3
Note:

(1) Timing differences in programmatic media business between receipts and payments
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Working capital unlocked

(@ Programmatic Media business growth of 73% pcp,

increasing the working capital requirement

@ As solution to working capital requirement, new receivables

financing facility established in February 2016

Q Up to 80% of accounts receivable available for

draw-down as required
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Balance sheet

AS'M 30 Jun 15 31 Dec 15 (‘) Net cash comprised of $2.4m cash and $0.3m debt
Actual Actual
Net cash 0.3 2.1
Net working capital (0.9) 1.6 @ Sparc Media escrowed consideration of
nvestments 0.2 5.8 ,
blatform development 54 4.0 $1.5m payable in July 2016 of $0.3m cash
PP&E 0.1 0.2 deposit and $1.2m shares
TOTAL ASSETS
Sparc Media consideration (escrow) - (1.5)
Other (net) liabilities (1.0) (0.2)
NET ASSETS 1.1 12.0
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What we do
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Business structure

O
oMo
llll

PureprofileQ

Data & Insights

Quantitative
Research

We help marketers profile
consumers

1H FY16 Results Presentation

SaaS Platform

We supply technology
to help publishers profile
their audiences

14
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Programmatic Media

Sparc Media AdSparc
(demand side) (supply side)
We help We help publishers
advertisers deliver maximise their yields

programmatic media
campaigns



Pureprofile lies at the heart of where programmatic media,
big data and quantitative research converge

oMo
IIII

Programmatic Big data
50% annual Digital data
global creation
growth rate doubling every
2075 #1 2 years *2

Research Sources

$4Obn 8|0ba| market size *3 *1: Magna Global 2015 Programmatic Roadmap For Growth

*2: EMC/IDC Digital Universe of Opportunities Report 2014
*3: ESOMAR Global Market Research Report 2014
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Data & Insights
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The data and insights
opportunity

The $40bn+1 global market research
industry is structurally changing and
presents opportunities for Pureprofile
via digital disruption

Source
*1: ESOMAR Global Market Research Report 2014
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How we generate data and insights

ee000 vodafone AU =+ 4:44 PM
8 my.pureprofile.com

Pureprofile S)

Your coffee habits

This ancient drink was once thought to

cure multiple ilinesses. Nowadays, it cure

ses of "Mondayitis". Will you share you

0 Ve L5 28

00000 vodafone AU + 4:44 PM

& my.pureprofile.com

QUESTION NO. 1

Whether you have a cup
only once in a blue moon,
or make it a daily ritual,
do you drink coffee?

Yes, I'll have a cup
Only once in a while

No, I've never been a fan

YOU HAVE ANSWERED 0 OF 10 QUESTIONS

Next

00000 vodafone AU =+ 4:45 PM
8 my.pureprofile.com

QUESTION NO. 7

What's your preferred
type of coffee?

®) Abig cup of filter coffee
A simple espresso

Make mine in a French press or an
Aeropress

Milk-based classics (latte, cappucino,
flat white)

The sweet ones (mocha, caramel
frappucinno, french vanilla)

Ice cold ones (cold pressed, iced
coffee)

Instant - | don't have time for
anything else!

Pods and capsules (like Nespresso
and Keurig K-Cups)

0000 vodafone AU = 4:46 PM

& my.pureprofile.com

Thanks for completing
the campaign!
Is it time for your coffee break yet?

CAFFEINE KICKS

What's in coffee drinkers’ cups

SN

Take me back to my feed >

We engage with thousands of consumers every day to generate deep data insights
for brands, researchers and publishers
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Programmatic Media
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The programmatic media opportunity

Global banner and video ad spend (US $bn) ()

Non programmatic =

Digital to become biggest ad category
globally by 2019 *3

Total programmatic =

Global programmatic spend expected to
double by FY18 *4

Programmatic Note:
& i 25% 33% 38% 42% 48%
penetration

(1) Global banner and video ad spend excludes search and social

Programmatic

67% 50% 33% 25% 24% sources:
growth

*2: Magna Global 2015 Programmatic Roadmap For Growth
*3 PwC Global Entertainment and Media Outlook 2015-2019
TH FY16 Results Presentation 20 *4. eMarketer Media Ad Spending Worldwide 2014-2019 (Sept 2015)



We deliver programmatic media campaigns

Potentially

Potentially buying
selling home

luxury car

< T =

Polish State Archive Releases
Secret File on Former President

Lech Walesa
Fishers Paykel
REAL STEEL, NOT IMITATION 00000 Telstra ¥ 501 pm
CLICK HERE > 8 facebook.com
to find a local agent =
who lives and breathes l&
TIME Work. Play. Live, ™etto — your areaq. U| & Chrome Flo Edit View History Bookmarks Peopio Window Help
I . ‘ ® O Dousionss Mansger X ENS0s hits - YouTube X | EEPEOPLE ARE AWESO' 4 % | [Miebox (22) - rohammehrot X "
~at ane <« c www.youtube.com B
-m THF BRlEF R i Apps  &e My Drive - Google ) LeginsacContacts ™M Gmail ] Sparc Media Pty Lt O DoubieClck Bid Mo 4 AppNexus Console @)

Th (M Tube the corrs +r» Audi Centre Brisbane

Adol Mittes s Nain Kampf bs Now
@ Beot Seier bn Comwsny

Covcuves Bagm = Navate
=N

' Workd Chamgeonaing Shd Dog
D Bace Cancelad Agsin Over Lack of
T Seew

p(:;; fi ?11er VS Street Work Connected. Powerful. Immersive. Refined.
W, 15 2 " 2
Experience the new Audi A4. Progress is
intense,

Jullan Assange's Lawyers Request
Overturn of Arrest Warrant

Hltary Clinton's Flercess o S
on How to Beat Bernie Sanders

ik

_/

CK HERE »
Lo Frx lxlotalogcnt
who bues ond breothes

FEATURED

1 Japan Is a Disturbing
Raine&Home. GOP‘sTumm Nevada R o a .!;_,j M Audi A4

How 2 Leadrg Orvistian Codege Tumed

L™ "
2 Teenagesn Areatnd in Atmack on Agsirat its Gay Loader

= Trwmg 10 Lt 00 Pt Pranoster s B Fane
« Oruz Fws Top Spokasman for Soranding Fatee Rutio Sty O
o Wates s LD L0 veme st ATMI Dt Crde (g

Book your test drive today.

Molrds Gatos O%er 3 Soasion to Tero
Paverty

s Fitness Body
Small Knchen Design |deas } & i
C" [ o3 subscroe B 1,597,101 1 IF'KQ::::;:;QAMQW~BMMWB¢H The All-New Audi A4

& Matrix's songs)
DS/ Peww youtube COm/wasch Pr=GraSnUETMIA q

Macbookie_pxel_joa... xisx ~

OO 9w sl B HROAORP® @B iT1a R

Mo, The Apolio 10 Astronaets Dean t Mear
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ond Sireeg Winds ,‘P ‘
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T Sy ST —

B Comment

II II

We use programmatic advertising technology to deliver targeted advertising campaigns
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What we do for publishers

&3 scisc Hel' ald SllIl m

Welcome to Connect

E SPORT ENTERTAINMINT  BUSINEISS uresTvie vioto QAsSSIrItos Q

¢ LA e ACTMTIES: 13NEW

= Herald Sun Q
Welcome 1o (mn«r m

MY AN

14 PONTS

ANBE

S larpest mongage aggregale in =
.Mwau-mm—‘ 5 J

H: How your club ca

phes and Crows. Here's why. Follow every match on your ssmartphone with LIVE B
| D 2 | 03

Season launch: The Australian r after drug bust
Ballet takes on Sleeping Beauty in |  rucee conys pucie wi come coer
season 2015 e napaiceptnbot

Our SaaS technology platform enables publishers
to profile their audience and deliver more relevant

content and advertising experiences
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HOME REDEMPTIONS

Wealeome to Connect

E e
Herald Sun$

PREFERENCES

“an of interesting surveys from brands you love, recommended content from Herald Sun and across the Web

ating, you can earn content credits to redeem for full digital access subscriptions.

Which brand is your mobile
phone contract with?

Answer now to earn!

O 2mins

Y
# - //!
gl £

” 3 questions . 5 days left

At

ANSWER TO EARN 4 POINTS m

Entries open now for Shell
Innovation Challenge

Enter your great idea here for your chance to
win $5,000. Young Innovators category
entries open until September 1.

¥ From Shell

THE AUSTRALIAN® @

I NNV VALIVIN
CHALLENGE

O 2mins # 2 questions L 1dayleft

READ TO EARN 2 POINTS

7

LABRADORS are the most
expensive pooch
LABRADORS are the most expensive dog

breed when it comes to vet bills, costing
almost $100 a year more than other breeds

© 5mins Read article . 2 weeks left

READ TO EARN 1 POINT

Enjoy the Good Life

Sign up now to the Executive Living
newsleller and enjoy the good life. Delivered
every Friday.

% From Executive Living

EXECUTIVESLIVING

O 1min & 1question . 2 days left

Cronulla Sharks players facing
bans of up to two years

SEVENTEEN past and present NRL
players at the Cronulia Sharks have been
given until Friday to accept deals over
possible suspensions relating to the use..

O 324 [J Watch video 1 2 days left

WATCH TO EARN 5 POINTS

Do you remember seeing
this advertisement recently?

¥ From Bupa

O 5mins # 5questions . 1 week left

ANSWER TO EARN 10 POINTS



Strategy & operations
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Strategic growth drivers

$30m
$28m
$26m
$24m
$22m
$20m
$18m
$16m
$14m
$12m

$10m

FY14A
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Past

FY15A

FY16F
Present
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Data & Insights

Accelerate expansion into US and UK markets

Programmatic Media

Remain exposed to the strong growth in the
programmatic media market

Technology

Invest in the development of our data and
technology products

Acquisitions

Pursue pipeline of targets in line with our M&A strategy

Future



M&A strategy

Data & Insights Target growth markets
Accelerate data and insights footprint by

acquiring and upgrading 1st generation online
research panels operating in target markets

Programmatic Media e EU%)PG
Acquire companies similar to Sparc Media who .

Q
nave an established client base and proven
programmatic expertise
Platff)rm technqlogy | | Australia & N7
Acquire companies or assets with key pieces of @
technology and expertise that will complement

our platform (such as Effective Measure)
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Effective Measure acquisition accelerates
proprietary big data and technology

Premium publisher Online panel members Enhanced data capture

contracts & data solutions & programmatic targeting

The

Economist /
—_— — '
GROUPON ‘.‘
PPL acquires behavioural data PPL will deliver audience measurement & Opportunity to significantly
from 100 online publishers across ANZ enhanced insights to EM’s established clients enhance publisher solutions and extend
and invest in further client development programmatic media offering

Acquisition offers very organic revenue growth and platform technologies for minimal cash outlay

Note: Effective Measure is a leading global provider of audience measurement, advertising effectiveness and targeting solutions.
PPL has acquired its assets across the Australia and New Zealand region.
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Outlook & objectives
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Objectives & outlook

. vodafone AU ¥ 4:52 PM . vodafone AU ¥ 4:52 PM
8 my.pureprofile.com

& my.pureprofile.com

Pureprofile Q @

(-) On target to exceed $28.1m FY16 prospectus
revenue forecast

(.) Operating EBITDA in line with prospectus Your Pureprofile says you were

born under the sign of Monkey
forecasts o

(@ Focus on continued organic growth and
international expansion

() Exciting pipeline of tech innovation
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Disclaimer

The information contained in this Presentation or subsequently provided to the recipient whether orally or in writing by, or on behalf of Pureprofile Ltd. (Pureprofile) or any of its directors, officers, employees,
agents, representatives and advisers (the Parties) is provided to the recipient on the terms and conditions set out in this notice.

The information contained in this Presentation has been furnished by the Parties and other sources deemed reliable but no assurance can be given by the Parties as to the accuracy or completeness of this
information.

To the full extent permitted by law:
(a) no representation or warranty (express or implied) is given; and
(b) no responsibility or liability (including in negligence) is accepted,

by the Parties as to the truth, accuracy or completeness of any statement, opinion, forecast, information or other matter (whether express or implied) contained in this Presentation or as to any other matter
concerning them.

To the full extent permitted by law, no responsibility or liability (including in negligence) is accepted by the Parties:

(a) for or in connection with any act or omission, directly or indirectly in reliance upon; and

(b) for any cost, expense, loss or other liability, directly or indirectly, arising from, or in connection with, any omission from or defects in, or any failure to correct any information,
in this Presentation or any other communication (oral or written) about or concerning them.
The delivery of this Presentation does not under any circumstances imply that the affairs or prospects of Pureprofile or any information have been fully or correctly stated in this Presentation or have not
changed since the date at which the information is expressed to be applicable. Except as required by law and the ASX listing rules, no responsibility or liability (including in negligence) is assumed by the
Parties for updating any such information or to inform the recipient of any new information of which the Parties may become aware.

Notwithstanding the above, no condition, warranty or right is excluded if its exclusion would contravene the Competition and Consumer Act 2010 or any other applicable law or cause an exclusion to be void.

The provision of this Presentation is not and should not be considered as a recommendation in relation to an investment in Pureprofile or that an investment in Pureprofile is a suitable investment for the
recipient.

References to ‘underlying’ information is to non-IFRS financial information prepared in accordance with ASIC Regulatory Guide 230 (Disclosing non-IFRS financial information) issued in December 2011.
Non-IFRS financial information has not been subject to audit or review.
This presentation is for information purposes only and does not constitute or form part of any offer or invitation to acquire, sell or otherwise dispose of, or issue, or any solicitation of any offer to sell or

otherwise dispose of, purchase or subscribe for, any securities, nor does it constitute investment advice, nor shall it or any part of it nor the fact of its distribution form the basis of, or be relied on
in connection with, any or contract or investment decision.
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Thank you

Pureprofile
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