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This presentation includes “forward-looking statements.” These can be identified by words such as “may”, “should”, “anticipate”, “believe”, “intend”,
“estimate” and “expect”. Statements which are not based on historic or current facts may be forward-looking statements.

Forward-looking statements are based on assumptions regarding Mitula Group’s financial position, business strategies, plans and objectives of
management for future operations and developmentand the environment in which Mitula Group will operate.

Forward-looking statements are based on current views, expectations and beliefs as at the date they are expressed and which are subject to
various risks and uncertainties. Actual results, performance or achievements of Mitula Group could be materially different from those expressed in,
or implied by, these forward-looking statements. The forward-looking statements contained in this presentation are not guarantees or assurances of
future performance and involve known and unknown risks, uncertainties and other factors, many of which are beyond the control of Mitula Group,
which may cause the actual results, performance or achievements of Mitula Group to differ materially from those expressed or implied by the
forward-looking statements. For example, the factors that are likely to affect the results of Mitula Group include general economic conditions in
Australia; exchange rates; competition in the markets in which Mitula Group does and will operate and the inherent regulatory risks in the
businesses of Mitula Group. The forward-looking statements contained in this presentation should not be taken as implying that the assumptions on
which the projections have been prepared are correct or exhaustive.

Mitula Group disclaims any responsibility for the accuracy or completeness of any forward-looking statement. Mitula Group disclaims any
responsibility to update or revise any forward-looking statement to reflect any change in Mitula Group’s financial condition, status or affairs or any
change in the events, conditions or circumstances on which a statement is based, except as required by law.

The projections or forecasts included in this presentation have not been audited, examined or otherwise reviewed by the independent auditors of
Mitula Group. Unless otherwise stated, all amounts are based on A-IFRS and are in Australian Dollars. Certain figures may be subject to rounding
differences. Any market share information in this presentation is based on management estimates based on internally available information unless
otherwise indicated.

You must not place undue reliance on these forward-looking statements.

This presentation is not an offer or invitation for subscription or purchase of, or a recommendation of securities. The securities referred to in these
materials have not been and will not be registered under the United States Securities Act of 1933 (as amended) and may not be offered or sold in
the United States absent registration or an exemption from registration.

This presentation is unaudited.

Important Notice and Disclaimer

March Quarter 2016 - Market Update
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• The March Quarter was another strong quarter for the Mitula Group. Key achievements included:

• 26% year on year quarterly revenue growth with record quarterly revenues of $6.7 million

• Quarterly EBITDA grew 33% year on year providing a 50% EBITDA margin

• Acquired and commenced integration of Nuroa

• By end of quarter Mitula had launched 104 mobile apps covering real estate and employment

• Significant year-on-year improvement in traffic KPIs

Summary

March Quarter 2016 - Market Update

Summary

Mar Qtr 2016 Mar Qtr 2015 Growth

Visits (m) 192.4 160.0 20.3%

Visits from Organic Search (%) 67.5% 73.5% -

Email AlertSubscribers (m) (qtr end) 10.0 6.4 56.2%

Click Outs (m) 293.9 239.6 22.6%

Click Outs Sold (%) 40.1% 48.8% -

Yield / Click Out Sold 3.9 cents 3.3 cents 18.2%
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• Majority of value is created by Tier 1 countries – mature countries where advertisers buy majority of clicks at
attractive (and growing) yields

• Tier 2 countries leaving significant “value on the table” – emerging markets where Mitula has strong traffic and click
outs but low percentage of click outs sold and at low yields

• Mitula in the process of enhancing its product set to extract more value from Tier 1 and Tier 2 countries

• CPC self service products for portals and general classifieds sites (Tier 1 and Tier 2)

• Advertising products (Tier 1 and Tier 2)

• Direct listing products (Tier 2 only)

• Mitula Group forecasted to deliver record quarter in June quarter and strong year on year growth for FY 2016

• Forecasted June quarter revenues of $7.2 million – a 31% year on year growth

• June quarter EBITDA forecasted to grow 80% year on year providing a 57% EBITDA margin

March Quarter 2016 - Market Update

Summary

Summary

AUD 000’s FY16 Forecast FY15 Actual Growth
Forecast

Revenue 25,511 18,901 35.0%

EBITDA 12,865 7,810 64.7%
EBITDA Margin 50.4% 41.3%

NPAT 10,125 5,848 73.1%
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Business Overview

Paid Search Advertising Industry Overview

Source: Frost & Sullivan estimates based on IAB Online Advertising Expenditure reports; Frost & Sullivan forecasts

The Mitula Group operates in the global online advertising 
industry: 

• Second largest advertising platform after television; 

• Expenditure on online advertising is projected to 
increase to $196 billion by 2018; and

• Asia Pacific is one of the fastest growing regions.

Paid search advertising, the segment the Mitula Group 
operates in, is the fastest growing online advertising format: 

• Accounts for 40% of the total online advertising 
expenditure globally; 

• Expected to grow to $74 billion in 2018 – a growth rate 
of 8% p.a.; and

• Paid search expenditure in the Asia Pacific is expected 
to grow at 12% p.a., and in Latin America at 18% p.a., 
between 2014 and 2018.
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Business Overview

How Vertical Search Works
Listings from 

advertiser sent to 
Mitula

1

User clicks on 
listing (“Click Out”) 
and redirected to 

original listing 
details

2

3

4

5

User 
makes a 
search 
request

User reviews search 
results and clicks 
AdSense or listing

User clicks 
on 

AdSense
and 

redirected 
to original 

site
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Business Overview

Google AdSense Ads

March Quarter 2016 - Market Update

• The Mitula Group displays 
Google AdSense 
advertisements on its 
websites.

• Google AdSense 
advertisements are 
administered, sorted, and 
maintained by Google and are 
targeted to the website’s 
content and audience.

• The Mitula Group and Google 
share in the revenue generated 
by users of website clicking on 
these advertisements.

• Google AdSense 
advertisements are usually 
displayed on Website at the 
top of the search results and 
on the right hand side of the 
search results.

• The Mitula Group has a 
Premium AdSense publisher 
account that enables it to 
customise the format and 
placement of the Google 
AdSense advertisements.



Page 8Page 8

Business Overview

Direct CPC Revenue

March Quarter 2016 - Market Update

• The Mitula Group displays 
advertisers’ listings on its websites, 
initially free of charge. Those 
listings may only receive a limited 
number of click outs.

• If an advertiser would like to receive 
more click outs than the limited 
number provided free of charge, the 
advertiser must pay the Mitula 
Group, on a ‘cost-per-click’ basis, to 
receive those additional click outs. 
This is referred to as Direct CPC 
Revenue, contributed by a paying 
advertiser. 

• The amount paid per click out by a 
paying advertiser varies by vertical 
(real estate, employment, motoring) 
and by country.
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Business Overview

Operational Countries

March Quarter 2016 - Market Update
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Achievements

Source: Internal Management Reports.  Prepared on a pro forma basis. Nuroa included from date of acquisition
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26% Year on Year 
Revenue Growth

$6.7 m$5.3 m
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Achievements

Source: Internal Management Reports.  Prepared on a pro forma basis. Nuroa included from date of acquisition.

0.0

0.5

1.0

1.5

2.0

2.5

3.0

3.5

Sep-14 Dec-14 Mar-15 Jun-15 Sep-15 Dec-15 Mar-16

A
U

D
 M

illi
on

s
Quarterly EBITDA Growth 

March Quarter 2016 - Market Update

33% Year on 
Year EBITDA 

Growth
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Achievements

Acquired Nuroa and Commenced Integration

March Quarter 2016 - Market Update

• Acquired for approximately EUR 3.0 million on 28 February 2016 (combination of cash and debt assumption)

• Real estate vertical search provider operating in 17 different countries under the Nuroa brand

• United Kingdom, Germany, Austria, France, Italy, Ireland, Switzerland, the United States, Argentina, Brazil,
Mexico, Chile, Australia, Peru, Colombia, Spain and Portugal

• 100% overlap with existing Mitula Group markets

• Business model identical to the Mitula Group with revenues derived from Google AdSense and Direct CPC
advertising

• Expected CY 2016 revenues (before synergies) are AUD 1.2 million to AUD 1.4 million

• Expected CY 2016 EBITDA margin (before synergies) is 35-40%

• Integration underway

• Integrated the technology teams

• Revenues have been maintained and sales and marketing moved to one team (for Mitula, Nestoria and
Nuroa brands)

• Identified redundancies have been captured

• Lessons learned from the acquisitions and integration have been identified
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Achievements

Mobile App Rollout

March Quarter 2016 - Market Update

• Rolling out mobile applications across each vertical and in each country – target 260+ apps

• End of March – rolled out 108 apps across real estate and employment

• Rolling out iOS and Android versions

• > 200,000 downloads to date

• > 1 million sessions in March quarter from mobile apps

• Average clicks per visit of 2.7 for apps vs 1.5 for web based visits 
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Key Performance Indicators

Source: Internal Management Reports

March Quarter KPI’s - Year on Year Comparison

March Quarter 2016 - Market Update

Mar Qtr 2016 Mar Qtr 2015 Growth

Visits (m) 192.4 160.0 20.3%

Visits from Organic Search (%) 67.5% 73.5% -

Email Alert Subscribers (m) (qtr end) 10.0 6.4 56.2%

Click Outs (m) 293.9 239.6 22.6%

Click Outs Sold (%) 40.1% 48.8% -

Yield / Click Out Sold 3.9 cents 3.3 cents 18.2%
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Key Performance Indicators

Visits

March Quarter 2016 - Market Update

17% Year on 
Year Growth

Source: Internal Management Reports
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Key Performance Indicators

Source: Google Analytics

Source of Visits

March Quarter 2016 - Market Update

Mar Qtr 2016 Mar Qtr 2015

67.5%

24.6%

7.4%
0.5%

Organic Search Direct Paid Search App

73.5%

21.8%

4.7%

Organic Search Direct Paid Search
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Key Performance Indicators

Email Alert Subscribers

March Quarter 2016 - Market Update

Source: Internal Management Reports
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Key Performance Indicators

Click Outs

March Quarter 2016 - Market Update

19% Year on 
Year Growth

Source: Internal Management Reports
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Key Performance Indicators

Click Outs Sold

March Quarter 2016 - Market Update

Source: Internal Management Reports
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Jan 16, up to 15% of click outs 
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inventory (extremely low yield) 
these customers are 
progressively being turned off 
and replaced with higher 
yielding customers



Page 22

Key Performance Indicators

Average Yield Per Click Sold

March Quarter 2016 - Market Update

$0.000

$0.005

$0.010

$0.015

$0.020

$0.025

$0.030

$0.035

$0.040

$0.045

$0.050
Ja

n-
13

Fe
b-

13
M

ar
-1

3
Ap

r-
13

M
ay

-1
3

Ju
n-

13
Ju

l-1
3

Au
g-

13
Se

p-
13

O
ct

-1
3

N
ov

-1
3

D
ec

-1
3

Ja
n-

14
Fe

b-
14

M
ar

-1
4

Ap
r-

14
M

ay
-1

4
Ju

n-
14

Ju
l-1

4
Au

g-
14

Se
p-

14
O

ct
-1

4
N

ov
-1

4
D

ec
-1

4
Ja

n-
15

Fe
b-

15
M

ar
-1

5
Ap

r-
15

M
ay

-1
5

Ju
n-

15
Ju

l-1
5

Au
g-

15
Se

p-
15

O
ct

-1
5

N
ov

-1
5

D
ec

-1
5

Ja
n-

16
Fe

b-
16

M
ar

-1
6

Ap
r-

16

Increasing yield per click sold 
due to stopping of sale to 
remnant buyers and focus on 
yield improvement in existing 
countries

Decreasing yield per click sold due to new 
countries opened in emerging markets and the 
sale of clicks to remnant buyers

15% Year on 
Year Growth

Source: Internal Management Reports; Figures in AUD
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Growth Strategy

Market Segmentation

March Quarter 2016 - Market Update

Market Characteristics Example 
Countries

Tier 1

• Mature portal markets with clear structure (verticals and horizontals)
• Major and minor players investing heavily in marketing and traffic generation
• Vertical search seen as a legitimate source of traffic

UK, DE, AU

• Rapid growth markets that are emerging
• Major players investing heavily in growth including traffic generation
• Vertical search seen as a legitimate source of traffic

IN, BR

Tier 2

• Rapid growth markets with high population and low (but growing) internet 
usage

• Market structure not yet determined 
• Mitula position is strong however slow to monetise

MX, PH, CO

Tier 3

• Small markets with low population but clear structure 
• Vertical search seen as legitimate source of traffic
• Revenues will always be low due to inherent size of market

NZ, BE, NE

• Early-stage without clear market structure
• Under going rapid growth but still early stage
• Have long term potential to be relevant markets 

PK, NI, KE
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Growth Strategy

Value Creation by Segment

March Quarter 2016 - Market Update

% of 
Visits

% of 
Clicks

% of 
Clicks
Sold

% of 
CPC 

Revenue
Strategy Implication

Tier 1 47.9% 44.8% 66.4% 77.6%

• Prime creator of CPC value for Mitula Group
• Strong driver of growth 
• Continue existing CPC product offering
• Identify opportunities to increase revenues 

through enhanced product offerings

Tier 2 47.3% 51.4% 31.4% 18.6%

• Value being “left of the table”
• High number of clicks unsold or being sold at 

low yields
• Implement new monetisation initiatives to 

increase yield/visit

Tier 3 4.8% 3.8% 2.2% 3.8%
• No real short term value for Mitula Group
• Allow to grow naturally and revisit if / when 

scale achieved

Source: Internal Management Reports (Apr16)
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Growth Strategy

Tier 1 Growth Strategy

March Quarter 2016 - Market Update

Product Approach Implication

AdSense • Continue to present AdSense
advertisements on Tier 1 sites 
and optimise where possible

• Continued growth in AdSense 
revenues in line with traffic growth

CPC Revenues 
(Direct)

• Continue to grow CPC sales 
team and drive increased sales 
to major customers

• Continued growth in CPC 
revenues through increase traffic 
sales and increased yields

CPC Revenues 
(Self Service)

• Launch self service capacity for 
smaller portals and general 
classified sites (~95% of 
advertisers) to purchase “click 
packages” using credit cards

• Access new CPC revenue 
streams from ~95% of smaller 
advertisers not currently being 
serviced by direct sales team

• Increase clicks sold and yield

Advertising 
Products

• Launch range of advertising 
products on Tier 1 sites whereby 
existing CPC advertisers can
purchase branding options or can 
on-sell these products to their 
advertisers

• Access new revenue streams 
from the existing customer base 

• Increase yield per visitor

Existing 
business
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Growth Strategy

Example New Products

March Quarter 2016 - Market Update

Special Branding Options

300x600

300x250

Display / Banners
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Growth Strategy

Tier 2 Growth Strategy

March Quarter 2016 - Market Update

Product Approach Implication

AdSense • Continue to display AdSense
advertisements on Tier 2 sites and 
optimise where possible

• Continued growth in AdSense 
revenues in line with traffic 
growth and underlying Google 
AdWords rates

CPC Revenues 
(Direct)

• Continue to serve existing Tier 2 
customers with direct sales team

• Continued growth in CPC 
revenues through increase traffic 
sales and increased yields

CPC Revenues 
(Self Service)

• Launch self service capacity for 
smaller advertisers (portals and 
general classifieds sites) in 
selected Tier 2 markets to 
purchase “click packages” 

• Access new CPC revenue 
streams from smaller advertisers 
not currently being serviced by 
direct sales team

• Increase clicks sold and yield 
per visit

Direct Listing
Products

• Allow end customer (agents, 
developers, employers, car 
dealers, private sellers) to 
advertise directly on Mitula

• Access new revenue streams 
from a new customer base 

• Increase yield per visit

Advertising 
Products

• Launch sales team to directly 
target large employers, developers, 
and auto manufacturers in selected 
markets

• Access new revenue streams 
from a new customer base

• Increase yield per visit

Existing 
business
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Forecasts

Source: Internal Management Reports.  Prepared on a pro forma basis assuming Lokku Limited was acquired 1 January 2013.  Lokku Limited actually acquired 8 May 2015.  
Nuroa results included from acquisition date.
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March Quarter 2016 - Market Update

$7.2 m$5.5 m

Forecast 31% 
Year on Year 

Revenue Growth
Initial revenue 
streams from 
new products
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Forecasts

Source: Internal Management Reports.  Prepared on a pro forma basis. Nuroa included from date of acquisition.
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80% Year on 
Year EBITDA 

Growth

$4.1 m$2.3 m
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FY2016 Forecast

March Quarter 2016 - Market Update

Forecasts

AUD 000’s Q1 FY16 
Actual

Q2 FY16 
Actual

Q3 FY16
Actual

Q4 FY16
Forecast

FY16
Forecast

FY15 
Actual

Growth
Forecast

Revenue 5,996 5,682 6,656 7,176 25,511 18,901 35.0%

EBITDA 2,741 2,731 3,330 4,061 12,865 7,810 64.7%

EBITDA Margin 45.7% 48.1% 50.0% 56.6% 50.4% 41.3%

NPAT 1,657 2,594 2,647 3,223 10,125 5,848 73.1%

Source: Internal Management Reports.  Prepared on a pro forma basis.  Nuroa results included from acquisition date.  FY 2015 includes Lokku Limited results pro forma 
for complete period although Lokku acquired 11 May 2015.  Quarterly average exchange rates used whereas annual average will be used for final FY 2016 accounts.
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