
Market Update
Half Year 2016

10 August 2016



Page 1

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 development and 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
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Half Year 2016 Financial Performance (Statutory Basis)
Half Year 2016 Financials

AUD 000’s 6 Months to 30 
June 2016

6 Months to 30 
June 2015 Growth

Revenues 13,587 8,898 52.7%

Cost of Sales (1,690) (1,135) 48.9%

Gross Profit 11,897 7,764 53.2%

Operating Expenses(1) (5,332) (4,758) 12.1%

One Off Adjustments(2) 574 879 (34.7%)

Adjusted Operating Expenses (4,758) (3,879) 22.7%

Adjusted EBITDA 7,139 3,884 83.8%

Adjusted EBITDA Margin 52.5% 43.7%

Profit for the Half Year 4,687 1,800 160.4%

Operating Cash Flow 6,072 2,452 147.6%

Cash Balance (end of period) 22,239 19,577 13.6%

(1) Operating expenses exclude Cost of Sales.  Cost of Sales is the cost of purchasing traffic to the Mitula Group sites.  
(2) One off Adjustments relate to AUD 574,000 of IPO Share Based Payments in 2016 and AUD 879,000 of Non-Financial IPO Expenses in 2015. 

Source: Interim Financial Report. Prepared on a statutory basis.  
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Source: Interim Financial Report. Prepared on a statutory basis.  

Revenue Growth by Region (Statutory Basis)

AUD 000’s
6 Months to 

30 June 
2016

6 Months to 
30 June 

2015
Growth

Americas Revenues 3,486 3,355 3.9%

APAC Revenues 2,777 1,872 48.3%

EMEA Revenues 7,324 3,671 99.5%

Totals 13,587 8,898 52.7%

Half Year 2016 Financials

Revenue from the Americas flat 
due to significant devaluation of 

the local currencies leading to 
decreased purchase of clicks 

priced in USD
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Source: Internal Management Reports.  Prepared on a statutory basis. 
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Quarterly Revenue Growth (Statutory Basis)

38.9% Year on Year 
Revenue Growth

$7.04 m$5.07 m

Half Year 2016 Financials

Initial revenue from 
roll out of growth 
strategy. 3.8% of 

quarter revenue from 
sale of display 

advertising product to 
Tier 1 advertisers.
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Reconciliation of Half Year Financials to March Quarter Forecast

Presented in March Quarter Update(1)

AUD 000’s
March Qtr.

2016 
Actual

June Qtr. 
2016 

Forecast

Half Year 
2016 

Forecast

Statutory 
First Half 

2016 
Results

Variance

Revenue 6,656 7,176 13,832 13,587 (245)

EBITDA 3,330 4,061 7,391 7,138 (253)

EBITDA Margin 50.0% 56.6% 53.4% 52.5%

Profit for Half Year 2,647 3,223 5,870 4,686 (1,184)

(1) Quarterly average exchange rates used whereas average used for first half 2016 accounts.

Source: March Quarter Analyst Presentation, Interim Financial Statements for Half Year Ended 30 June 2016

Half Year 2016 Financials

Forecast excluded two 
statutory non cash items –

share based payments 
related to IPO ($574,000) 

and an allowance for 
depreciation of intangibles 

associated with Lokku 
acquisition ($636,000)
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Key Performance Indicators

Source: Internal Management Reports

June Quarter 2016 KPI’s - Year on Year Comparison

June Qtr. 2016 June Qtr. 2015 Growth

Visits (m) 189.7 155.4 22.1%

Visits from Organic Search (%) 64.3% 72.6% -

Email Alert Subscribers (m) (qtr. end) 11.0 7.3 50.7%

Click Outs (m) 276.2 224.9 22.8%

Click Outs Sold (m) 112.1 125.7 (10.8%)

Click Outs Sold (%) 40.6% 55.9% -

Yield / Click Out Sold 3.93 cents 2.58 cents 52.4%

Half Year 2016 - Market Update
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Key Performance Indicators

Visits
23.4% Year on 
Year Growth

Source: Internal Management Reports
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Key Performance Indicators

Source: Google Analytics

Source of Visits

June 2016

72.4%

21.6%

6.1% 0.0%

Organic Search Direct Paid Search Apps

June 2015

63.3%

26.9%

8.7% 1.1%

Organic Search Direct Paid Search Apps
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Key Performance Indicators

Email Alert Subscribers
50.7% Year on 
Year Growth

Source: Internal Management Reports
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Key Performance Indicators

Click Outs
18.6% Year on 
Year Growth

Source: Internal Management Reports
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Key Performance Indicators

Percentage Click Outs Sold

Source: Internal Management Reports
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inventory (extremely low yield) 
these customers are 
progressively being turned off 
and replaced with higher 
yielding customers
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Key Performance Indicators

Average Yield Per Click Sold

Source: Internal Management Reports; Figures in AUD
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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
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Growth Strategy

Market Segmentation

Market Characteristics Example Countries

Tier 1
Established
Markets

• 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 
Emerging 
Markets

• 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 
Early Stage 
/Small Markets

• 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, NL

• Early-stage without clear market structure

• Under going rapid growth but still early stage

• Have long term potential to be relevant markets 
PK, NG, KE

Half Year 2016 - Market Update
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Growth Strategy

Value Creation by Segment

Visits 
(m)

Clicks 
(m)

Clicks / 
Visit

Clicks
Sold 
(m)

% Tier 
Clicks 
Sold

Yield
(c) Strategic Implications

Tier 1
Established 
Markets

29.9 41.5 1.39 25.1 60.5% 4.2

• 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
Emerging 
Markets

29.6 47.6 1.61 11.9 25.0% 2.1

• 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
Early Stage / 
Small Markets

3.0 3.5 1.17 0.8 22.9% 6.4

• No real short term value for 
Mitula Group

• Allow to grow naturally and revisit 
if / when scale achieved

Source: Internal Management Reports (Apr 2016)
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Growth Strategy

Tier 1 Established Market Growth Strategy

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

Initial New 
Product 

Revenues 
in June 

Qtr.

In 
develop-
ment for 
Q3 or Q4

Half Year 2016 - Market Update
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Growth Strategy

Example New Products
Special Branding Options

300x600

300x250

Display / Banners
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Growth Strategy

Tier 2 Emerging Market Growth Strategy
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

Products 
in develop-

ment for 
Q3 and Q4 

release
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Outlook for Second Half Year 2016
Outlook

• Growth of AdSense revenue in line with growth of visitation to Mitula Group sites

• Growth of CPC revenue especially from Tier 1 advertisers

• Roll out of new vertical search sites in existing and new countries

• Roll out of new products and services for existing Tier 1 advertisers

• Roll out of new direct products and services for Tier 2 markets

• Continued nurturing of Tier 3 markets

Half Year 2016 - Market Update



Page 23mitulagroup.com 

Appendix

Business Overview



Page 24

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
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Business Overview

Google AdSense Ads
• 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.
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Business Overview

Direct CPC Revenue
• 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
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