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This presentation provides an overview of the combined Digital Performance Group / Asia Pacific Digital (“Combined
Group”). The proposed acquisition of Asia Pacific Digital by DPG (“Transaction”) is subject to a vote of non-associated
shareholders at an Extraordinary General Meeting on 17 March 2014.

This Presentation includes certain forward looking statements in respect of the Combined Group which have been
based on the information obtained by DPG during its due diligence. Any forward looking statements in relation to the
operations and financial performance of the Combined Group are not guarantees of performance. You should be
aware that known and unknown risks, uncertainties and other factors could cause actual events or results to differ
materially from the expectations expressed or implied by such statements. None of DPG, its officers or any other
person gives any representation, assurance or guarantee that the results, performance or achievements expressed in
or implied by the forward looking statements and forecast financial information in this Presentation will actually occur.
Recipients of this Presentation are cautioned not to give undue relevance to the forward looking statements.

The Presentation does not purport to contain all the information that a recipient may require to evaluate the Combined
Group. This Presentation should be read in conjunction with other information released by Digital Performance Group,
and in particular the Notice of Meeting in respect of the Extraordinary General Meeting to consider the Transaction and
the associated Independent Expert’s Report.

This Presentation does not constitute investment, accounting, financial, legal or tax advice, and a recipient should

conduct their own independent investigation and assessment of DPG and the Combined Group, including seeking
specific advice from experts if required
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Delivering digital growth.

Our expert teams deliver the
strategy, technology and skills
you need to increase sales
and profits.

ASIA
PACIFIC
DIGITAL




Who we are
Mission

Team

Clients

Asia

Financials

Value Proposition




Delivering digital growth. 7Pacific Rim
countries...
where
~300 digital

professionals...

work with over

1,000 clients...

in the world’s highest growth
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The digital value chain is broken, CENTIO,
with little supplier coordination

or accountability. .

Lifetime
Customer
Value

.



Asia Pacific Digital’s solution:
Integration across the
digital value chain

End-to-end eCommerce

Strategies & Solutions Customer Acquisition Customer Management

e dgm@ jericho
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Integrated suite of

owned, productised and
licensed technology tools

Powerful technology solutions
combined with digital commerce
and marketing skills

End-to-end eCommerce

Strategies & Solutions Customer Acquisition Customer Management

.






Motivated and experienced
team across the region

Roger Sharp Peter Hynd

Executive Chairman Chief Operating Officer

30 years of international 15+ years in finance and active
leadership roles in technology investment.
andiinvesimentbanking, Managing Director of Co-Investor,
Formerly Chairman of Asia Pacific Digital’'s major
travel.com.au Limited, Global shareholder.

Head of Technology & CEO of
Asia-Pacific Equities for ABN
AMRO. Non-Executive Director
of Webijet.

Campbell Nicholas

Chief Financial Officer
21 years’ experience as a CPA.

CFO & Company Secretary of
Digital Performance Group for the
last eight years.




Newton Smith

Head of Strategies and
Solutions Division,
Group CEO — Next Digital

30 years’ experience in
technology, sales and
operations.

Previously led IBM’s
emerging markets
eCommerce offer and its
global outsourcing business

in Manila.

Shaun McNamara
Head of Customer Acquisition
Division, CEO — Empowered

20+ years’ experience in
sales, marketing and online
performance marketing.

Last 12 years building

Empowered Communications.

9"

John Matthews Paula Harrison

CEO - dgm Head of Customer
Management Division,
Group CEO - Jericho

15 years’ digital marketing 20 years’ experience in
experience working with digital marketing

leading local and multi- disciplines including email,
national blue chip brands mobile and social.

across UK, Europe and ANZ.

Previously CEO of Returnity
John established the dgm in Australia.

search offering in Australia in

2004 and now heads up the

dgm business.

P/ Q

Sean Toohey

Head of eCommerce Division

20 years’ experience in the
delivery of software
solutions and online retail.

Previously General
Manager, eCommerce of
Salmat Digital.
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Supporting leading brands on

their digital journey
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Managing Ford’s digital

platform to suit the unique

needs of more than 100
= international markets

» Client Objective: up-to-the-minute
content available to international
consumers across emerging markets

Services: Next Digital runs Ford’s
international digital platform and
content in a partner relationship




“Our affiliate marketing has -
~increased revenue by 43% and
gained 500% ROI - well ahead of
industry benchmarks”

L

CHRIS JOWSEY, SENIOR MANAGER
WEB E-COMMERCE, LENOVO

» Client Objective: increase revenue,
new leads and ROI

» Services: Empowergd & dgm provide
exclusive dffiliate partnership & lead
generation programs in Australia %

-




“
-

“This customer-centric approach is
crucial to our digital strategy, TI™

* customer engagement and relevant
(s online experience for travellers”
y ‘ éAPHAEL SAW, CHIEI:OPERATING OFFICER ‘ v
*4 FAR EAST HOSPITALITY

= 111

+ Client Objective: boost customer
engagement, repeat visits and
cross-sell the Far East hotel portfolio

L

» Services: Jericho manages Far East
Hospitality’s CRM, email marketing A Ml oA
and digital communications G ——



} - “lt's a transformational relationship, delivering

3

F

*
e

powerful digital and financial expertise in an
accountable framework. They know their

digital like we know our wine.” -M

»

ANDREW KEMENY, CHAIRMAN Q
CELLARMASTER WINES, HONG KONG

+ Client Objective: build #1 online liquor
site in Hong Kong

+ Services: Asia Pacific Digital and
Cellarmaster Wines entered a five year
end-to-end digital commerce partnership
with shared risk and reward.

« Equity: Asia Pacific Digital currently - ,. .
owns 19% of cellarmasterwines.com ~ % ; CELLAR
(Hong Kong) Y7 MASTER
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IS THE WORLD'S

GROWTH REGION

ASIA \

DIGITAL '§




~300 digital
professionals working 9 9

Offices in Singapore, KL, Manila,
Shanghai, Sydney, Melbourne, Auckland

from nine offices
aCrOSS the reglon % Q Evaluating Jakarta and Bangkok

¢

With >100 personnel located in Asia,
our network provides a springboard
for organic growth and MRA

¥ o
.



Seven teams in six countries
are working together to build

CELLAR
MASTER

www.cellarmasterwines.com in
Hong Kong*

Search Optimisation

Strategy Magento & Engine Conversions Retention

Development Platform Social Marketing CRM & Email Marketing

20 @

* Asia Pacific Digital currently owns 19% of cellarmasterwines.com (Hong Kong)

dl




A Financial Snapshot follows:

* The company’s focus in Q4 2014 will be
to complete integration.

« During integration we will calibrate
forward-looking growth rates for
the group.

L st =

Financial
Snapshot




Customer Acquisition dominates

the revenue mix, reflecting demand
for new online customers

FY14 pro forma revenues $A55m

Strategies & Solutions Customer Acquisition Customer Management

27% 61% 12%

$



/9% of group revenues are
earned in Australia,

reflecting a strong market

position in this developed
digital economy

21% /9%

Mission to increase international International Australian
revenues to ~50% Revenues Revenues

FY14 pro forma revenues $A55m




Re-investing profits from Australia
INto new businesses to achieve

growth across the region

Financial Outlook - FY14 $000’s . _ .
* Investing core earnings into several

Base operations (Australia, NZ, Malaysia) 5,300 growth initiatives across the region
Growth Initiatives (eCommerce, Singapore, Manila, Shanghai) (1,100) ) Car.rymg additional Smgapore

regional HQ overhead to support
Trading EBITDA 4,200 this growth
Listed company overhead (incl. board, finance operations, (1,100) e |nvestment in new businesses will
administration) | suppress bottom line earnings for
Singapore HQ (will reduce when critical mass reached) (1,200) 2-3 years
Underlying EBITDA* 1,900

* Underlying EBITDA excludes business acquisition costs, impairment, restructuring expenses and
non-cash share option expense.




. iy Pro forma Balance Sheet $000’s
Caplta| pOSItIOﬂ (as at 31 October 2013) -
Cash & Equivalents 3,844 ‘

Trade Receivables 10,563

Other Current Assets 1,419

» Post transaction Co-Investor and Fixed Assets 825

related funds will hold ~90% of issued Goodwill and Other Intangibles 14,846

shares Other Non-Current Assets 1,816

« Qver time the company will raise equity TOTAL ASSETS 33,313

to accelerate expansion in Asia and Trade Payables 11,345

introduce liquidity into shares Current Loans 3,579

Other Current Liabilities 2,240

Non-Current Loans 3,263

Other Non-Current Liabilities 894

TOTAL LIABILITIES 21,321

*Refer to Independent Experts Report for further detail
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Salesforce,com Lands Dea] for Online—Marketing Race
B STEVEN D JONES

Salesforce com Inc. (CRM 0. 72%)'s $2.5 billion acquisition of ExactTar, €
=dlesforce.com

get Inc. is the Jatest
in a series of high-profile deals for Wep Marketers as the largest enterprise-software
Companies plunge into the world of online Marketing

Marketnng managers are ec|i
biggest buyers of online
deal announceq Tuesda:

Psing corporate informauon»technology departments as the
technology ang creating the driving force behind the ExactTarget
Y, and Oracle Corp.'s acquisition in December of Eloqua Inc

ExactTarget which went public 14 months ag:

0, provides emajj Marketing services to
clients. Eloqua Which held its PO last August

helps clients Manage and measure the
effectiveness of Mmarketing efforts




Equity market and M&A transactions

demonstrate the intrinsic value of
Asia Pacific Digital

Average of Comparable Multiples

L . 5.0x 25.0x
+ eCommerce, digital and agency services m- 4 B <5170 Muttiole (RHS)
n ple | e
comparables trade on ~13x EBITDA and 2.2x 4.0x evenue Ve P 20,0
revenues - with eCommerce attracting robust
valuations 3.0x 15.0x
* Relevant digital sector M&A transactions have been  2.0x 10.0x
priced at 13-43x EBITDA and 2-7x revenues
1.0x 5.0x
* As arough indicator, the proposed transaction value
prices Asia Pacific Digital at ~0.5x revenues 0.0x 0.0x
Digital & eCommerce Digital Agencies Recent
Agency Services Transactions
Australia International

Source: Thomson One a E



Leveraging the network to build
clients’ eCommerce businesses.

Upside through selective risk and
reward-sharing via revenue
shares and equity.

O & BEVE, \IH & BE, ¢ASHIO),

( 406\ 6 e

Initial focus on three industry verticals




Delivering digital growth.

Expanding in high growth
Asian markets from strong
Australian base

UNIQUE
PROPOSITION

REGIONAL
FOCUS

Fixing the digital
value chain with
skills and technology

Equity-for-services in
selected e-commerce
businesses

GROWTH
PLAN

DIGITAL
COMMERCE

Acquiring talent and
clients via organic
growth and M&A

ASIA

PACIFIC
DIGITAL

34



