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We help companies to cost efficiently find customers
Through digital means
At scale

Globally
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P> APUREPLAY DIGITAL CUSTOMER ACQUISITION ENGINE

Businesses don't want clever advertisements anymore, they want customers

Generating traffic and leads is the top marketing challenge of
63% of businesses across 141 countries®

A large global addressable market. IMS is currently operating
across three countries.

80% of businesses use outsourced lead generation*

Currently IMS Digital Performance Marketing has approximately 200+
simultaneous campaigns live. A minor fraction of the addressable
business market.

IMS enables businesses to attain measurable Return on
Investment (ROI) on every marketing dollar spent

Through the combination of our proprietary machine learning
technology, digital and data assets.

L]
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’ AN ESTABLISHED DIGITAL CUSTOMER ACQUISITION BUSINESS

Driving leadership in technology-led Customer Acquisition

90% 3 200+

Operating in _
Approxl. Australia, New Smultaqeous
average client P p—Ta campaigns
retention

Tech Team

Powerful Mobile / Digital
proprietary & Performance
technology Marketing

platforms specialists
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P> AHISTORY OF DRIVING CUSTOMER GENERATION FOR BRANDS
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’ A WELL ENTRENCHED DIGITAL CUSTOMER ACQUISITION PEDIGREE

Growing capability in Launches first Acquires DPM
mobile performance DPM publishing machine learning
marketing technology ESSEES platform

Transitioning to pure

play DPM Company

and name change to
Impelus

Enhances DPM AU
capabilities through
acquisition

Acquisition to
further
strengthen DPM

Launch of
Solvers premium
DPM Assets

Integrates
mobile publisher
management

Growing capability
mobile digital
customer
acquisition

Develops Digital
Performance
Marketing (DPM) lead
generation capability

Establishes DPM in the UK Launch of Digital
through acquisition of Predictive Performance

business and technology Marketing Platform

Develop mobile
application and

Develops enhanced
mobile customer

distribution capabilities acquisition platform
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FINANCIAL PERFORMANCE - GROUP
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B Direct Carrier Billing

Digital Performance
Marketing
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8.4
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2.2

2.15

2.1

2.05

Group EBITDA

HY17 HY18%*
EBITDA EBITDA

* 2.8mil underlying EBITDA. Underlying EBITDA

adjusted for one off restructuring costs.
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FINANCIAL PERFORMANCE - DPM ONLY

Digital Performance Marketing (DPM) Digital Performance Marketing FY & HY18
Revenue Revenue
16 W First Half 16
Second Half
14 14 (e 13.3
12 12
10 7.2 10
6.8 8.4
8 8
6 6
4.2
4 8.4 4
6.5 6.5
2 2
0 0
FY15 FY16 FY17 FH FY18 FY15 FY16 FY17 FH FY18
REVENUE REVENUE REVENUE REVENUE REVENUE REVENUE REVENUE REVENUE
Figures have been normalised for exchange Figures have been normalised for exchange
fluctuations and the impact of one off events fluctuations and the impact of one off events
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’ MARKET-LEADING DIGITAL CUSTOMER ACQUISITION ASSETS

InsuranceSolvers
Timr weigrirns Eapeaeli

Lif€iinsyrance

o ey

Slabs

Leads sourced and verified via IMS
digital assets and infrastructure

Verified leads directed in real time to the client

campaign site for sign-ups, call back etc.
Dat3 palg gn-up

overlay

Verified IMS digital assets / partner network / social /
search leads delivered in real time via APl integration to
client CRM or directed to full application
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P> WE GENERATE LEADS & CUSTOMERS FOR OUR CLIENTS

AddGlu Suite

Consented People Based Data Assets

Optimised presentation of products of personal value and relevance to consumers, leads to higher customer conversion.

10 impel



’ PROGRESSIVELY BUILDING A COMPREHENSIVE DIGITAL ASSET NETWORK

Driving higher value, more efficient customer acquisition

---------------------------------------------------------------------------------------------------------------------------------------------

4 N\
- Health* Renovation
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Digital A © S ©
Igital Assets = =2 O B2B Software
' Q = .
d 8 > i®) Finance Travel
Development — < L _ .
Medical Utilities
|\ J

Launched Test & Learn

.
--------------------------------------------------------------------------------------------------------------------------------------------

Current Identified Verticals Expansion**

----------------------------------------------------------------------------------------------------------------------------------------------

Current

Broad Base Digital Assets

Technology

gy
.............................................................................................................................................

---------------------------------------------------------------------------------------------------------------------------------------------

AddGlu Suite Technology

1 ]
Base —

i Infrastructure

First Party Data / Databases

* 0
--------------------------------------------------------------------------------------------------------------------------------------------

11 * As announced Health will be the next vertical to launch in test & learn
**| arge addressable market in addition to current identified vertical markets

Avg. value p/lead $20 to $100

I Avg. value p/lead $0.20 to $10 I

ot ]
Lead 1stParty  Inventory Membership Vertical Client
Value Data Database Reach Value

Growth Drivers
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P> MULTIPLE NEAR-TERM VALUE CATALYSTS
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Commence Brand Build

Launch of SOLVERS Digital

Ascets in Test & Learn $1.2m cost savings identified

Launch of Health

Balance sheet restructured SOIVERS i Tast & | &2

Launch of SOLVERS Assets
specific to UK market in
Test & Learn

Scale up of
UK operations through
publisher network launch

Investment in new higher
margin customer
acquisition technology

Investment and Insurance

Roll out of higher margin [
Digital SOLVERS Assets

Expansion into select
European territories

Progressive roll-out of
SOLVERS sites in new verticals

platforms

Launch of Education
SOLVERS in Test & Learn

Performance Marketing
operations in AU & NZ
streamlined

Progressive roll-out of
SOLVERS Assets UK in new
verticals

impel



’ VERY WELL POSITIONED FOR GROWTH

13

Board strengthened with appointment of industry experienced Chairman lan Elliot —actively driving strategy

Non-core operations scaling down to cost neutral, balance sheet strengthening and $1.2m of costs being
removed

Totally focused on scale up of Digital Customer Acquisition operations in Australia, NZ, UK and Europe
Diversified, revenue streams stable from average 200+ customer campaigns being run each month
Revenue streams have been de-risked and are highly scalable

High margin and ROl Customer Acquisition campaigns materialising underpinned by aggressive sales
strategy
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P> A UNIQUE VALUE PROPOSITION

“Impelus has excellent prospects and | am keen to bring
my 40+ years’ experience in the advertising and
marketing sector, as well as my extensive network, and

my skills as a company director to help grow the
revenue and earnings base.”
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DISCLAIMER

This presentation has been prepared by Impelus Limited (ABN 24 089 805 416) (IMS). Each recipient of this presentation (Recipient) is deemed to have agreed to accept the
qualifications, limitations and disclaimers set out below.

IMS and its subsidiaries, directors, officers, employees, advisers or representatives (together, Beneficiaries) make no representation or warranty, express or implied, as to the
accuracy, reliability or completeness of any information contained in this presentation, including any forecast or prospective information. Past performance information given
in this presentation is given for illustrative purposes only and should not be relied upon as (and is not) an indication of future performance. The historical information in this
presentation is, or is based upon, information that has been released to the market. For further information, please see past announcements released by IMS to ASX.

The forward-looking statements included in this presentation involve subjective judgment and analysis and are subject to significant uncertainties, risks and contingencies,
many of which are outside the control of, and are unknown to, the Beneficiaries. Actual future events may vary materially from the forward looking statements and the
assumptions on which those statements are based. Given these uncertainties, you are cautioned not to place undue reliance on such forward-looking statements. Similarly,
statements about market and industry trends, which are based on interpretations of current market conditions, should be treated with caution. Such statements may cause
the actual results or performance of IMS to be materially different from any future results or performance expressed or implied by forward-looking statements. Forward-
looking statements including projections, guidance on future earnings and estimates are provided as a general guide only and should not be relied upon as an indication or
guarantee of future performance. Such forward-looking statements speak only as of the date of this presentation.

IMS disclaims any intent to, and does not promise or undertake to, update publicly any forward-looking statements or any other content of this presentation, whether as a
result of new information, future events or results or otherwise.

This presentation is a general overview only, it does not take into account the individual investment objectives, financial situation or particular needs of any person, and it does
not purport to contain all the information that may be required to evaluate an investment in IMS. The information in this presentation is provided personally to the Recipient
as a matter of interest only. It does not amount to an express or implied recommendation with respect to any investment in IMS, nor does it constitute investment, legal, tax
or other advice. The Recipient, intending investors and their respective advisers, should: (a) conduct their own independent review, investigations and analysis of IMS, and of
the information contained or referred to in this presentation; and (b) seek professional advice as to whether an investment in the securities of IMS is appropriate for them,
having regard to their personal objectives, risk profile, financial situation and needs.

Nothing in this presentation is or is to be taken to be a solicitation, offer, invitation or other proposal to subscribe for IMS securities. This presentation does not and will not
form part of any contract for the acquisition of IMS securities. The distribution of this presentation in jurisdictions outside Australia may be restricted by law and persons who
come into possession of this presentation in such jurisdictions should seek advice on and observe any such restrictions.

Except insofar as liability under any law cannot be excluded, none of the Beneficiaries shall have any responsibility or liability for any information contained in this
presentation or in any other way for errors or omissions (including responsibility to any persons by reason of negligence).
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P> CORPORATE SNAPSHOT
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As at 10 April 2018.

Neil Wiles

CEO & Managing

Director

lan Elliot
Non-Executive
Chairman

Simon Allison
CFO

Drew Kelton
Non-Executive
Director

David Haines
Non-Executive
Director

Justin Clyne

Company Secretary

*(at 0.025 cents per share)

Over 27 years' experience as MD & CEO leading, developing and growing businesses in

the communications, digital marketing and IT sectors

+40 years' experience in the advertising, marketing, branding and diversified
communication sector

Chairman and CEO of George Patterson Bates, Australia’s leading advertising agency,
where in his final four years as CEO, lan added more than $250m worth of new
account wins

Non-Executive Director (past and present) McMillan Shakespeare, Salmat Limited

Over 25 years' experience in the technology, marketing, telecommunications and
financial services sectors in Australia, New Zealand and the UK

Over 30 years experience in telecoms and IT solutions, previous directorships and
senior employment positions include DocuSign Inc., Telstra and T-Mobile

Previous directorships and committee memberships include the Standing Committee
of Commonwealth, State and Territories Ministers and Australian Film Censorship
Board

Over 15 years of legal experience and is a director and/or secretary for a number of
public listed and unlisted companies

~443m

Shares On
Issue

~11.07m
Market Cap*

$0.054

52 Week High
($/Share)

25.3%

Top 20
Shareholders

~9m
Options on
Issue

AR (circa) 5.6m
AP (circa) 1.9m
Bank (circa) 3m

$0.022

52 Week Low
($/Share)
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Neil Wiles
CEO & Managing Director
Neil.wiles@impelus.com

+61 2 9360 3385

lan Elliot

Non-Executive Chairman

lan.elliot@impelus.com

+671 2 9360 3385

Simon Allison
CFO
Simon.allison@impelus.com

+61 2 9360 3385




D> BUSINESS SENSITIVITIES
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MARKET

Fluctuation in digital
marketing spend, effective
access to inventory, business
spend on mobile / digital or
consumer sentiment

Lumpiness that can come
from campaign sales or
change in spending patterns,
changing market conditions
or technologies that may
impact access

TECHNOLOGY

Competitive technologies
risk that new technologies
emerge that impact
competitive advantage or
market environment

Carrier support of billing
platforms

Carriers changing their
support for carrier billing of
mobile products and services

Programmatic platforms

Use of platforms for purchase
/ pricing of ad inventory

negatively impacting demand
or access for digital marketing

COMPETITORS

New competitive market
entrants

Risk that new competitors
enter market with a similar
business

Marketing channels

New product and billing
channel performance

Non-performance of
marketing channels or
disinterest in products by
consumers

Changes in rules around the
regulation of digital and
mobile products and services

Changes in rules around
regulation of digital
marketing

Restrictions in handset or
other device platform access
- e.g. Apple's current
ecosystem

Handset manufacturers or
digital or mobile platform
developers restricting
consumer access to products
and services
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’ DIGITAL CUSTOMER ACQUISITION, A GLOBAL CHALLENGE

The move of consumer eyeballs to digital is increasing rapidly, as is the complexity of the digital marketing landscape.

Marketers main challenges Where the eyeballs are Marketers concerns

Australian Ad fraud damage

Smartph?ne $16.4 billion in 2017
Penetration

‘ Mobile Average digital ad is
usage viewed for 1.7 seconds

. . . Check phone
Generating traffic and leads is the 85 times per

top marketing ch.allenge for 63% of day
all businesses. =
Mobile internet
and Apps
S hours per day

@ Under 2 secs @2 secs

In Australia, nearly

Converting leads to customers is the STEEIS URRIEr S0 USEs 9 isati
g mobile to go online with 72% of organisations that calculate

ROI say their marketing strategy

key marketing priority for 70% of 2 90% penetration rate. ' .
is effective.

all businesses.




’ ENABLING DIGITAL CUSTOMER ACQUISITION, A GLOBAL OPPORTUNITY

Engaging consumers through digital channels to drive customers conversion at scale, a global necessity.

Most important lead
gen goals

Reducing cost to acquire leads
Converting website visitors into leads

Automating marketing processes

Measuring performance/RO|
Increasing QUANTITY of leads
Acquiring new customers

Improving the QUALITY of leads 77%

0% 50% 100%

m Percentage

Improving the quality of leads generated is a top priority for 77% of
marketing influencers. The quality of leads handed-off to sales
significantly impacts an organisation'’s ability to achieve the next most
important goal of acquiring new customers.

Resources used to execute
lead generation tactics

@In-house resources only

@ Outsourced to a specialist

@ Combo of outsourced and in-house
80% of organisations outsource all or part of their lead
generation tactics. The more time and resource intensive a tactic

is —such as social media and content marketing — the more likely
an organisation is to require outside assistance.




P> HOW WEDOIT. PROPRIETARY VALUE CHAIN

Owned publishing and data assets

[

“ Change
with lasé
i surgery

Get started

il Save money

by switching
W to solar energy

i
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P> ENGAGMENT OPTIMISATION
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Integrating internal and *BIM engagement optimisation tools:

yOu

UGOLING WITH

w
i the form beloR
r ‘.\\\\ aohing Jour aeont

*Best in market

Heat mapping technology

Analyses how consumers interact with marketing content so it can be
optimised to achieve the best results; higher conversions of quality,

engaged consumers.

A/B testing technology

Continuous optimisation of the user experience to deliver seamless

engagement within the consumers “mobile attention timeframe”.

Decade of experience

Consumers are time poor and impatient, however with over a decade of

experience in mobile, we know how best to engage with them.

impel



P> TECHNOLOGY PLATFORMS - ADDGLU SUITE

Predictive acquisition platform

delivering consumers offers of the highest personal value via their online and mobile devices, with seamless
engagement that enables high quality “sticky” customer acquisitions at scale

Serving the most relevant offers

and promotions based on the consumer’s needs and interests automatically and in real time

Automated optimisation

utilising permissioned first party data to ensure relevance and quality results

Driving increased revenue for marketers

through personally connected consumers that convert to sticky customers

Underpinned by proprietary technology

with performance algorithms and real time machine learning putting the right offer in front of the right consumer,
in the right place, at the right time, via online and mobile devices
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P HOWIT WORKS
@ 8 N @ |dentify core audience.
y_ !g -

Customer profiling and . N .
segmentation through machine (2 B an

learning optimisation. Mo based.

[ I Use highly targeted channels
such as social, display, email,
generate traffic.

. impel



Validation:

e Email
Phone
SMS
Database

s delivered to
- clients digitally.




P> REPORTING
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Dynamic real time reporting

/ﬁ Dashboard

Management

{J

|

Reporting

Manitors

4

Data Validation

(0

] Notifications

&

Configuration

Alarms » Monitors in realtime a

Last Update XOUXXN0000 X0 X00XX Refreshing in XX seconds

Summary

Clicks activity on the last 30 minutes

Leads activity on the last 30 minutes

Coregs activity on the last 30 minutes

Caches activity on the last 10 minutes

Coreg not inserted on the queue

Coreg inserted on the queue but not processed
Exception while posting coreg

Sensis (phones) received an error while trying to connect

Lead / Attempts Efficiency for today higher than average

Lead / Clicks Efficiency for today lower than average

Logs

_
ENEEEEEENEN

30 minutes
30 minutes
30 minutes
10 minutes
Last hour
Last hour
Last hour
Last hour
Today
Today

Last 24 hours
Last 24 hours
Last 24 hours

Last 24 hours

Lead / Clicks efficiency for path named AU Path for today is XX XX% higher than average. Leads: XX / Clicks: XX
Lead / Clicks efficiency for survey named MS Page 1 for today is XX. XX % lower than average. Leads: XX / Clicks: XX

Last 72 hours
Last 72 hours
Last 72 hours

Last 72 hours

Alerting and Auto-
Managing Demand and
Supply Sources

Optimising Performance.

Auto-Optimising
System-Wide Financial
Performance.

_/
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STATISTICAL SOURCES

Generating traffic is a top marketing challenge, converting leads is a key marketing priority & calculating ROI
Source: Hubspot, The Ultimate List of Marketing Statistics, 2017

Australian smartphone penetration & under 50 smartphone penetration
Source: Zenith Mobile Advertising Forecasts, 2017

Mobile usage
Source: Nottingham Trent University Study, 2015

Ad fraud
Source: https:/www.cnbc.com/201 7/03/15/businesses-could-lose-164-billion-to-online-advert-fraud-in-2017.htm!

Average digital ad & viewability
Source: hetp:/www.adweek.com/digital/these-8-new-digital-stats-show-social-networks-growing-pains-as-the-industry-booms/

Traffic and leads is top marketing challenge of 63% of businesses across 141 countries
Source: Hubspot, State of Inbound Report, 2017
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